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Hudnut Charges 


‘Knock, Then Lift’; 


Toni Denies It 


Toni Panned ‘Left-Over’ 
Theme on TV, Copied It 
in Print, Hudnut Says 


New York, May 16—Incensed at 
Toni Co.’s current advertising cam- 
paign for Tip Toni home perma- 
nent, Richard Hudnut today lashed 
out at the “highly questionable 
ethical standards exhibited by our 
chief competitor” and its attempts 
to “discredit certain claims that we 
are making for Richard Hudnut’s 
new product, New Quick home 
permanent.” 

Richard Hudnut executives 
charged in a press conference that 
not only has Toni “lifted exclusive 
product claims” but it has taken 
advertising for a completely new 
product and used it for its own 
product although “nothing appears 
to have happened to the Toni prod- 
uct to have inspired the new cam- 
paign.” 

Ernest P. Zobian, vp in charge of 
advertising for the Lambert-Hud- 
nut division of Warner-Lambert 
Pharmaceutical Co., said the cur- 
rent Toni campaign is “the most 
flagrant theme lifting in the his- 
tory of American advertising. The 
Toni Co. did absolutely nothing 

(Continued on Page 97) 


‘ABC Going Fine,’ 
Goldenson and 
Kininer Exult 


New YorK, May 17—Top offi- 
cials of American Broadcasting- 
Paramount Theaters busied them- 
selves in two cities this week with 
happy descriptions of the emer- 
gence of ABC Television. 

In New York, Leonard H. Gold- 
enson, president of AB-PT, told 
stockholders that the company will 
continue to show increased net 
earnings for the second quarter of 
1956. At the same time he cited, 
as his company’s most significant 
development of the last year, the 
emergence of the broadcasting di- 
vision as a “sound, rapidly grow- 
ing and increasingly profitable 
operation.” 

In Chicago, meanwhile, Robert 
E. Kintner, president of ABC, fair- 
ly spread himself before a jam- 
packed Broadcast Advertising 
Club session with the prediction 
that within two years ABC-TV 
will be equal in sales to the CBS 
and NBC tv operations, and that 
ABC Radio will be No. 1 among 
radio nets. 


® Both executives were well- 
armed with statistics. Mr. Golden- 
son reported that 34 of the coun- 
try’s top 100 advertisers now 


sponsor ABC-TV programs, com- 
pared with 11 three years ago. He 
referred to the company’s arrange- 
ments with Walt Disney (who 
produces six hours of program- 


(Continued on Page 100) 


Scenery Suppliers | 
Tell Senate ThatTV | 
| s “774 =, | 
Nets ‘Kill' Competition 
| WasHincton, May 17—Fresh at-| 
|tacks on network operations—and | 
‘one witness who defended net-| 
|works—were considered by the) 
|\Senate commerce committee this 
week, as the committee cleared | 
| the decks of preliminary testimony | 
jand set the stage for the antici- | 
| pated appearance of network pres- | 
|idents some time next month. 

The most dramatic anti-network | 
testimony this week came from 
three independent suppliers of 
stage scenery, who charged that 
networks refuse to clear time for 
agencies and program packagers 
| who buy scenery on a competitive- 
| bid basis. Their statements take on 
special importance in view of ear- 
jlier notice that the Department of 
Justice is studying complaints that 
|/networks refuse to sell time to 
| advertisers unless they but net- 
| work-controlled packages. 


'@ Also among the anti-network 
|testimony this week was a state- 
ment by Wilbur Havens of WTVR, 
| Richmond, telling how his station 
| lost all its NBC programming in 
|mid-1955, when WXEX-TV became 
|the Richmond must-buy station in 
|his market, and a statement by 
Bill Hoover of KTEN, Ada, Okla., 
who charged that metropolitan sta- 
jtions and networks give adver- 
|tisers misleading data about their 
| coverage. 

| On the other side of the issue 
| the committee heard Murray Car- 
penter, WTWO, Bangor, Me., 
staunchly defend existing option 
time practices. Asserting that op- 
|tion time enables networks to de- 
|velop programming, and that net- 
work programming has enabled 
competitive tv service to spring up 
throughout the country, he said 
more rather than less option time 
is needed. 


® Independent scenery producers 
(Continued on Page 41) 


Harrison ‘Asks’ 
10% Commission 
Bids by Agencies 


Agency Head Submits 
Idea to NFAA: Japha 
Rips 15% Commission 


New York, May 18—A sugges- 
tion that agencies ought to solicit 
large accounts by asking 10% 
j}commission or other “reduced 
|compensation,” has been made by 
jan advertising agency president 
jand “equivocally” agreed with by 
an agency management consultant. 

Lester Harrison, president of 
Lester Harrison Inc., made the 
suggestion last evening in the form 
of a question to Frank Japha, ex- 
ecutive secretary of the National 
Advertising Agency Network and 
a management counsel. Occasion 
was the annual convention of the 
National Federation of Advertis- 
ing Agencies. 

Mr. Harrison later told an AA 
reporter that he did not necessari- 


SZ — | 


| 


NICER—Glass Container Mfrs. In- 
stitute is continuing its ad series 
on the advantages of glass con- 
tainers. This color page promotes 
beer in bottles and is scheduled for 
the July issues of McCall’s and 
Woman’s Day. Kenyon & Eckhardt, 
New York, is the agency. 


‘Let's Review Commission System,’ 


McLaughlin Tells 


System May ‘Not Be as 


West Coast ANA 


let’s review, study and take a 
searching look at it.” (Mr. Mc- 


Good Today as 23 Years Laughlin followed the general pat- 


Ago, He Tells Group 


Pesste BeEAcH, CAL., May 17— 
John McLaughlin, advertising and 
sales director of Kraft Foods Co., 


jand chairman of a special com-| 
| mittee of the Assn. of National Ad- | 


vertisers which will study methods 
of agency compensation, said here 
yesterday that his group will not 
attempt “to destroy, change or 
champion any particular method 
of agency compensation.” 

In a speech before the West 


Coast ANA, Mr. McLaughlin also | 


said, however, that “we should not 
assume that what may have been 
a good system then [23 or 24 years 
ago] is still a good system.” Then 
he added: “It may be, but at least 


Anti-Trust Suit ‘Freed ‘ Agencies 
From 15% Limit, Lawyer Simon Says 


Boston, May 16—“The adver-| 
tising business has been freed from 
a straitjacket,” Morton J. Simon, 
Philadelphia attorney who special- 
izes in advertising law, told the 
opening session of the First Ad- 
vertising Agency Group confer- 
ence here yesterday. 

“The 15% ‘Iron Curtain’ has 
been removed,” Mr. Simon said, 
commenting on the government 
anti-trust suit. “No longer will 
the client be able to say, ‘Isn't 
15% the charge?’ No, it isn’t. No 
longer will you have to chisel on 
production markups. This does 
away with the whole atmosphere 
of 15%.” 

The 30 ad agency delegates to 
the meeting heard Mr. Simon pre- 
dict, “I think you will find that 
this is the best thing that ever 
happened.” 


® Pointing out that “this decision 
will have a highly important ef- 
fect on client relationships,” he 
said, “We're free. The shackles 
have been struck from agency an- 


kles and wrists. There is no longer 


any requirement that you’ve got 
to handle it a certain way. Your 
accounts are going to like this new 
approach. 

“You can use any approach you 
want to,” he said. He envisioned 
approaches in which the agency 
sits down with its account and 
points out cost and overhead, and 
asks for a fair profit. For instance, 
he proposed, a hypothetical agen- 
cy could say to its client: “It costs 
us $25,000 to service your account, 
$15,000 in overhead, and we would 
like to make $10,000 profit before 
taxes.” 

He said that “approaching an 
account on a purely business basis 
will find receptive appreciation,” 
and “more of it is coming.” 


s Outlining the background of 
“15%,” he said: “Beginning in 
1887, when ANPA organized, be- 
gan an anachronistic system on 
commissions. Newspapers’ then 
were in the habit of paying 25% to 
30%. Later they hired their own 
space representatives, and 15% 
(Continued on Page 8) 


- Last Minute News Flashes | 


Expect ABP, PPA, APA Consent Decrees Next Week 


New York, May 18—Informed sources here expect settlements in 


(Continued on Page 8) 


the suit of the Department of Justice against the three remaining 
publisher associations in the anti-trust case which has already seen 
consent decrees accepted by the American Assn. of Advertising Agen- 
cies and the American Newspaper Publishers Assn. It is expected 
that next week will see the filing of consent papers by Associated 
Business Publications, the Periodical Publishers Assn. and the Agri- 
cultural Publishers Assn. 


Admiral, Russel Seeds Part Company 


Cuicaco, May 18—Admiral Corp. and its agency, Russel M. Seeds 
Co. announced that they will end their client-agency relationship by 
“mutual consent.” The relationship will terminate at some indefinite 
time in the future, according to the two. No new agency has been 
named, and no reason is given for the split. 


Ringling Circus Appoints Foote, Cone & Belding 
New York, May 18—Foote, Cone & Belding, has been appointed to 
handle advertising for Ringling Bros. and Barnum & Bailey Circus. It 
succeeds Monroe Greenthal Co. on the account, which was budgeted 
at $500,000 last year. 
(Additional News Flashes on Page 101) 


‘tern of the speech by Edwin Ebel, 
|ANA chairman, reported on Page 
|3, sometimes using identical lan- 
| guage.) 

| “Not many advertisers,” said 
|Mr. McLaughlin, “will be content 
with an explanation that the com- 
mission system is valid because 
‘it’s the one we’ve always used, 
and no one has come up with a 
better one.’ We all are living in a 
|changing world—constantly ad- 
| justing ourselves to changing con- 
| ditions.” 

® According to Mr. McLaughlin, 
“Advertisers don’t necessarily want 
to change any system if it’s the 
best that can be found—however, 
they don’t think the financial end 
of our business dealing with agen- 
cies should necessarily be gov- 
erned by the financial arrange- 
ments agencies have with media. 

“Now,” he went on, “the read 
has been cleared to discuss honest- 
ly, frankly and without pre-con- 
ceived notions—calmly—in a busi- 
ness-like manner—financial 
relationships without criticism, re- 
sentment or any necessity of feel- 
ing unethical. There are many 
services today for which we com- 
pensate our agencies which are 
in no way involved in their deal 
with media. 

“Let us examine these—evaluate 
—and agree to their price—not for 
the purpose of necessarily reduc- 
ing the agencies’ compensation but 
more with the view of seeking a 
method of compensation that is 
more in keeping with today’s 
sound business practices.” 


8 “It is a complex situation,” con- 

tinued Mr. McLaughlin. “It’s a sys- 

tem that has grown like Topsy and 
(Continued on Page 97) 


At Coast ANA Meet... 
‘Damned Sure’ 
Agencies Serve 


Us, Says Frost 


Bristol-Myers Ad Chief 
Tells Doubting Agencies: 
"Go to Work for Media’ 


PessLte Beacn, Car., May 17— 
Those who think the agency com- 
pensation issue will be settled by 
the media are wrong, according to 
Donald S. Frost, vp and advertis- 
ing director of the Bristol-Myers 
products division. 

He told the West Coast regional 
meeting of the Assn. of National 
Advertisers here yesterday that “it 
will be the advertisers working in 
close harmony with their agencies 
who will determine the issue, be- 
cause it is the advertisers who will 
continue to determine the budgets 
and who, in the long run, have the 
most at stake in the whole adver- 
| (Continued on Page 101) 
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“See Here, Mr. Moit'... 
Couponer's Open 
Letter Slashes 
Back at Mott 


Big Coupon Users May 
Take ‘Action’ Against 
Stores, Johansen Warns 


New York, May 16—Supermar- 
ket operators who fight coupons 
are “killing the goose that lays 
the golden egg.” 

If coupons were discontinued it 
would “weaken brand name prod- 
ucts and enable chain stores to 
push private brands” which, in the 
long run, would prove harmful to 
manufacturers, retailers and con- 
sumers. 

“You can’t stop couponing any 
more than you can stop the tides 
that flow or the sun that shines, 
because the American housewife 
loves them.” 

These points are made in an 
open letter released today by 
George P. Johansen, president of 
Advertising Distributors of Amer- 


ica, and addressed to Joseph P.| 


Mctt, president of the Super Mar- 
ket Institute. 


s Mr. Mott, at the _ institute’s 
annual convention in Cleveland, 
made a speech May 6 in which he 
declared that “the bulk of the 
$150,000,000 spent for advertising 
coupons to boost grocery sales is 
going down the drain.” 

He also declared that “nearly 
50% of supermarket operators no 
longer require the customer to 

(Continued on Page 52) 


Provandie Jamison 


Buxton, Monsanto 
Win Top Honors from 
Springfield Ad Club 


SPRINGFIELD, Mass., May 16— 
| Six advertisers and three agencies 
today shared top honors in the 
1956 advertising awards contest of 
the Advertising Club of Spring- 
field. 

Top merit award winners were 
named in six categuries. For gen- 
eral consumer magazine advertis- 
ing the award went to Buxton 
Inc., Springfield leather goods 
manufacturer, and its agency, 
| Doyle Dane Bernbach Inc., New 
York. For business paper advertis- 
(Continued on Page 56) 


Independent Meat Packers Are Urged to 
Package and Promote Their Own Products 


Cuicaco, May 15—Independent 
meat packers yesterday were 
warhed to get into pre-packaging 
of their products before the market 
is taken over by chain grocery 
stores. 

The warning was sounded by 
Chris E. Finkbeiner, president of 
Little Rock Packing Co., Little 
Rock, at the 15th annual meeting 
of the National Independent Meat 
Packers Assn. He is president and 
board chairman of NIMPA. 

“The sooner you get into pre- 
packaging the better off you and 
the industry will be,” Mr. Fink- 
beiner said. “Chain stores already 
are packaging their own meats in 


‘some areas.” 


He urged the packers to build 
brand names of their products and 


Curtis Net Earnings 
for First Quarter 
Reach $1,176,345 


PHILADELPHIA, May 15—Curtis 
Publishing Co. had a gross operat- 
ing revenue of $45,076,747.03 dur- 
ing the first quarter, as against 
$44,513,678.21 during the same pe- 
riod in 1955. 

A report to the stockholders in- 
dicated an increase in net earnings 
after taxes for the first three 
months of this year to $1,176,344.99 
as compared to $385,918.05 during 
the same period a year ago. 

The report, signed by Walter B. 
Fuller, chairman, and Robert E. 
MacNeal, president, stated that 
higher income from The Saturday 
Evening Post, Ladies’ Home Jour- 
nal and Holiday more than offset 
the loss of gross revenues caused 
by the sale of Better Farming. 

The Curtis officials also said the 
outlook for the second quarter and 
for the entire year continues satis- 
factory. 


|to merchandise their products 
properly. “Reputations can’t be 
built overnight,” he said. “If you 
don’t plan on merchandising your 
meat, save your money and don’t 
buy the first package.” 

He suggested that packers sell 
their products on the merits of the 
meat and not on the demerits of 
competing products. The market- 
ing of meat in many sizes of pack- 
ages has hurt the luncheon meat 
industry, he said, and expressed 
regret that the industry does not 
have a standard package size that 
all packers could use. 


® The question of private labeling 
came up at the session over which 
Mr. Finkbeiner presided. One 
packer said he had lost a big chain 
store custorner to Armour & Co. 
when he refused to put up a pri- 
vate label line for the store. 

Mr. Finkbeiner said packers must 
find consumer acceptance for their 
own brands, but added that putting 
out private label meats depends on 
the situation. Packers should place 
heavy emphasis on promoting their 
own brands, he said. 

Another packer asked Mr. Fink- 
beiner what he would do if he was 
spending a lot of money advertis- 
ing a brand and competitors start- 
ed offering stores rebates. Would 
you cut your advertising or start 
offering rebates too? the packer 
asked. 

“Advertising is a vehicle of do- 
ing business,” Mr. Finkbeiner said. 
“In a mass production industry, 
you must mass sell your products. 
If you increase your advertising, 
you may keep a competing product 
from getting off the ground.” 

He added that his company has 
tried both ways and has had little 
or no success in areas where the 
prices of its products have been 
decreased. 

Another NIMPA member said 


(Continued on Page 99) 


Donahue 


Diwer 


JUDGMENT DAY—Judges Paul H. Provandie, John E. Jamison, Miss 

Margaret Divver and Robert F. Donahue examine one of the more 

than 250 entries submitted in the 1956 merit award contest of the 
Advertising Club of Springfield, Mass. 


ARB Warns Against 
Small-Sample TV 
Rating Systems 


WASHINGTON, May 15—The 
American Research Bureau said to- 
day its experience shows that an 
area sample of 200 is needed to 
produce reasonable accuracy in tv 
audience measurement. 

A special “Research Bulletin 
now being distributed by ARB 
cautions against the temptation to 
measure with increasingly smaller 
samples. But it says “well-designed 
probability samples of between 
two and three hundred homes in 
an area will establish viewing 
facts with a range of error small 
enough in the majority of cases for 
practical business decisions.” 

ARB said it is particularly con- 
cerned about surveys which are 
being offered to the industry based 
on total tabulated samples of from 
50 to 75 homes per area or county 
cluster. 


” 


® In ARB’s opinion these practices 
pose a threat to the entire research 
field. The bulletin contained re- 


terviews each. 

By dividing each sample into six 
parts ARB compared results ob- 
tained from sub-samples with the 
samples of 312. With a sample of 
52, one sample showed 2% of the 
homes able to get KSBW; another 
similar sub-sample showed 20%. 
In one sub-sample 10% of the 
homes received KPIX; in another, 
31%. 

KEPR was received by 70% of 
the homes in Pendleton, according 
to one sub-sample, and 47% in an- 
other. 


® As the samples became larger 
the degree of deviation decreased 
until at the 200 level the results 
were relatively stable. 

ARB said results show small, 
carefully selected samples can pro- 
duce reliable results but there is 
a minimum size below which sam- 
ples are erratic. 

“Any research findings based on 
samples materially below the 200 
level are subject to instability that 
makes their accuracy highly ques- 
tionable,” according to James Seil- 
er, director of ARB. 


Katz Agency Names Three 

Katz Agency, newspaper repre- 
sentative, has made three additions 
to its staff. Irwin B. Sigel, former- 
ly with the Chicago Tribune, has 
joined Katz in Chicago; Peter A. 
Bonanni, formerly with the New 
York Life Insurance Co., and Wil- 
liam R. Sherman, last with TV 
Guide, have joined the New York 
office 


sults of surveys at Pendleton, Ore., | 
and Merced, Cal., involving 312 in- | 
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Grandfather's Watch Slows Industry .. . 


Increased Tarriff Failed | 


| 


to Reduce Swiss Jeweled 
Watch Share of Market 


| 
By Bill Kerr 

New YorK, May 16—Despite 
sizable advertising budgets, the 
| American jeweled watch business | 
| is apparently finding it tough to| 
make time with the consumer. He 
|doesn’t trade watches in for new 
|models with the accustomed ease 
| he does for cars. He buys a watch | 
| for a lifetime. 

Encouraging “obsolescence” is 
the thorn in the side of the indus- 
try. Harvey Bond, ad manager of | 
Benrus Watch Co., and one of the 
men most responsible for reducing 
buying lethargy, characterized the 
problem with incisive bluntness. 

“A man will wear the latest in 
suit fabrics, the short brim hat, 
new striped tie, Dacron shirt, but 
he will take pride in showing a 
watch that’s 20 years old and looks 
a” 


® The plush seller’s market fol- 
lowing the war, when anything 
| sold, has long since disappeared. It 
| took watch men some time to re- 
orient their thinking. The swing 
toward inducement advertising was 
long in coming, but importers and 
|American manufacturers are now 
| working on ways to stimulate the 


| 
Bridges Predicts 
More Advertising 

#Jen% = a 
By Utilities in ‘57 

PHILADELPHIA, May 15—Sales 
advertising by public utilities will | 
be increased in the coming year, 
Robert H. Bridges, of Cleveland 
Electric Illuminating Co., newly- 
elected president of the Public 
Utilities Advertising Assn., said 
here last week. 

In a statement to ADVERTISING 
AcE, following his election at the 
35th annual convention of the 
PUAA, he said there is a much 
| wider understanding of the fact 
| that advertising is going to “have 
| to carry an increasing share of the 
sales problems. 

“Salesmen will need more sup- 
port to sell electrical appliances,” 
he said, adding that advertising ap- 
propriations by utilities will be in- 
creased as the role of the salesman 
becomes clearer. 

Mr. Bridges explained that auto- 
| mation has increased production to} 
| the point that appliances will have 
|to be sold on the same basis as 
| automobiles—i.e., with trade-ins. 

He also told AA that the PUAA 
will not issue a report on utilities | 
advertising this year because me 
‘entire questionnaire has been re- | 
|vised and streamlined. A report| 
| will be made next year, Mr. Bridg- | 
| es said. 


| 


American Watchmakers Move to Help 
Watches ‘Obsolesce’ Via Advertising 


market—with varying degrees of 
success. 

Jeweled watch sales the past 
few years have been averaging 
12,000,000 units annually. Many 
industry spokesmen feel only 


TRADE-IN PROMOTION—Robert Gasser, 

Benrus plant superintendent, sur- 

veys some of the thousands of 

watches returned to the company 

in connection with the highly suc- 

cessful $20 trade-in allowed on 
many of its watches. 


about 60% of the market poten- 
tial is being tapped. How to reach 
the rest? 

Three of America’s most aggres- 
sive jeweled watch marketers 
think they have the answer for 
pushing the market to a contem- 
plated pay dirt level of 20,000,000. 
All three companies, with as many 
different advertising approaches, 
have been comparatively success- 
ful. All three, incidentally, utilize 
Swiss movements. 


® Fast-growing Benrus puts its 
emphasis on trade-ins. Gruen is 
pushing obsolescence. Bulova, 
giant of the American market, 
works hardest at pushing the need 
for two or more watches. Natural- 
ly, new gimmicks in design and 
styling are used by all three to 
induce sales. 

Ad budgets have made good 
gains in promoting these varying 
approaches. And the ad outlays are 
producing increased sales for many 
of the companies. 

Benrus, following the lead of the 
automobile industry, is encourag- 
ing through an annual $2,000,- 
000 spot tv campaign and retail 
jeweler advertising a $20 trade-in 
promotion which has stolen the 
thunder of the discount house. It 
has also raised Benrus sales during 
the last 12 months over 20%. 


® Bulova this year increased its 
ad budget from $5,000,000 to “con- 
siderably over $6,000,000,” princi- 
pally because of enlarged tv com- 
mitments. And according to Manny 
Hochman, vp in charge of sales, 
first quarter sales for Bulova are 
far better than during the same 
period in 1955. 
Over at Gruen, where 
(Continued on Page 99) 


“The 


| 


| 


IN AND OUT—Ray- 
mond W. Fenton 
m (left), advertis- 

| ing supervisor of 
| Peoples Gas 
Light & Coke Co., 
Chicago, and out- 
going president of 
the Public Utili- 


ties Advertising 
Assn., hands the 
gavel of office 


to Robert H. 
Bridges, adver- 
tising director of 
Cleveland Elec- 
tric Illuminating 
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‘Lord, Save Us’... 


Lewin Tilts with — 
‘Be-Bop’ School 


of Advertising 


‘What About Joplin, Mo?’ 
Agency President Asks 
‘Pseudo-Artistic’ Admen 


New York, May 16—An agency 
president delivered a double-bar- 
relled 12-gauge blast at point blank 
range last night to the League of 
Advertising Agencies. It was lev- 
eled on advertising which is: 


0 greap of people —umaally cm 
canpaary — whe uperate their 


e “A grotesquely tortured form of | 
self-expression straight from the 
martini-addled brains of frustrated | 


WAGE ‘In All Frankness’... 


GARNISHMENTS 


Many Advisers View 
System as ‘Restrictive,’ 
‘Warped’: ANA Head 


When the American Assn. of 
Advertising Agencies met at the 
Greenbrier in White Sulphur 
Springs at the end of April, the 
center of the conversation was the 
|future of the commission compen- 
|sation system. Edwin Ebel, vp of 
General Foods Corp. and chair- 
man of the Assn. of National Ad- 
vertisers, told the agency men the 
advertisers’ viewpoint in a closed 
session. Subsequently a brief sec- 


bohemians.” 


e “The product of fancy-boy art 
directors, chi-chi copywriters, bi- 
zarre foreign photographers and 
super-high fashion coordinators.” 


e “A sad amalgam of the worst of | 
classic, modern and latter-day | 
Greenwich Village—a meaningless | 
pot-pourri of fake sophistication, 
bogus art and tainted cleverness.” 


e “Inspired in small, expensive 
bars, in a small expensive section 
of midtown Manhattan, by people 
who think that happy families 
drink vodka at breakfast.” 


8 A. W. Lewin, president of Lewin, 
Williams & Saylor, not only at- 
tacked this “mess of pseudo-artistic 
pottage .. . what I call be-bop ad-| 
vertising,” as a school—he also! 
gave some thinly-veiled illustra- | 
tions of the school in session. 

“I ask you to sit down tomorrow | 
or tonight after you have returned 

(Continued on Page 48) 


Efforts to Curb 
Networks Have Hurt 
Marketing: Stanton 


PHILADELPHIA, May 16—“Ardent | 
proposals in Washington to regu- | 


i 


SELLING EXECUTIVES—Most recent page in CUNA’s five-year-old ex- 
ecutive book series (left) features a testimonial by R. K. Jefferies, 
vp and general manager of Continental Trailways, plus statements 
by bus company employes. At right is the first entry in a new series 
of singie-column ads for managerial trade publications. It will con- 
centrate, point by point, on specific personnel troubles. 


$2 Billion Movement... 


‘Do It Yourself’ Credit-It Has to 


Be Sold Indirectly, 


Credit Unions Aim Their 
Hard-Sell Advertising 
at Top Business Execs 
Mapison, Wis., May 16—One of 


the more unusual advertising 
stories here concerns an advertiser 


whose “product”—consumer credit | 
| —is sold hard only to industrialists | 


who will never directly use it. 
The organization in question is 
CUNA—Credit Union National 
Assn.—the coordinating unit for 
more than 21,000 credit unions 


late tv” were denounced vigorous- scattered around the Western Hem- 


ly yesterday by Frank N. Stanton, | 
president of the Columbia Broad- 
casting System. 

Here to receive the American | 
Marketing Assn.’s 1956 Parlin 
Memorial award, Mr. Stanton! 
charged that efforts of Sen. John 
W. Bricker (R., O.) to curb al- 
leged monopolies created by the 
networks, in effect “strait jacket-| 
ed” station coverage. The market- | 
ing of goods and services thus is 
being forced into artificial patterns, 
he said. 

Filmed programming cannot 
compare with the live tv coverage | 
linking the nation, made possible | 
by the networks, he stated, adding 
that the proposed “suppression” of | 
the networks would result in seri- 
ous deterioration in national cover- 
age. 


® He discounted arguments that| 
regional stations are being hurt! 
by the networks. “The idea that. 
fewer people will manage all tv 
from New York is obsolete,” Mr. 
Stanton said. 

The network chief credited mar- | 
keting research with taking on a/| 
new dignity, as marketing has tak- | 
en vast strides for the better during | 
the past ten years. He traced recent | 
marketing trends, including those) 
to the supermarkets and toward | 


the discount houses—‘“that eco- | Push-button beverage, Real Kool, Mortimer Berkowitz tells how ads | Getting Personal 


nomic mystery”’—as well as the) 
great “suburban shift.” 


isphere, and a national advertiser 
of only five years’ standing. 

CUNA is no percentage-of-sales 
advertiser. It burst upon the na- 
tional scene in a moderate way in 
1952, and it has kept within the 
same modest appropriation—$600,- 
000 a year—ever since. 

But the campaign—handled by 
J. Walter Thompson Co., Chicago— 
seems to have done a good job in 
a complex situation. 


= CUNA, headquartered in Filene 
House, a large and expanding of- 
fice building here, serves as the 


CUNA Finds 


| organizational and promotional 
jarm for about 90% of the credit 
unions in the hemisphere. Its 
| vast board of directors consists of 
|delegates from each of 60-odd 
credit union leagues representing 
|the credit unions in states, prov- 
inces or countries. These delegates 
select a ten-man executive com- 
mittee which in turn names a 
| managing director for day-to-day 
| operations. Currently, he is H. B. 
Yates, a retired school teacher. 

But the direct, if remote, con- 
troller of this structure—and its 
main interest—is the individual 
credit union. This is basically a 
personal savings and loan coopera- 
tive, state or federally chartered, 
and operated by members who are, 
characteristically, people who work 
together in the same factory or of- 
fice. 

Loan rates of interest are stand- 


month (compared with 2%-3% 
charged by the average small-loan 
company) and the whole operation 
is non-profit. “Profits” are distrib- 
uted in the form of dividends 
which, according to CUNA, aver- 
(Continued on Page 42) 


ardized at a maximum 1% per| 


Meredith Agrees to 
Drop ‘Boycott’ of 
Book Discounters 


eral district court here today ac- | 
cepted an anti-trust consent set-| 
tlement which prohibits Meredith 
Publishing Co. from fair trading 
its “Better Homes & Gardens” 
books in the New York metropoli- 
tan area for a year. 

The settlement was filed by the 
Department of Justice only three 
days after the announcement of a 
complaint charging that Meredith 
and a group of four book distri- 
butors conspired to boycott dis- 
count houses and other retailers in 
the New York area who sell Mere- 
dith books below the fair trade 
price. 

In announcing the complaint, 
anti-trust chief Stanley N. Barnes 
explained: “The fair trade laws 
constitute a limited, definitely cir- 
cumscribed exception to the gen- 
eral rule that price fixing is ille- 
gal. If a retailer violates the ‘fair 
trade’ price, redress against him 
lies in the courts; but the ‘fair 
trade’ laws do not authorize man- 
ufacturers and wholesalers to col- 
lectively cut off supplies.” 


8 In its complaint, the govern- 
ment said Meredith had obtained 
pledges from distributors that 
they would not sell to discount 
houses and others who offered 
Meredith books below the nation- 
ally advertised price. 

The complaint carried the text 
of a memorandum purportedly 
| addressed by Meredith to the dis- 
| tributors, saying that pledges were 
| being obtained from each of the 
|six jobbers handling Meredith 
| books in the New York market. 
| “Very simply,” it said, “the 


(Continued on Page 49) 


Highlights of This Week's Issue 


BBDO finds that charge ac- 
counts are a retailer’s. best 
friend Page 24 

War in France! P&G moves to 
challenge Lever’s dominance on 
continent 


ee ee ee ee 


hee dealer contemplates a future 


of crow’s eggs after ad offer re- 
sponse 


eee eee eee eee eee 


Better Business Bureau had its big- | 


gest year during 1955 ..Page 37 
Less than 10% of food chains have 
their own private frozen food 
label 


eee eee eee eee eee 


begins national distribution and 


circulation threatens 1,000,000 


| OEE Gis ui a cw Page 66 
| Western Union celebrates 100th 
year as company, 10th as ad- 
WORE 6 sion Rea’ Page 70 


‘Supermarket operators’ p.r. is one 
of their big problems, meeting 
Pee eel ae Page 76 
‘John Blair has no intention of 
slowing down after 24 years run- 
ning his own station representa- 
tive company .......... Page 80 
Brand familiarity helps keep sales 
going in self-service stores, Jim 
Woolf says Page 83 


| started in comics sections 25 


plane ads disturbs the Creative 


,Ciba Co. has*two business paper 
ad histories, one 100 years old, 
| the other since 1949 ....Page 92 
|\Benjamin Franklin Magazine 
| Awards given to leading articles 
| of °55 
‘Book-of-Month Club ads help 


ee 


sell- 142,000,000 books in 30 
Dato Neves¢snencent Page 96 
ULAR FEATURES 


Advertising Market Piace..... 
| Coming Conventi 

| Creative Man’s Corner 
Editorials 


Farm Publications Linage .. 


Looking at Radio & TV 
Leoking at Retail Ads 
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ionalism i ton paper shortage by 60 Page 64) Man .................. Page 86| Sens® Freets 
onalism into the past, Mr. Stan- - Sal in Ad 83 
ton said, adding that tv has already International admen disagree on | Robert Grove retires from Ketch- This 7 Week in Washingion nines nS 


played an important role in the 
“dis-isolationism” of the nation. 


iary should control overseas 


| Yow Ought to KmOW wcrc wernnly OO 


Avoid Complacency Over Commission 
Compensation, Ebel Advises Agencies 


tion of his talk was made public. 
Now the Assn. of National Adver- 
tisers has sent to its members the 
“substance of the talk” by Mr. 
Ebel, and it is on this 12-page 
|summary that the following story 
is based. 


New York, May 15—-Advertisers 
consider they should compensate 
agencies, not media. Advertisers 
consider the consent decree en- 
tered into by the American Assn. 
|of Advertising Agencies with the 
| Justice Department a milestone in 
the agency business. Many adver- 
| tisers feel they should not be fore- 
'closed from buying at net media 
| rates—yet there is no desire to 
reduce adequate agency compen- 
sation. 

These are some of the highlights 
of a speech celivered to a closed 


|}session of the Four A’s April 28 
|at White Sulphur Springs, W. Va., 
New York, May 15—The fed- | 


by Edwin Ebel, chairman of the 
ANA and advertising vp of Gen- 
eral Foods Corp. The ANA this 
week sent an extended summary 
of the talk to its members. 


® In the most frank expression 
yet heard of advertisers’ attitudes 
toward agency compensation and 
of how they feel the consent de- 
cree has changed the client-agen- 
cy relationship, Mr. Ebel said 
that: 

1. The majority of intelligent 
advertisers recognize that agency 
service is a matter of creative 
skill, ingenuity and experience, 
and that it is all, like “the laborer, 
worthy of its hire.” 

2. The consent decree hasn’t 
changed the function and place of 
advertising in the economy, nor 

(Continued on Page 100) 


More Sense, Less 
Fluff in Milady’s 
Ads, Adwoman Urges 


Cuicaco, May i6—Although 
women control consumer demand 
in the U.S., women still are given 
“second class treatment in the 
things they buy,” Charlotte Mont- 
gomery, writer, speaker and con- 
sultant, asserted to members of 
the Women’s Advertising Club of 
Chicago last night. 

Mrs. Montgomery, who writes 
the Good Housekeeping column, 
“Strictly as a Customer,” and was 
the Advertising Federation of 
America’s 1954 Advertising Wom- 
an of the Year, offered the follow- 
ing as examples of second class 
treatment of woman consumers: 

1. Advertising copy, which is 
written dishonestly on the as- 
sumption that women can’t stand 
to know the truth. 

2. Copy which gives ali kinds of 
fluffy nonsense, when actually 

(Continued on Page. 56) 


Neville Bayless 
Is President of 
Bayless-Kerr Co. 


CLEVELAND, May 15—Neville 
Bayless, 44, has been elected pres- 
ident of Bayless-Kerr Co., succeed- 
ing Walter Butcher, who died May 
4 (AA, May 14). 

Mr. Bayless is the son of W. N. 
Bayless, who started the agency in 
1920 and retired five years ago. 

The new president has been as- 
sociated with the agency for 22 
years. He became secretary in 1940 
and vp in 1954. 

In other moves at Bayless-Kerr, 
Harry D. Falls was elected exec 
vp, and Louis A. Schweizer was 


$8 named secretary. H. D. Kerr con- 


tinues as board chairman, 
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Scenery Suppliers 
Tell Senate That TV 
Nets ‘Kill’ Competition 


(Continued from Page 1) 
charged that the refusal of net- 
works to allow competition in the 
scenery field is forcing increases 
in the prices advertisers pay for 
tv packages. Actual figures were 
presented for a number of shows. 


s “More and more,” said David 
Steinberg, president of Imperial 
Studios, “the networks are adopt- 
ing a policy of not selling time 
slots to sponsors or their agencies 
but of selling them packaged 
shows with an allotted time slot 
all wrapped in one deal. 
“Slowly but surely, this practice 
is diminishing the role of the ad- 
vertising agency and the inde- 


pendent producer in the television | 


field. 


“Seemingly the networks are 


satisfying these situations by mak- 


ing no move to eliminate the ad- 


vertising agencies’ commissions and 
by hiring executives of the inde- 
pendent production groups or buy- 
ing into them. 

“This elimination of the truly 
independent factors in the produc- 
tion of tv shows will eventually 
make for a completely monolithic 
industry with sponsors allowed to 
|pay for and the set owners allowed 
to watch what the tv network big- 
wigs decree.” Mr. Steinberg re- 
ports his gross sales fell from a 
$345,000 peak in 1953 to $31,185 
for the first four months of 1956. 

While spokesmen for the CBS 
and ABC affiliates intend to ap- 
|pear later in support of the net- 
| works, Mr. Carpenter appeared on 
|his own today to tell the commit- 
tee, “networks have evolved a 
method of operation that is noth- 
ing short of marvelous in its ef- 
fectiveness and efficiency.” He is 
from a CBS affiliate in Bangor, Me. 

Peter J. Rotondo, president of 


the scenery suppliers to take the 
stand, said advertising agencies are 
no longer producing shows, as in 


Peter J. Rotondo Co., and first of | 


the early days of tv. 


® Lucille Ashworth, manager of 
Chester Rakeman Scenic Studios, 


said that for almost eight years) 


Advertising Age, May 21, 1956 


House Committee Approves Postal Rate Hike 
of 75% over 5-Year Period for Print Media 


WasHINGTON, May 17—In a dis- 


|a 30% increase over a two-year 


her organization had supplied the | play of impatience over resistance | period on publications. But a bi- 


scenery for Perry Como and his 
organization. 
“When the show went to NBC, 


to higher postal rates, the House 
|post office committee has kicked 
lover the traces and given its ap- 


|partisan majority of the commit- 
tee, led by Rep. John Lesinski (D., 
|Conn.) rallied considerably more 


John Root, the designer, wanted us| proval to a rate increase schedule|than enough votes to write more 


to continue. However, NBC not 
only demanded the scenery work 
for the show, but insisted that the 


show’s director, Lee Cooley, and | 


the designer, John Root, join their 
organization. Cooley became an 
NBC employe, but Root continued 
as an independent designer, and 
our studio presently is building 
and painting the scenery he de- 


ter.” 


T-L Resigns Fulham Bros. 

Tatham-Laird, Chicago, has re- 
signed the account of Fulham 
Bros., Boston, packer of Four Fish- 
erman Fishsticks and other prod- 
ucts, because of a product con- 
flict with another T-L Client. 


Men’s Wear’s own 


Last time our editor was in a trance, he recalled 
speaking before the Athenian assembly on THE 
LATEST NEWS and ideas of the day (B.C. 495 to 
429). A check of the history books showed that our 
man was none other than Pericles, leader, thinker, 
writer. We at MEN'S WEAR Magazine, THE 


LEADERSHIP PUBLICATION 


industry, are pleased and proud to find our own 


Bridey Murphy a leader, a 


alert trade news gatherer, and a first rate editor. 


of the men’s wear 


creative thinker, an 


Bridey Murphy 


Magazine 


A Fairchild Publication 
7 East 12th Street, New York 3 


signs for Armstrong Circle Thea- | 


which would boost magazine and 


newspaper mailing costs by 75% | 


jover a five-year period. 
Postmaster General Arthur 
|Summerfield has been asking for 


FTC Dismisses 
‘Complaint Against 
Battery Additive 


| WASHINGTON, May 17—Accept- 
ing user testimonials over the tests 
conducted by the National Bureau 
jof Standards, the Federal Trade 


drastic second-class adjustments 
into the bill. 

The Lesinski plan is aimed pri- 
marily at advertising portions, 
which already pay higher zone 
rates than reading portions. Under 
his schedule the rates on adver- 
tising are increased 120% over the 
five-year stretch, while the rate 
}on the reading portion increases 
|31%. The first step-up would be 
|effective July 1, 1956. 

|® Except for the crackdown on 
publishers, the committee has ap- 
|proved the remainder of the ad- 


Commission today voted 4-0 to|™inistration’s postal rate bill ex- 


dismiss its complaints against bat- 
|tery additive AD-X2. 

The commission’s decision, af- 
|firming an initial decision issued 
‘by Hearing Examiner William I. 
| Pack Nov. 9, 1955, represents final 
| victory for Jess M. Ritchie of Oak- 
\land, Cal., who mobilized 28 U. S. 
senators and the staff of the Sen- 
ate small business committee to 
fight off fraud orders and cease 
and desist orders which the Post 
Office Department and the Federal 
Trade Commission threatened to 
issue against his product. 


® At one stage in the controversy 
Commerce Secretary Sinclair 


rector of the Bureau of Standards. 
Subsequently, when scientific 
leaders studied the bureau’s han- 
dling of the AD-X2 tests, and gave 
Dr. Astin a unanimous vote of 
confidence, Dr. Astin was restored 
to his job. 

In 1953 a postal fraud order was 
issued against AD-X2 advertising, 
but was subsequently withdrawn, 
reportedly on the basis of inter- 
vention by the Department of 
Commerce and by Senate support- 
ers of Mr. Ritchie. 


Weeks fired Dr. A. A. Astin, di-| 


jactly as submitted. On Tuesday 
janother meeting will be held in 
jan effort to agree on a policy state- 
/ment which will be included in the 
| bill. Committee sources believe the 
|bill may be reported before the 
| week is out. It then goes to the 
| House rules committee, which de- 
cides when, how, and if it comes 
up for debate. 

Having agreed on the increase 
on the advertising portions of 
newspapers and magazines mailed 
at second-class rates, the commit- 
tee then agreed to recommend a 
4¢ rate for first-class, and a 7¢ 
airmail rate. It also approved a 
2¢ bulk rate for third-class, as 
proposed by Postmaster General 
Summerfield. 


Zonolite Names Henri, Hurst 

Zonolite Co., Chicago, has ap- 
pointed Henri, Hurst & McDonald, 
Chicago, to handle its advertising. 
The company mines and manufac- 
tures vermiculite products includ- 
ing Zonolite insulation, acoustical 
material and Terra-Lite, a _ soil 
conditioner. Ruthrauff & Ryan, 
Chicago, formerly handled the ac- 
count. 


(contain the individual's 


the addressing costs 
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(0 Men's apparel 


FAIRCHILD LIST DIVISION 


| 7 East 12th Street, New York 3, N. Y. 


Send me free of charge the complete details on mailing 
lists in the fields checked: 


(0 Home furnishings (1) Shoes 


of America used 39,153 Fairchild List 
Division names in 3 separate mailings. 


FAIRCHILD LIST DIVISION Premium mailing lists 


full name plus the complete 


name and address of the store or firm) in the 
men’s, women’s and children’s apparel industries, 
as well as in the home furnishings 
and footwear fields. 


Commission of 15% paid advertising agencies on 


of Fairchild mailing lists. 
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A bigger audience 
may not improve 


your eloquence, but »& 


it sure will increase 
your results! | 
TOTAL CIRCULATION 


Circulation Source: 
THIS WEEK — combined ABC averages ended 9/30/55 for 36 newspapers 
Other magazines — ABC average ended 12/31/55 

LIFE — circulation base 


This Week 


MAGAZINE 


AMERICA’S LARGEST FAMILY MAGAZINE 
READ BY 11,000,000 Famicies Every SuNDAY 


THIS WEEK LIFE S.E. POST LOOK COLLIER’S 
11,145,777 5,600,000 4,764,879 4,061,572 3,776,538 


The Baltimore Sunday Sun - The Birmingham News - Boston Sunday Herald - The Charlotte Observer - Chicago Daily News - The Cincinnati Enquirer 
Cleveland Plain Dealer - The Dallas Morning News - Des Moines Sunday Register - The Detroit News - The Houston Post - The Indianapolis Star 

The Jacksonville Florida Times-Union - Los Angeles Times - The Memphis Commercial Appeal - Miami Daily News - The Milwaukee Journal - Minneapolis Sunday Tribune 
New Orleans Times-Picayune-States - New York Herald Tribune - Norfolk Virginian-Pilot and Portsmouth Star - The Philadelphia Sunday Bulletin 

The Phoenix Arizona Republic - The Pittsburgh Press - Portland Oregon Sunday Journal - Providence Sunday Journal - Richmond Times-Dispatch 

Rochester Democrat and Chronicle - St. Louis Globe-Democrat - The Salt Lake Tribune - San Antonio Express and Sunday News - San Francisco Chronicle 

The Spokane Spokesman-Review - The Syracuse Post-Standard* - The Washington Sunday Star - The Wichita Sunday Eagle “Effective July 1, 1966 


‘The written message is the one that LIVES 
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You Ought toRnow . . »Dave Beard 


| Mr. Beard will give up his NIAA|much composure, he retains ves- 
chairman's mallet and_ will} tiges of a somewhat flaming youth 
| straightway pack up his family for which included college drama, soft 


When business starts at the 34th|leanest and liveliest board chair-|® ‘Tip to Europe. But don’t bet that) shoe dancing and tennis (he was 
annual conference of the National | men in NIAA history—Dave Beard, | ®€ won't turn up again as a leader once a bona fide “tennis whiz” and 
Industrial Advertisers Assn. ‘in|advertising director of Reynolds | /™ @nything from the Assn. of Na- is still plenty good). 


Chicago today, the man at! Metals Co. 


the gavel will be one of the longest, | 


A NEW HIGH IN 
FOOD SALES* 
$145,000,000 

*Sales Management Survey 

of Buying Power 


She £1 Paso Fimes 


24M MOEPRDRN NEWSPAPER 
MORNING AMD SUNDAY . 


El Paso Herald -Post 


A SCREPE-HOWARD NEWSPAPER 
evrewNG 


TWO Separate Newspapers « 30° Line BUYS BOTH! 


| tional Advertisers to the U.S. Lawn | @ Since coming to Louisville 12 


| . 
n pod 
In the course of the conference,| Tennis Assn.—the angular adman| 7. ago, he has become a leader 
| in practically every important civic | 


| has a faculty for carrying all kinds 
| of buckets on both shoulders with- 


jout sloshing. For example: | organization, including the cham- 


| ber of commerce, philharmonic so- 


|e An old hand in the industrial | ciety, adclub and community chest. | 


advertising and business paper|/He has been similarly active 
fields, Dave now directs an $8,000,-| in trade groups in his own indus- 


000-a-year advertising operation) trial field, is now a director of the} 


which has been leaning heavily to-| Assn. of National Advertisers and 
ward consumer advertising. He is|a trustee of the Industrial Adver- 
also recognized by direct mail peo- tising Research Institute, among 
ple as an authority in that medium. | others. 
|@ A northerner by birth, he’s de- , : sas 
. , = ’ 
scended from two Confederate} = fas. Ene oe SS Saeake 
show signs of straining Dave 
army grandparents and got an B : 
: . eard, it may be because he was 
important leg-up in the trade pub- | b : : 
4? ‘ “ | born to it, as a member of a kind 
lishing field as a northern indus- of marketing dynasty. Wis fath 
trial expert who could sell south-| William K Rae wud Aeon, oe. 
erners. Last year he punctuated Guise ennauth py . vA 
this endeavor by becoming a julep- years with Electrical World and 
ee Kentucky Ee its predecessor, American Electri- 
|@ Regarded as a “quiet” man of|cian—most of them in Philadel- 


NICKEL 


will go 
a long way 


| 
| 


A 


Dave Beard 


phia, where Dave was born 54 
years ago. 

Even now, any gathering of 
Beards is likely to resemble a mar- 
keting conference: Out of six sons 
of Mr. Beard Sr., four have wound 
up in industrial advertising. They 
include, besides Dave: William K., 
Jr., president of Associated Busi- 
ness Publications; John, western 
manager of Architectural Forum, 
and Robert F., a McGraw-Hill vp. 

David F., himself, went to work 
for McGraw-Hill (Electrical 
World) in 1923, after graduating 
|from the University of Pennsyl- 
| vania and deciding against a ten- 
|nis career. He was with the com- 
| pany for 21 years, 11 of them as a 
market research and advertising 
|salesman in various cities and the 
last seven (1937-44) as manager 
of the company’s direct mail divi- 
sion in New York. 


|® He went with Reynolds Metals 


in °44 as advertising and public 
relations manager at a time when 
the ad budget was in the neighbor- 
hood of $500,000. Since then, the 
company has expanded into all 
kinds of new fields, especially con- 
sumer products, and the ad depart- 
ment’s share in the operation has 
been so huge as to make many an 
industrial adman’s head swim. 
Since its now-classic invasion of 
the household wrap field a decade 
ago, Reynolds’ persistent national 
advertising has set a pattern for 
the whole metals industry. 

As head of the Reynolds adver- 
tising show, Dave Beard now di- 
rects the activities of some 40 peo- 


these days on WHO Radio! 


Take 8 a.m. to 12 noon as an example... 


Mavyse instead of a “good five-cent cigar’, 
what this country’s advertisers need today is 
a good look at what five cents will buy in 
radio—WHO Radio. 


LET’S LOOK AT THE RECORD... 


On WHO Radio, a 1-minute spot between 
8 a.m. and 12 noon will deliver 53,953 
actual listening homes. 


That’s 56.8 homes for a nickel, or 1000 
homes for $.88—ALL LISTENING TO WHO! 


That's the rock-bottom minimum. With its 
50,000-watt, Clear-Channel voice, WHO is 
heard by thousands of unmeasured listeners, 
both in and outside Iowa. Bonus includes 
lowa’s 527,000 extra home sets and 573,000 
radio-equipped automobiles—plus tremendous 
audience in “Iowa Plus”! 


Let Peters, Griffin, Woodward, Inc. give you 
all the impressive WHO facts. 


(Computations based on projecting Nielsen 
figures and 1955 lowa Radio Audience Survey 
data against our 26-time rate.) 


WHO 
for lowa PLUS! 


Des Moines . . . 50,000 Watts 


Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager | 


Peters, Griffin, Woodward, Inc., | 
Exclusive National Representatives 


|ple, and maintains a liaison with 
| four agencies—Clinton E. Frank 
| Inc., Chicago; Buchanan & Co. and 
Gotham-Vladimir, New York, and 
Zimmer-McClaskey, Louisville. He 
does all this, it is said, through a 
cool procedure of delegating the 
work, letting his associates carry it 
out and insisting on knowing every 
step in its progress. 


® An example of this attitude was 
his attitude toward his job as 
NIAA chairman when he took it 
over last year. Mr. Beard insisted 
right at the start that he was to 
be a “sitting chairman,” leaving the 
day-to-day operation (including 
traveling) to the headquarters 
staff. 

Another example was a highly 
unusual client-agency contract 
which Reynolds developed two 
years ago, and which all four agen- 
cies operate under (AA, Aug. 29, 
55). It spells out with great preci- 
sion the agency’s duties, its rela- 
tions with the client and its al- 
lowed charges. 

Right now, Mr. Beard’s main 
business passion is promoting the 
use of aluminum foil as advertising 
printing stock, especially in na- 
tional magazines. Next month 
Reynolds will become its own first 
customer. It will run an aluminum 
spread for Reynolds wrap in News- 
week—the first such ad in a na- 
tional weekly. 


Gorzynski Joins Cummings 
Frank J. Gorzynski, formerly 

with the Roy F. Cratty Agency, 

has joined Cummings, Brand & 


McPherson, Rockford, IIll., as an 


account executive. 
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“We've made the jump from the cov- 
ered wagon to the station wagon in 
little more than a lifetime. What used 
to be the toy of the idle rich is now ° ° ° 
the symbol of the solid two-car family. 
It's already eclipsed the convertible... 
and it’s giving the light truck a run for 


There used to be a simple answer. 
Women on some things. Men on others. 
There was very little overlapping. 

Not so today. Increasingly, hus- 
bands and wives are shopping together. 
Decisions are being made in a family 
council. And this is becoming as true 
of the food on the table as it is of the 
car in the garage. 

This is one of the major reasons why 
The Saturday Evening Post has a 
greater influence today than ever be- 


“I want a car that hauls six kids 
and a bathtub— don't you ?” 


| LEE A. TERRILL, V. P. and Account Supervisor, Campbell-Mithun, Inc., 
Minneapolis, previews “ All-American Automobile” from this week's Post. 


J 


its money. Any suburbanite will tell 
you his station wagon is as indis- 
pensable as his commutation ticket!” 


In all, 10 articles, 4short stories, 2 serials 
and many special features in the May 
26 issue of The Saturday Evening Post. 


Who has the final say 


in buying-husband or wife? 


fore. Pick out a husband who reads the 
Post, and 99 chances out of 100 you'll 
find a Post-reading wife under the 
same roof! And most of their kids over 
the age of ten will be waiting for their 
turn with the issue, too. 

Advertising men seem to be aware 
of these trends—and these reading 
habits. For the Post has just racked 
up the biggest first-quarter advertising 
revenue in its history! 

The Post gets to the heart of America. 


' / t 


Latest ABC figures 


1,500,000 
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Anti-Trust Suit ‘Freed ‘ Agencies 
From 15% Limit, Lawyer Simon Says 


(Continued from Page 1) agency should be a banker for its 
appeared. It was just an accident | accounts. 
that we had the 15%, an historic 
accident. Like Topsy, it ‘just|® “Liability depends on the type 
growed.’ of contract you sign,” he said. “If 
“It was unique in American | you stick your neck out you'll get 
business. Then came the Four A’s | it, if you sign sole liability.” 
and the independent contractor ef-' On the “atmosphere of 15%,” he 
fect and franchises by the newspa-| said: “Did you ever hear of any- 
pers.” |body suing anybody for the 15% 
Mr. Simon said the “results| commission? Never in the history 
from the anti-trust action will be|of advertising has the medium 
beneficial for all of us.” | agreed to pay you 15%. You may 
|retain the 15% and pay the other 
® He cited several cases re 15%.|85%. Your liability is to pay that 
“What do the cases say?” he asked. | medium.” 
“Never mind what the speaker at; He pointed out that the “adver- 
a banquet says or an editorial in| tising agency is a legal representa- 
a trade paper. What do the cases tive of its client. It agrees to keep 
say?” He cited ApvertTisinc Ace’s | its books open for the client’s ac- 
story out of Washington on a case | count, agrees to deliver all mate- 
involving commissions, the Cohn | rials to the client, etc.” 
& Miller case. The question of whether or not 
“The mere fact that when one | the client will dislike to sign con- 
agency says there is a great his-| tracts was brought up from the 
torical custom in the trade and|floor, and Mr. Simon said: “The 
others say there isn’t shows it is | anti-trust suit will help here. You 


NEW NNPA OFFICERS—Ted Barrett, 

relations, Dallas Morning News, took over the presidential reins of 

the National Newspaper Promotion Assn. at the group’s annual con- 

vention. Serving with Ted Barrett will be Ed Templin, promotion 

manager of the Lexington Herald-Leader, who was elected 1st vp, 

and Andy Hertel, promotion manager of the Milwaukee Sentinel, 
the group’s new 2nd vp. 


‘Get Off Madison and 


Work Main St..’ Finn Tells Promotion Men 


Advertising Age, May 21, 1956 


|als of people and events. 

Too many people in the news- 
paper business believe that the 
experiences and techniques devel- 
oped -10, 20 or 30 years ago “are 
unfailingly applicable to the situa- 
tion today,” Mr. Seltzer said. 

It is these “frozen appraisals” 
that offer American journalism its 
most serious challenge today, he 
said, and he called on newspapers 
to multiply the number of special- 
ists on their papers, so as to con- 
form with the wide variety of spe- 
cialties we deal with today. 

He further advised his audience 
to “put an H-bomb, a depth bomb 
or a firecracker under your edi- 
tors and publishers” so that they 
| will rise to the challenge of pro- 
|ducing the best possible editorial 
product. One way in which this 
could be done, he suggested, would 
be to borrow some of the tech- 
|niques developed—and applied—so 
successfully by the advertising and 
business sides of newspapers. 


Templin 
director of promotion and public 


# A highlight of the convention 
was the presentation of a report 
on what newspapers are doing to 
woo young readers. The report, 
which is available in a 55-page 
booklet, was described by Clar- 


Michigan Avenues, 


not true. The courts have dealt 
harshly with customs of the trade. 
‘Custom of the trade’ is out. There 
is no reason why an advertising 


/can say, ‘We are not insulting you 
by asking you to sign—there has 
been a change in the business.’ 
This is a good talking point.” 


Harrison ‘Asks’ 
10% Commission 
Bids by Agencies 


(Continued from Page 1) 
ly agree with his own suggestion 
but had posed it in order to get 
Mr. Japha’s opinion. 

Mr. Japha felt that if an agency 
could properly handle an account 
and show adequate profits, it 
would be justified in seeking ac- 
counts larger than customarily 
handled on the basis of offering 
“reduced compensation.” 

Later, Mr. Japha told reporters 
that he considered the 15% com- 
mission “mostly unfair.” He said 
it was “too little for the small 
agency, too much for the large.” 

Mr. Harrison said he thought the 
consent decree would now make 
it possible for agencies to solicit 
accounts on a straight annual! fee 
basis, leaving the commission an- 
gles entirely in the hands of the 
client. 


a Mr. Japha earlier yesterday dis- 
cussed four things that an agency 
should do when confronted with 
an unprofitable account. They 
were: 

1. Handle the account more eco- 
nomically. He suggested two meth- 
ods. 

Frequently, the personal rela- 
tionships between client and ac- 
count executive reach the point 
where as much, or more, time is 
spent in social conversation as is 
spent in business talk. Using cost 
accounting concepts, Mr. Japha 
said it is cheaper for the agency 
man to buy the client lunch or 
cocktails, and spend that time on 
social conversation, than it is to 
discuss social affairs during busi- 
ness time, with it high hourly cost. 

The second method would be to 
turn the account over to someone 
in the agency whose services come 
at a lower hourly rate. 


= 2. Ask for more money. For this, 
an agency would need to operate | 
under a good cost-accounting sys-| 
tem which would show exactly | 
what the account costs are and; 


that an account will switch to 
another agency willing to handle it 
without increased costs and the 
agency losing the account will in 
no way reduce its overhead by 
dropping the account. 

3. Keep the account for good 
reason. Mr. Japha suggested that 
some agencies receive an emotion- 
al or sentimental benefit from 
being able to say, “We still handle 
our first account.” There are also 
accounts which, though unprofit- 
able, should be handled for pres- 
tige or as bellwether accounts, be- 
cause they attract other business. 


= 4. Get rid of the account. “Never 
resign an account, let them resign 
you,” he said. Resigning constitutes 
an insult to the client and closes 
the door on regaining the account 
if it ever becomes bigger. The 
agency consultant said some agen- 
cies regularly refer small unprofit- 
able accounts to their friends in the 
business with smaller overhead, 
urging them to solicit the account. 

Mr. Japha’s comments on un- 
profitable accounts were part of a 
discussion on agency costs and 
profits. “The agency business is 
populated with people who, by and 
large, aren’t business men,” he 
noted, although this was not a re- 
flection on their creative talents. 

Defining “old man overhead,” 
Mr. Japha said, “Perhaps the larg- 
est unrecognized overhead factor 
is overhead time,” and agencies 
which do not take this into con- 
sideration are operating ineffi- 
ciently. 

Agencies should strive to make 
an average net profit of 3% on 
their 15% commission hut seldom 
do, he said. He gave figures which 
said that the average net profit on 
billings of all agencies reporting to 
the American Assn. of Advertising 
Agencies was 0.98%. Among agen- 
cies reporting to the NAAN, the 
average profit through the years 
has ranged from 1.64% to 2.32%. 


® Often clients think that the 
agency’s 15% is net profit instead 
of gross income. “Perhaps some of 
you had better begin to educate 


your clients,” he said. 
Generally, agencies should make | 

a 25% profit on their cost, the lat- 

ter being the total of direct service 

cost and the overhead ratio. 

A continuing surplus profit in 


CLEVELAND, May 15—Newspapers 
should spend less time selling 


effective job of putting their prod- 
uct across on Main St., U.S.A., the 


were told here yesterday. 
Instead of spending time, money 
and energy selling the markets, 


ucts of newspapers to the two ad 
rows, 
down to the district managers, zone 
supervisors, brokers and manufac- 
turers’ salesmen, Karl T. Finn, 
advertising director of the Cin- 


Newspaper Promotion Assn. 


pers can combat television, Mr. 
Finn—who also is president of the 
Newspaper Advertising Executives 
Assn.—told the NNPA group. 
Many of these zone managers 
and route men may not be con- 
vinced that tv actually sells .their 
products, he stressed, but they are 
“thrilled with the idea of a tv pro- 
gram, and this makes them do 


job with enthusiasm and confi- 
dence. When their company an- 
nounces a newspaper schedule, 
lethargy sets in.” 


® Painting an even brighter future 
for newspapers, Mr. Finn empha- 
sized the increased cost of tv as 
one of the biggest factors favoring 
additional business for newspapers. 
“Television is expensive for the 
advertiser,” he said. “We do some 
wishful thinking at times and 
come to the conclusion it is pricing 
itself out of business.” He gave as 
an example the “Ed Sullivan 
Show,” on which production costs 
alone have increased, by his fig- 
ures, from $1,350 a week in June, 
1948, to $180,000 a week at the 
present time. 
“All this money comes out of 
the Lincoln-Mercury ad budget, no 
matter how you cut it,” he said. 


® At a market information session 
this morning, Pierre Martineau, re- 
search director of the Chicago 
Tribune, described some of the 


things that the Tribune is doing 
in the field of motivation research. 

Mr. Martineau carefully pointed 
out that motivation research “is 
not a religion, but merely another 
tool, like market research—and 
like common sense.” The differ- 
ence, he pointed out, is that market 


how much more is needed to make handling an account can be just as;|research is essentially descriptive, 
the account profitable. Given a|dangerous as a continuous defi-|and can be used with exactness 


precise picture, most clients would | 
be willing to give the agency more} 
money, Mr. Japha maintained. 

TInresolved was the point made) 
by several agency men present, 


ciency, Mr. Japha said. “The too 
profitable account can be just as 
big a problem as the unprofitable 
account,” because that’s the one 
competitive agencies will be after. | 


and precision, whereas motivation 
research tries to get at the under- 
lying reasons why people are per- 
suaded to buy things. 

In addition to motivation studies 


papers should be getting) 


cinnati Times Star, told the 26th | 
annual convention of the National | Mr. Martineau said, and the Trib-| and other interested newspaper 


their merchandising and selling) 


it has made during the past few 
| years on cigaret, beer and car 


themselves along Madison Ave.| buying, among others, the Tribune | 
and Michigan Ave. and do a more|currently is working on a study |“ 


‘of gasoline buying, he said. 


| found that gasoline buying falls 
|into two broad classes: 
| 1. On long trips, the motorist is 


of buyer, with no definite pattern 
of brand choice. 

2. At home, gasoline consumers 
are pretty tied down to a specific 
station or brand. 

There is a very low degree of 
involvement in gasoline buying, 


| une is trying to find out what ef- 
| fect symbols like the Cities Service 


gasoline buyers. 


| ® Some interesting data developed 
from the 1954 Census of Business 
|was presented at the market in- 
formation session by Harvey Kail- 
|in, chief of the business division 
‘of the U. S. Census. 

| “The most striking and persist- 
ent trend which appears in the ’54 
census results,” Mr. Kailin said, 
“is the relatively greater growth 
in retail sales in those portions of 
our standard metropolitan areas 
| which are outside the central cities. 
And it is anticipated that the re- 


central business districts of our 
large cities will demonstrate even 
more the extent of decentraliza- 
tion of retail business.” 

Within the next 30-60 days sta- 
tistics for some 50 central business 
districts in large cities will be is- 
sued, as will final census figures 
for all cities, counties, metropolitan 
areas and states, he said. 


s Louis B. Seltzer, editor of the 
Cleveland Press, called on news- 
paper men to look around them 
and bring up to date their apprais- 


Kruidenier 


sults now being tabulated for the) 


lence Harding, director of public 
relations of the South Bend Trib- 
ne and chairman of the NNPA 
|teenage readership committee. 
Fifty-two newspapers across 


nation’s newspaper promotion men|® In this study the Tribune has| ‘the country contributed to the re- 


|port, which has been published 
|under the title “Teen Scene.” 
| One of the principal findings 


competitive advantages or prod-| inclined to be a pretty fluid type im the report is that television has 


/not robbed newspapers of their 
| youthful readers. 

| Mr. Harding said the report was 
| being mailed to all NNPA mem- 
|bers, and that the committee 
would make additional copies 
‘available to circulation, editorial 


\groups at $1.50 a copy. 


® This “return to Main St.” is one green triangle and the Socony-|# New NNPA officers elected at 
important way in which newspa-| Mobil flying red horse have on|the three-day session were: 


| Ted Barrett, director of promo- 
|tion and public relations, Dallas 

Morning News, president. 
| Ed Templin, promotion manager, 
|Lexington Herald-Leader, ist vp. 

Andy Hertel, promotion manag- 
er, Milwaukee Sentinel, 2nd vp. 
| The annual Editor & Publisher 
‘awards for excellence in newspa- 
per promotion were made at the 
convention. First prizes went to: 

For national advertising promo- 
tion: Salt Lake City Tribune and 
Deseret News (over 50,000 circula- 
tion), and Appleton Post-Crescent 
| (under 50,000 circulation). 

For retail advertising promotion: 
New York Mirror (over 50,000) 
and Pasadena Star-News (under 
50,000). 
| For classified promotion: Hous- 
ton Chronicle (over 50,000) and 
| Eugene Register Guard (under 50,- 
000). 

For circulation promotion: De- 
\troit Times (over 50,000) and 
|Hollywood Citizen-News (under 
50,000). 


| For public service promotion: 


| Chicago Daily News (over 50,000) 
|}and Bloomington Pantagraph (un- 
‘der 50,000). 


Truax 


TWO NEWCOMERS—New NNPA members Dave Kruidenier, vp and 
director of promotion and research, Des Moines Register and Trib- 


une, and John Freeman, promotion manager of the Kansas City 

Star, talk things over as Ed Reap, public relations director of the 

Los Angeles Times, chats with Earl Truax, promotion manager of 
the St. Paul Dispatch and Pioneer Press. 
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EVERYWOMAN’S CHAIN LIST (as of April 25, 1956) 


NORTHEAST HEADQUARTERS 
pS ee ee AE TE rT eS on ae” Providence, R. I. 
I: CED SUI axcisidncistslnesonscoteonipetniphibncibea tears ccolvesid Ee ae SEE Beaver, Pa 
By Rite Markets, Inc.................. Wheeling, West Virginia 
Daitch-Shopwell, Inc................... peli Msdbdei pica inek on laa Sncwabiebicesictpe New York, N. Y. 
Be NE BIE WR ciesenatpeanibteneceseaveiionsmstrssiabeeaiccinessdigiianaiagnnatineiniamedaniienas .Boston, Mass. 
Food Fair Stores, Inc. (With Div. offices in Linden, N. J., Baltimore, Md. & Miami, 

SED bichccn tis diateichs stirs ensivessinaitecnesitanpagiencniotintsiidvanabscckdhininaie gaia piaickaiinianesiaan Philadelphia, Pa. 
RRR ae Pe RE ee oe Waterbury, Conn. 
D. Genetti’s Sons, Inc............ sini tat saath ninicccliat tstisinnbthiinigial Hazelton, Pa. 
ae ie Bi iinec csc nsiceascencosipncsnciibtd>snccttliaeennietvarsiuinstechdatineses Pittsburgh, Pa. 
Ct i I CEI... crcititiicatarisinresccacetesi citimpithensnnessiaiinii Washington, D. C. 
SR a ET A EER SS ee EE Scranton, Pa. 
I RE ak Ee NEE oe ee New York, N. Y. 
J. E. Kelley Food Stores.................... oes aoe ..W. Hartford, Conn. 
I 6 SR Sede Ee So _Toronto, Canada 
Loblaw, Inc. (With Div. offices in Syracuse, N. Y. and Youngstown, O)i0) .......0000000+- 

Buffalo, N. Y. 
el NE a sadievsensicnsntinnsepinciilaastonipatinicmccsmnnaitaian sesstseteceseceseereeel VOPOCE, Mass. 
Pe I FO ice cistiiscecincsecensinepnitenenisleapatancnmntincascssnamivinsinininsisiabesmiia’ Springfield, Mass. 
I te is ccnssintninescenseepiehstailsdaciiaptlbanitiningdibevewsiinbacesinliaindatnhannedenemsiet Du Bois, Pa. 
Schaffer Stores Co. (Empire Super Mts.) ...........c:ccccseecsseneeeeeeeenees Schenectady, N. Y. 
Steinberg’s, Ltd.......... schiperniiaentiehiaimcalidisatnecangeetilte! aE, Montreal, Quebec 
Ra Ta ihe scacrennsanicaniailinc teens cetadnecnebimnictitadadinlinns ticeinscteplligociigincmenat Boston, Mass 
Super-Valu Stores (Kelly Douglas Co.) ..........::c:cccceseneeseoeees Vancouver, B. C., Canada 
TU BU, DD srccetecccccac petite cneritintnsiecrcnstlpvssrcnaninlbimninns Pittsburgh, Pa. 
co RD ee ee: See Pawtucket, R. I. 
ee) Se NE Tea | cinecndguganaianaiiaedistd Sunbury, Pa. 
Western Grocefs.......... Sen Whe. es ee Winnipeg, Man., Canada 

SOUTHERN HEADQUARTERS 
BT Ces Cie BG siisinsinseceitnssinentiipn ites ccetnbptadersonsricncrovttnine’ Tampa, Florida 
Barrett Piggly Wiggly Stores codon heovedencdtcosieliisieind .Denison, Texas 
NE TEE A SO | Corpus Christi, Texas 
ND DI BI os cirewceaneaventestonsunvhnnesartiorinonsesoeeninnpueesessocblaiateatey ... Tyler, Texas 
Ciepatnner Dilek TR, BRB enicsesecretctemctintititincctiarntntitpilteiipnneimanaes .. Austin, Texas 
Colonial Stores, Inc. (With Div. offices in Columbia, S. C., and Norfolk, Va.)............ 


East Point, Georgia 


Davis & Humphries, Inc Lubbock, Texas 


pe eee EE ORI! ET 1 eee, ab SAE ES Mobile, Ala 
Food Mart, Inc bad PET ETD El Paso, Texas 
nee CI OE inca csr ec nce nce ante en ncn xtc. iceam AS oasis vimntnpepnccrabesantinapel Mobile, Ala. 
Handy Andy Community Stores, IN C...............cccccccseesceseesenesenenenenne San Antonio, Texas 
I iy EE CN thai dca cnctasesiansvcanednprnnsticonsnkesnsibeadleibinnatieh oncmsihchaniinecnmaania Houston, Texas 
Hill Grocery Co................... ane Birmingham, Ala. 
ae Re 8 BRR eee DET RN a ss ee a NE Nashville, Tenn. 
Hom-Ond Food Stores San Antonio, Texas 
Home Owned Black & White Stores, Tme......0...0.......cccccccceeeeseeseeeenennenee Little Rock, Ark. 
TS RE ROH 6 eK SAS Se Chattanooga, Tenn. 
Gk RENN ecto ee nat, See ROnEEy Cyto at meee Yh D Lexington, Ky. 
ET TI: CI vy in ons onapsnvecscapnsegnapesioee pica wneieamngtietnngpaiaeeniee Memphis, Tenn. 
McCartt Super Markets............ LE SR EE iS Amarillo, Tex. 
National Food Stores, INc................c.cccscseeeceseceseerneee ...New Orleans, La. 
a Rs ey ee a ee Tee Memphis, Tenn. 


SOUTHERN continued HEADQUARTERS 
Parker's Food Stores... ial conan caiiailieeitebalapenaiiliaidabied Wichita Falls, Tex. 
Piggly Wiggly Charleston... (ES ae 
Pipkin Wiggly Wiggly Stores 
a a ER Le ae 
ea CUI ns snmsntaenionblimiaianiatianitinlsa 
Shoprite Foods, Inc.......... ....Albuquerque, N. Mex. 
gk RI ARERR St REPERTOIRE IRC St. Petersburg, Fla 
White Stores, Inc.......... ieildihbiderch echacbaleal Knoxville, Tenn 
Worth Food Markets siditiaitelistiehenibecsistaacpiaaasd Ft. Worth, Tex. 
oo RS eS TI SR EE Dallas, Tex 

CENTRAL HEADQUARTERS 
Albers Super Markets (Div. of Colonial Stores) .............00...c0cccceseees Cincinnati, Ohio 
oe oR EE es EE ERA 27a ....- West Burlington, Iowa 
ed EE en eS, None ATRL ee SRP Murphysboro, IIl. 
Pe ES RR ce ce ee me Hutchinson, Kansas 
Eberhard Foods, INc..............:ccsscccscecesee ..Grand Rapids, Mich. 
Uy Tre i Evansville, Ind. 
Eisner Grocery Co. (With Div. offices in Danville, Ill., Springfield, Ill., Decatur, I1., 

Bloomington, Ill. and Lafayette, Ind.) ..............cccccceseceseseseseecssseseseseseees Champaign, Til. 
RRS Hes tS A ROT Sr Se ae Gallipolis, Ohio 
Fisher Brothers Co Cleveland, Ohio 
The Fleming Co. (With Div. offices in Wichita, Kan. and Oklahoma City, Okla.)...... 

Topeka, Kans. 
Poodtowm Gapper WiarWete, Wie .ncecn.ncccs.csessscseccscsoccssscosesencoecesssetsccececsecnnecsoses Pittsburg, Kans. 
Wa I Ci iiciceicrceccmanas — satin dovapiiadcanilanibaicon ceased Springfield, Chio 
John C. Groub Co.............. seseseeeee @YMOur, Ind. 
SU i a ade Ue hs cbcciastsdivnddsbemesninlon sven Flint, Mich. 
Hinky Dinky Food Stores, Inc.... RR ae = RO ag, EE Cd Omaha, Nebr. 
hf EET Tate ere ae, HON a ee Oe. Hutchinson, Kans. 
Marchand Saveway Markets, Inc....0.0.0.00.00.000..... di ceiiiiaen pdiedbieninalesicadioe Mansfield, Ohio 
G. W. Martin Co. (O. P. Skaggs Stores) .............ccccccsssesesesesessseseseeeees Grand Island, Nebr 
Milgram Food Stores, Inc Kansas City, Mo. 
Wen snicentonsienstsbeddiasnaulilvebvotionesmemvesdpaiie Muskegon, Mich. 


National Tea Company (With Div. offices in saeemapens, Kalamazoo, Mich., Mil- 

waukee, Minneapolis, ee ff & (| See Chicago, Til. 
Plumb’s Super Markets... aiibess ete y CEES Muskegon, Mich. 
a. SS Re See Fort Wayne, Ind. 
i Bg Ee Se ee .Toledo, Ohio 
Stop & Shop, Inc. (Div. of Colonial Stores) Indianapolis, Ind. 
Thriftway Stores, Inc Des Moines, Iowa 


United Food Markets..............ccccs:sesseseee ...Des Moines, Iowa 
i EAE RE IRAE AS Detroit, Mich. 
PACIFIC HEADQUARTERS 
Fg eR ETE ed cee CRE INR Ea Glendale, Calif. 
i i. ee ee rsuanemailetd Phoenix, Ariz. 
PPUGSORRIRENCIR” “TRRTETCRMAEE BOC... -occccccnssccseszcececeseseposverevessosess Los Angeles, Calif. 
Hagstrom’s FOOd Storee.................cccccccesscssssecsseess lacibesais vsseeeeeee Oakiand, Calif. 
Lucky Stores, Inc...............0...0 emsctbeialdiatientintsstecifeieeettiaies San Leandro, Calif. 
ya le a neg Re REESE SRR a ap, A ae Los Angeles, Calif. 
ANE RRC 1° Sh ae eee Eee oF Portland, Oregon 
Miller’s Super Markets.... inngsneduipaastleabecntiniencechepagilanmcuigiaceoin takin Denver, Colo 
en a sshdstlsmanterentdlbdieceiliosintiecnhatin Klamath Falls, Oregon 
Prinster Bros. (City Markets) .................ccccccssccseseeseereees ~ ..Grand Junction, Colo. 
IS BNI casissiscsis capeitaiansccaliicdsccisiacttsinchhabtamadaiensiviactecdhationtaiaimsingin San Francisco, Calif. 
a oct ckicacis ccnpsusiiiemiploalinations ssteeeeeeOS Angeles, Calif. 
re I ILS... seu cseieetnibaebaishpmaenttonsibencnspiniainaaas San Bernardino, Calif. 
Shopping Bag Food Stores... ............:..00 sre kOS Angeles, Calif. 
RE RE ECE ERs 3 We ST erence, , Geomamianl Spokane, Wash. 
Stater Brothers Markets............... Stee daainah slduadat aa Colion, Calif. 
ctl | EE ce i. HE cach Sy ES Rr Sacramento, Calif. 
es in ctinscinniiaaeiacelitad aarinetllteeninscatinsoenterriad creisrsasibadin Seattle, Wash. 
i kn A SRE et ee CE OR A es. oS Ch Los Angeles, Calif. 
D. D. Williams Piggly Wiggly Stores...............cscssssssssssssscsssssssssreseessesers San Diego, Calif. 


GRAND TOTAL FOR 102 CHAINS DISTRIBUTING EVERYWOMAN’S—4632 SUPERMARKETS 


If your salesmen call on any of these stores, we have something 
to talk over together! 

These fast-growing Everywoman’s chains do more than 25°% of the 
food chain volume in the U.S. And according to the most recent Starch 
Consumer Magazine Report—66% of Everywoman’s households do not 
receive any of the feur leading subscription type woman’s magazines! 

You can see how Everywoman’s can help you all over the country 
and especially in those areas where Everywoman’s chains already 
dominate the market, such as Detroit, Cleveland, Denver, Los Angeles, 
San Francisco, Seattle, Dallas, Fort Worth, Atlanta, Chicago, St. 
Louis, Minneapolis, Indianapolis, and Miami. 

Many advertisers have greatly increased their sales by making 
proper use of Everywoman’s. We’ll be glad to tell you just how they 
did it! Because you can, too! Everywoman’s, 16 East 40th Street, 


New York 16, N. Y. 
EDITOR’S NOTE: Write us for a copy of the 
advertisement that tells how Jack Rose, of Libby, 


McNeill and Libby used Everywoman’s to in- 
crease his sales of all Libby products! 


ood chains! 
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. There is one thing in advertising which everybody seems ready and oper tecasee 
Pid reader iain spell odvertising values. The .. . first obligation of publisher 
is to his subscriber. Here we see one demonstration of a publication's reader value— 
its paid circulation performance. But the responsibility still rests on publishers to sharpen 
their tools of editorial evaluation, and to better their job of demonstrating good 
editorial service. And advertisers have the greater a : . to select media 
on a real awareness of reader value—not on mere numbers of copies . «+ Or other 
superficial yardsticks.” 

WILLIAM K. BEARD, JR., President 
The Associated Business Publi 


ications 


“The record-breaking number of entries in this year's editorial competition conducted 
by Industrial Marketing is, in my opinion, a direct reflection of the added emphasis 
advertisers and agencies are placing on editorial service as a basis for reader- 
ship and advertising valve. The leading publications which win these awards have 
this added proof of the validity of their service story.” 
G. D. CRAIN, JR., 2 e 4 
President and Publisher, 


Advertising Publications, Inc: 
EO on wa aan whale fo a eg ary te ely + age Editorial 

methods for moyen 3 ae oe ers. It is rather their function to provide an 

editorial content wiil sufficiently valuable . . . to justify subscribers spending 


a substantial amount of time reading the editorial material . provided them. 
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audience the more valuable is his paper to advertisers.” 


by C. H. SANDAGE, Chairman, 

= Division of Advertising, 

a School of ——— & Communications, 
foe University of 


Generally speaking, the more successful o publisher is in assembling on interested 
and homogeneous 
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PORTION CONTROL 
... KEY TO FOOD PROFIT 


Through this extensive 
program. INSTITU- 

I Magazine 
demonstrates how Insti- 
tutions can standardize 
portion sizes and control 
quality of foods that 
make up their menus. It 


-PROGRAMS OF INSTITUTIONS 


me Compel Reader Action shows management how 


pe ee ie eh ee AER oe ee? ". labor costs to a minimum, how to speed service and 
please patrons, and how to place their food operations 
on a profitable basis. 


INSTI agazine far beyond the 

Si eerie Seer ne 08 CAME TO INSTITUTIONS CONTINUING CRUSADE FOR SAFETY AND SANITATION 

Shown here are some of its editorial programs that 
inspire reader interest and loyalty a motivate 

= ol of Institutions executives into action. 


ANNUAL FOOD SERVICE CONTEST 


Each year hundreds of Insti- 
tutions of all types enter this 


competition which determines y 

the most outstanding opera- MISTY YOUR DZAM ZR Wd EIEN Jsubjects are so widel 
tions from the standpoints of accepted and acted es upon | by so man Tedesco t 
efficiency and sanitation in the < serves as their guide for maintaining standards 
handling, storage, preparation An educational — to familiarize institutional of safety and sanitation. 

and service of food. Editori- management wit 1 of the special advantages that 


ally the contest provides the suppliers make available to them. Out of this program, NOW, A DYNAMIC MERCHANDISING PROGRAM 


TAU ie ores: Og en oF a ; ery ~ ~<a be a ate eae eas cp ed: ss 


 Editerial 


The most important 
4 | Tesponsibilities of Insti- 

| tutions management are 
the safety and well bei 
of guests, — a 
patients. That’s why 
the programs of Insti- 
tutions devoted regu- 
~<|larly to these broad 


> Scarcity Fed nay red qualified 
personnel plus economic pres- 
sure on Institutions originally 
prompted an automation pro- 
gram. It has since become a 
fountain of basic and practical 
" guidance on this subject. 


which is widely publicized through INSTITUTIONS ; 
TLAST YEAR'S TOP AWARD & Gel Eeeeey of oe, Magazine, comes a closer, more understanding _ to stimulate the 
| WINNER RECEIVES data on this subject which is tionship between institutions and the various ty = types of promotion of the various 
PLAQUE of vital importance to institu- dealers who supply their product needs . ble services provided by Insti- 
tions management. annual experience for both institution and eoker that eS 2 INSTI TU. 


pays off throughout the year. 


pa ; 3 ; ees IONS Ma — is being 
GALLERY OF INTERIORS a hers INSTITUTIONS INTERIORS AWARD WINNERS spear-head a nation- 
AWARD WINNERS ron == wide oe ising Con- 


test. Covering all phases of 
this activity, preliminary 
response shows a wide- 


An annual competition that furthers the interests of good 
decorating in hotels. clubs, hospitals, motels, schools, 
restaurants, colleges and similar mass feeding, mass housing 


2 


a H - 
= [Sue j institutions... and promotes an increasing interior-design spread interest in 
2 eae s Pe consciousness among management personnel. From the merchandising aid oecet 
many entries appeeies editorially in INSTITUTIONS the saitontet Tess of 
Magazine, come a wealth of sound, practical ideas that are INSTITUTIONS 
readily adapted to the reader's use. Magazine. 
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as well as the institutions industry as o whole. 


Wins Award for 3 


Editorial Excellence 


In 1956, as on five previous occasions, INSTITUTIONS Magazine has again been selected for high honors 
in the latest Annual Business Paper Competition conducted by industrial Marketing in which over 600 
business publications were entered. The latest of these is an Award of Merit which comes in recognition __ 
of another of the numerous outstanding editorial programs that have benefited the individual reader 
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Performance Is Your Most 


Once again, INSTITUTIONS Magazine’s selec- 
tion for recognition of editorial excellence points 
up its value to the field it serves . . . and to 
advertisers selling to the Institutions* market. 
It confirms a basic publishing philosophy: that 
to appeal to a selected audience you must write 
about the things of most pertinent interest to 
that audience. 

In the Institutions field, two subjects assume 
universal appeal: Mass Feeding and Mass Hous- 
ing. By confining our editorial scope to these 
subjects, INSTITUTIONS Magazine has become an 
important, paid-for source of information for 
both management and key operating personnel. 
And because our coverage of editorial subjects 
has been thorough and conscientious, we have 
reached out to the important, “top level’”’ people 
. . . people who influence and control over three 
quarters of the buying power in a $40 billion 


The registered trade mark 
of Domestic Engineering Co., 
designating establishments 
within the scope of 
INSTITUTIONS Magozine: 
Hotels, Motels, Hospitals, Sani- 
toriums, Restaurants, Fountains, 
Schools, Colleges, Industrial 
Institutions, Transportation Sys- 
tems, Youth Service Organize- 
tions, Office Buildings, Clubs, 
Comps, Avditoriums ond oll 
similar Institutions. 


Inotitution 


1801 PRAIRIE AVENUE, DEPT. AA-5 - 
The Only Paid Circulation Serving the Whole Institutions Field 


industry. Because the institutions market is a 
diversity of industries with a central, common- 
denominator interest, that of Mass Feeding and 
Mass Housing, INSTITUTIONS Magazine has be- 
come a truly economical way to carry your 
advertising to the principal buying factors of the 
whole field. The avid interest of INSTITUTIONS 
Magazine readers develops a reader traffic through 
the pages of the magazine which assures un- 
usually high advertising visibility. Result is a 
greater “influence for dollars invested” on your 
sales. 

If you have not already discovered the out- 
standing sales potential of the Institutions 
market, write, wire or phone for our Market and 
Media Data file . . . available at no charge. . . or 


CONSULT YOUR ADVERTISING AGENCY 


MAGAZINE 


OF MASS FEEDING-MASS HOUSING 
CHICAGO 16, ILLINOIS 


si Food Preduc 


- Food Service 


| product. 


require a wide 
ss om 
_ many more. 


ts. 


- 125,000,000 meals dail E 
_ expends over $18,000,000,000.00 annually. 


ane t insti- 


Equi 
for all — 


tutions spend over $375,000,000.6 
_” types of food handling equipment. : 
_ Maintenance Products .. . Cleaning, repoir- a 


ing, renovating of over 550,000 institutional 
buildings require every type of maintenance 


range 
achines, 4 


Building Products .. . Over $10,000,000, __ 
000 ticketed for new institutions construction 
_ and expansion in 1956. , 


Furnitureand Furnishings... The ins*‘vtional 
~ market for furniture ond furnishings Involves — 
6,500,000 individual rooms. $ 


. « Institutions serve 
for which the public — 


_ Miscellaneous Products . . . institutions also 


of products, including 
undry equipment and 
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MAGAZINE 


2M roving 


| Approach to Media Selection | 
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Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 
Trade Mark Registered 
| d Mond Advertising Publicati . 
joe wut ie ve! ae A eg ey ions, Inc., 200 E. Illinois St., Pema Tt 
Washington 4, D. C. 


Member Audit Bureau cf Circulations, Associated Business Publications, Magar! 
Publishers Association, National Business Publications. .. 5 


EDITORIAL 
Editor, S. R. Bernstein 
Executive Editor, John Crichton 
Monaging Editor, Jariath J. Graham 
Assistant Managing Editor, Don Morris 
Washington Editor, Stanley E. Cohen 
Feature Editor, Emily C. Hall 
Associates: New York: Maurine Brooks 
Christopher, Charles Downes, James V. 
O'Gora, Lawrence Bernerd, Milton 
Moskowitz. Chicago: Murray E. Crain, 
Al Stephanides, Lombert S. Botts, 
Shirley Uliman 
Staff Writer: Emmett Curme 
Editorial Production, F. J. Fanning 
Librarian, Elizabeth G. Carlson 
Correspondents in All Principal Cities. 


ADVERTISING 
Advertising Director, Jack C. Gafford 
Manager Sales and Service, G. D. Lewis 
Assistant Manager Sales and Service, 
William Hanus 
New York: Harry Hoole, Eastern 
Advertising Manager, James C. 
Greenwood, John P. Candia, David J. 
Cleary Jr., Louis DeMarco, William Laurie 
Chicago: E. S$. Mansfield, Arthur E. 
Mertz, Rod H. Minchin, David J. Bailey 
Los Angeles (17): Simpson-Reilly Ltd., 
1709 W. Eighth St., Walter S. Reilly, 
Pacific Coast Manager, James March, 
Loren E. Hays 
Son Francisco (3): Simpson-Reilly Ltd., 
703 Market St., Richard McCarty, Mgr. 


15 cents a copy, $3 a year, $5 two years, $6 three years in U. S., Canada and Pan 
America. Foreign $4 a year extra. Four weeks’ notice required for change of address. 
Myron A. Hartenfeld, circulation director. 


Half a Century for the ABP 


Associated Business Publications, a trade association which now 
embraces 162 publications, is currently celebrating its 50th anni- 
versary. 

In recent years, readers of ApveRTISING AGE have probably been 
most familiar with ABP as a staunch and undeviating champion of 
paid circulation (membership in the Audit Bureau of Circulations is 
one of the prime requirememts for membership in ABP), and as the 
sponsor of annual competitions for the best advertising in the busi- 
ness press. ; 

But the half-century history of Associated Business Publications 
embraces a great many more activities than these. As a publication 
which is proud of the high estate which business papers have reached 
in this country, and as a long-time member of ABP, we believe the 
50th anniversary of the founding of this association a fitting time to 
emphasize the importance of the business press to the American 
economy, and the role which ABP has played through the years in 
raising publishing standards in this area. 

Prof. David M. Potter, noted historian, has called advertising the 
“institution of abundance” in the American economy. In the same 
sense, it is no exaggeration to call business papers the “institution 
of business education.” 

The American business paper is, in many respects, the most im- 
pressive symbol of adult education, and at the same time, the great- 
est demonstration of the willingness of American business and pro- 
fessional men and women. to learn from each other, to swap trade in- 
formation, and to encourage progress by cross-fertilization of infor- 
mation on methods and techniques. 

The business publication and the much-maligned convention are 
basically two of the finest and most important tools available to 
business management. Both supply unusual opportunities for trad- 
ing information and ideas, and thus perform yeoman service in the 
cause of business enlightenment. 

Even the most ardent advocates of conventions, however, will 
probably not debate the fact that the business publication reaches 
more people, and informs and educates them more consistently, than 
does the convention. 

The high estate which business papers have attained in this econ- 
omy, and the impressive manner in which they perform their vital 
editorial roles, is a tribute to the far-sighted wisdom of those who 
pioneered a new type of journalism because they saw a pressing need. 


Selling Farm Surpluses 


The suggestion of John S. Williams of Cunningham & Walsh, that 
the U. S. advertising mechanism might go far toward solving the ag- 
ricultural surplus problem, will probably be laughed off as high- 
handed arrogance in many circles. 

Maybe advertising and promotion campaigns designed to sell 
mounting mountains of surplus wheat, corn, cotton, butter, etc., 
would fal! flat on their faces; and maybe the whole idea is idiotic. 

Even if this is true (and we don’t admit it), no idea could be 
more idiotic than the ones we’ve been following in connection with 
this problem. Actually, the general approach to the problem of farm 
surpluses has been to reduce production with acreage allotments, soil 
bank programs, or what not; and yet each of these programs has a 
built-in device which pretty nearly guarantees that production will 
go up, not down, because there is a guaranteed market and a rela- 
tively high price for everything that is produced. 

Tackling the problem from the standpoint of increasing consump- 
tion, rather than reducing production, may not be so silly after all. 
Reducing production by some sort of artificial means can never be 
more than a palliative, not a cure. But surpluses have a habit of dis- 
appearing rapidly when someone once manages to steam up con- 
sumption. 


—William A. Rooney, D’Arcy Advertising Co., Chicago. 


“There’s another one here with a tattoo on his chest. Should I send 
him over to Leo Burnett?” 


What They're Saying 


In Televisionland 


tributions have already been made 


...It could be said (though not| to advertising and marketing re- 


by me) that tv is improving the | search but to date it seems to me 

social tone of America by setting| that our engineering and produc- 
las : 

these elegant little examples—i.e.,| tion team has been beating the 


the man of the house putting on 
his jacket to go make a ham sand- 
wich. 

Not that it makes much differ- 
ence in the flavor of the sandwich. 
But if the little woman happens to 
be impressionable and eager to 
conform, she may get the notion 
that any man who walks around 
the house in his shirt sleeves is 
downright vulgar. “They don’t do 
it on television,” I can hear her 
say, smoothing the folds of her 
satin gown as she fries an egg in a 
square skillet. 

...Most arresting feature of the 


ucts is their palatial grandeur. The 
kitchens appear to be carved en- 
tirely of marble and the utensils 
gleam with a light that never was 
on land or sea. 

As for the lady of the house, she 
mixes an instant pudding, scours a 
dirty old skillet or daintily swabs 
the tracks of little feet from the 
gleaming floor while wearing a 
dress some of us would save for a 


night at the opera. 


—Harriet Van Horne in a New York 
World-Telegram & Sun column, May 
8. 


Asks More Ad-Sales Research 
When you consider the billions 
of dollars spent on product re- 
search and development and on 
engineering research and develop- 
ment, it is a sad commentary on 
our economy that we spend, by 
comparison, only a few cents on 
research in communications, sell- 
ing and distribution. 

For over 40 years the Audit Bu- 
reau of Circulations has given us 
a dependable measurement of our 
times at bat when we advertise in 
magazines and newspapers, but the 
scoring of the hits and runs and 
errors of that advertising is a dif- 
ferent matter, and I can tell you 
that it is a matter of increasingly 


ments of American business. 


I realize that many great con- 


commercials for household prod- | 


great concern to the top manage- 


advertising and selling team in 
| contributions to America’s rising 
standards of living . . . One trouble 
with many advertising research 
operations is that they give you the 
news—good or bad—too late. 


-—William S. Richardson, president, 
B. F. Goodrich Co., speaking before 
the Seattle Sales & Advertising Club. 


Do It Naturally 

Experience supplies definite 
principles, or rules, that are help- 
ful in writing effective copy... 
First, have all the needed facts 
jand their logical sequence well in 
|mind. Then start writing ... Write 
fast...Let yourself go. 
| Write it as you would talk it. 
| Write what comes naturally. Get 
your thoughts on paper, then re- 
vise until you have just the words 
you want. There are always words 
to express an old thought in a new 
or different way. Keep reaching 


for them... 
—“Words at Work in Advertising,” 
| by Guernsey Van Riper, chairman of 
Caldwell, Larkin & Sidener-Van 
Riper Inc., Indianapolis, and pub- 
lished by the agency. 


'Surmountable—Save One 

Our problems are by no means 
| insurmountable, except possibly 
one. Recently I read a headline, 
“Dentists Blame TV for Children’s 
Cavities.” This problem we prob- 
ably cannot solve, and more prop- 
‘erly it should be left to the denti- 
| frices and the dentists. However, 
| if that is the only problem remain- 
| ing at the end of the next year, we 
may judge that our industry is 


well off. 
—Robert E. Kintner, president, Amer- 
ican Broadcasting Co., speaking at 
the NARTB convention in Chicago. 


The Last Word 
The last words of the discount 
house operator...as he struggled 
upright from his next-to-last rest- 
ing place to beg his partner: 
“Please, bury me retail!” 
—NARGUS Reports to Retailers page 


in the NARGUS Bulletin, National 
Assn. of Retail Grocers. 
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Rough Proofs 


Preferences for cola drinks, as- 
serts Alfred Politz, are acquired 
through training. 

You’ve been taught to expect 
them to be delicious and refresh- 
ing. 

- 


Ira Rubel is advertising for ac- 
countants to serve his agency cli- 
ents. 

With all this talk about new 
methods of agency compensation, 
the first job is to find out how 
much you lose on unprofitable ac- 
counts. 

. e 


John S. Williams suggests that 
advertising agencies know how to 
get rid of the farm surpluses. 

They’ve done all right helping 
to move the California and Florida 
citrus crops. 

s 


“Refuse ads if you don’t think 
they’ll help sales, Cone advises 
newspaper reps.” 

It takes great strength of char- 
acter for a media rep to tell his 
agency friends their copy is mal- 
odorous. 

2 


Craig Smith reported that “on 
May 15, 1953, Gillette paid $300,- 
000 for the right to televise the 
Marciano-Walcott fight at the Chi- 
cago Stadium.” 

That worked out to about $100,- 
000 a minute. 

7 


“Three out of five children who 
regularly watch ‘Captain Kanga- 
roo’ go shopping with their moth- 
ers an average of three times a 
week.” 

And if the mothers don’t follow 
the kids’ shopping instructions, the 
result is just too awful to con- 
template. 

_ 


Editors of Electrical Merchan- 
dising. the ad says, “speak often, 
but they always listen.” 

Publishing people know better 
than to turn off their hearing aids. 


Steuart H. Britt says effective 
magazine ads may be repeated 
without loss of readership. 

This is good news for everybody 
but the typographers, artists and 
plate makers. 

7 


“The hatless trend has finally 
been stemmed,” opines Bernard 
Salesky. 

If as many men thought that 
hats made them look dashing as 
women think new millinery adds 
to their charm, the hat stores 
would always be out of stock. 


An AA correspondent wants to 
know the oldest client-agency re- 
lationship in existence. 

At the rate the picture is chang- 
ing, almost any combination over 
six months old might qualify. 


“Use the words that were 
learned at our mothers’ knees,” 
suggests Raymond George to copy- 
writers. 

Those learned over them might 
carry a lot of force, too. 

Copy Cus. 
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Advertising Linage is the Final Measure 
of a Newspaper’s Sales Power 


How do 
Womens 


special 


| shops 

rank 
| Philadelphia 
newspapers? 


First in National Advertising 
First in Retail Advertising 

First in Classified Advertising 
First in TOTAL Advertising 


Linage Source: Media Records 


TOTAL WOMEN’S SPECIALTY SHOP ADVERTISING 
1955 


INQUIRER | | BULLETIN - 
2,539,000 lines | 1,565,000 lines 


In 1955 The Inquirer carried over 2,500,000 lines of Women’s 
Specialty Shop advertising ...a leadership of 974,000 lines 
over the second newspaper. 


1955 marked the 16th consecutive year that Women’s Specialty 
Shop advertisers have made the Inquirer their first choice for 
sales in Delaware Valley, U.S.A. 


Che Philadelphia Pnguiver 


Constructively Serving Delaware Valley, U.S.A. 


Exclusive Advertising Representatives: 

NEW YORK—ROBERT T. DEVLIN, JR., 342 Madison Ave., Murray Hill 2-5838; 
CHICAGO—EDWARD J. LYNCH, 20 N. Wacker Drive, Andover 3-6270; 
DETROIT—GEORGE S. DIX, Penobscot Bldg., Woodward 5-7260. 


West Coast Representatives: 
SAN FRANCISCO—FITZPATRICK ASSOCIATES, 155 Montgomery St., Gorfleld 1-7946; 
LOS ANGELES—FITZPATRICK ASSOCIATES, 3460 Wilshire Boulevard, Dunkirk 5-3557, 
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The 5 Russian seamen who 
had requested and re- 
ceived political asylum 
here appeared to have re- 
canted when they en- 


; planed at New York for 
‘ Russia on April 7... . 


September 14, 1955). 


U. $. Air Force Brainwashing of Own Men Revealed 
(Newsweek, September 7, 1955)—subsequently featured 
by newspapers coast to coast. Acknowledged by Secre- 
tary of the Air Force Donald A. Quarles (Newsweek, 


But one man smelled a rat — Leon Vol- 
kov, former Soviet air force colonel and 
for three years Newsweek’s Russian af- 
fairs expert. He’d reported in Newsweek 
at Christmas that the expatriates (quite 
happy, above) were being pressured to 
return by top Kremlin diplomats here. 


Eisenhower and Zhu- 
kov have been pri- 
vately corresponding 
(Newsweek, April 27, 
1955) ... confirmed by 
the President that day 
and promptly picked 

up by the newspapers. 


Having quizzed their fel- 
low crewmen still here, 
their friends and even a 
fiancée, Newsweek on 
April 18 broke the story 
that the five had been ter- 
rorized into going home. 


immediately the Senate Internal 
Security subcommittee launched 
an investigation, inspired by the 
disclosure. Newsweek (on table 
above) was used as a guide during 
the examination of witnesses. The 
evidence was conclusive. 


Nixon’s Decision on 
Running is up to Nixon, 
President declares 
(Newsweek, March 7, 
1956). Confirmed by Mr. 
Eisenhower later that 
day, and in the nation’s 
headlines that night. 
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shocking truth from Newsweek and wasted no time... 


Newsweek's key role was 
read into the Congres- 
sional Record on April 19, 
and the State Dept. ef- 
fected the dismissal of two 
Soviet U.N. delegates, in- 
volved in the kidnapping. 


Senators Welker and Jenner 
of the subcommittee asked for 
the expulsion of Arkady So- 
bolev (above), chief Russian 
delegate to the U.N., named 
by Newsweek as the arch- 
kidnapper. 


And Volkov, member of News- 
week’s accomplished Washing- 
ton Bureau, was commended by 
the subcommittee chairman .. . 
with assurances that the loop- 
holes which made the kidnap- 
ping possible would be plugged. 


ee 


Fiom Washington, D. C. to Washington State, America’s 
key people read Newsweek because it provides a unique 
and vital news service which itself “makes news.” 
Newsweek gives the news and its significance — probes 
the underlying forces and people; and from this enlightened 
vantage point, estimates the most likely outcome. 
This has drawn to Newsweek a circulation of more than one million, 
concentrated in Business, Industry and Government. 


By any measurement, America’s most significant million. 


The foregoing case history is one ex- 
ample from one issue of Newsweek, 
revealing why this magazine com- 
mands top respect among the key 
government people in the nation’s 
capital—and in the influence and de- 
cision echelons of all American life. 


Serving 
America’s 
Most 
Significant 
Million 
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+ plus Purchasing Edition 
to 5000 firms—extra]! 


42,500 


radio-electronic engineers 


like it! 


(IRE Members) 


Because its classification of products are ar- 
ranged just the way an engineer thinks—and its 
ads, facing listings, are well organized and easy to 
find and use. 


1956 IRE DIRECTORY 


THE INSTITUTE OF RADIO ENGINEERS 
Adv. Dept., 1475 B’way, New York 36, N. Y. + BR 9-7550 
CHICAGO + CLEVELAND + LOS ANGELES + SAN FRANCISCO 


| Reynard Publications Brings | 
Out ‘Tiger,’ Men's Magazine — 
Reynard Publications Corp., Chi- 
cago, publisher of internal con- 
trolled publications for industry, | 
launched its first consumer mag- 
azine, Tiger, with the August issue, 
which appeared on newsstands 
May 17. The magazine, a bi- 
monthly with 8% x 11” format, is 
geared for the men’s market. 
Advertising for the 64-page mag- 
azine will not be solicited until 
circulation has reached 500,000, 
George Fox Jr., editor and pub- 
lisher, said. A test issue of the 
magazine was distributed nation- 
ally in February, Mr. Fox said, and 
“results indicated that the initial | 
circulation goal can be reached 
shortly.” Mike Norwin, who op- 
erates his own Chicago studio, has 
been retained as art director. Price 
is 50¢ per copy; 12 issues for $5. | 


Motor Wheel Names Egeler 
Karl Egeler, vp of Motor Wheel 
Corp., Lansing, Mich., has been 
appointed director of advertising 
and sales promotion. Sam Briggs, 
formerly general manager of the) 
company’s Reo division, has been 
named a vp and director of appli-| 
ance division sales. L. C. Vander-| 
till has been appointed sales man- 
ager of the appliance division. 


Agency Changes Name 

Arthur Musen Associates, | 
Springfield, Mass., has changed | 
its name to Black & Musen. The} 
|new name, effective May 1, rec-| 
| ognizes the partnership of Arthur | 
| Musen and Merle S. Black, in ef- | 
| fect for the past several years. 


=— a 


1956 ARB METROPOLITAN 
AREA COVERAGE STUDY 
PROVES KOLN-TV SUPERIORITY ! 


The 1956 ARB Study of 100 Metropolitan morkets in- 
cluded 6 in LINCOLN-LAND.—5 in Nebraska, | in Kansas. 


In these 6 markets, KOLN-TV is viewed- 
most in 6 daytime categories ... in 5 
out of 6 nighttime categories. 


KOLN.-TV gets an average daytime, “viewed-most" rating | 
of 54.0% as against 15.2% for the next station. Night. — 
time evereges ore 59.8% for KOLN-TV, 25.0% for the 

next station. Enough said? 


a 


The Selyer Hations 


wKzo- Ty — oun RAPIDS KALAMAZOO 
WEIO RADIO — KALAMAZOO-BATTLE CREEK 
WutF RADIO — GRAND RAPIOS 
W JRE Fea — GRAND RAPIDS KALAMAZOO 
KOLN- TY — UNCOLN NEBRASKA 

Astocrated with 
WMBD RADIO — PEORIA, ILLINOIS 
Avery-Knodel, Inc. 


Exclusive National Representatives 


we ty 


w 


KOLN-TV delivers Lincoln - Land — 200,000 families, 
125,000 of them unduplicated by any Omaha signal! 


95.5% OF LINCOLN-LAND IS OUTSIDE THE GRADE 
“B” AREA OF OMAHA! This important 42-county market 
is as independent of Omaha as Hartford is of Providence, 
or Syracuse is of Rochester! 


Telepulse figures (left) show that KOLN.-TV gets 138.1% 
more afternoon viewers than the second station . . . 
more nighttime viewers! 


Ask Avery-Knodel for all the facts on KOLN-TV, 
Official CBS-ABC Outlet for South Central Nebraska and | 
| Northern Kansas—“Nebraska’s other big market”. 


CHANNEL 10 © 316,000 WATTS * 1000-FT. TOWER 


KOLN-TV 


COVERS LINCOLN-LAND —NEBRASKA'S OTHER BIG MARKET 


ARE YOU 
HALF-COVERED 


NEBRASKA’S OTHER BIG MARKET? | 


194.4% | 


the 


Advertising Age, May 21, 1956 


Getting Personal 


Comes the second Tuesday in May, Bert Scherer, vp of McCann- 
Erickson, Chicago, always has a dinner to go to. Since 1900, when 
he was graduated from Chicago Manual Training School, one of the 
country’s first technical high schools, he and his classmates have 
gathered every year to mark the anniversary. May 8, 1956, was their 
57th reunion... 

Lansing Christman, manager, broadcasting stations department of 
GE Stations WGY-WRGB, Schenectady, is author of a little book 
called “A Hill Farm Year,” beautifully turned out by Taylor-Powell 
Press, Cooperstown. Mr. Christman, who lives on a hill farm in up- 
state New York, and knows whereof, takes his readers on a kind of 
philosophical nature walk through the seasons... 


BEST GuEss—Martin Olson, commercial manager of WDSM-TV, Du- 
luth and Superior, left, gives a Navigation Jackpot winner’s certifi- 
cate to Bill Archer of Campbell-Mithun Inc., Minneapolis, for 
guessing the closest time of arrival of the first ship from lower 
lake ports to pass under Duluth’s aerial lift bridge to open the navi- 
gation season at the Head of the Lakes in 1956. The Navigation 
Jackpot contest, originated by WDSM-Radio in 1950, is open to 
agency personnel throughout the U.S. As his prize, lucky Bill Arch- 
er won an all-expense-paid two-week vacation for his family in 
Minnesota’s Arrowhead country. 


Elmore J. Leonard, copywriter of Campbell-Ewald Co., Detroit, 
made his first sale to The Saturday Evening Post with “Moment of 
Vengeance,” a short story which appeared in the April 21 issue. 
He’s written many stories of the old West, which have appeared in 
Argosy, Western Stories, and elsewhere. His third western novel 
has just been published. . . 

Marilyn Lenore Moss, media assistant at Maxwell Sackheim & 
Co., New York, was married May 13 to Norman Richards. They’re 
honeymooning in Europe. . . Ann Fiorillo, assistant time buyer in 
the New York office of MacManus, John & Adams, is back from a 
week’s vacation in Barbados, which she won as “Advertising’s Miss 
1986.” .. 


THANK YOU—Donald W. Thornburgh, president and general manager 

of WCAU stations, Philadelphia, reads the citation given to the sta- 

tions by the United Community campaign for its part in giving time 

and talent. Onlookers are Vicki Maryanoff, four, and Dena Hinton, 

three, both of the Franklin Day Nursery, one of the agencies sup- 
ported by the campaign. 


Robert McLean, publisher of the Philadelphia Bulletin, presented 
a 40-year service pin to Mansfield Clement of the newspaper’s retail 
advertising staff at the Bulletin’s recent “Moving Up Day” cere- 
mony, in which Mr. McLean “pinned” 260 employes with service 
records totaling 5,030 years... 

Donald B. Miller, general manager of the Berkshire Eagle, Pitts- 
field, Mass., is on an eight-week tour of Europe... 

Stephen Goerl, president of Stephen Goerl Associates, New York 
advertising and p.r. agency, and Mrs. Goer! are the parents of their 
second child and first daughter, Marcy, who made her debut at 
Northern Westchester Hospital, Mt, Kisco, on April 22... 
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What Every Advertiser Should Know... 


These important advertiser and agency 
clients are interested in certain basic 
facts. Properly developed, these facts 
make up an accurate forecast of what is 
likely to happen to a particular product, 
campaign or promotion on a national 
scale. 


Here are the facts: 


A — Salability of new product, new price, 
new package. 


B — Relative values of media. 


C — Evaluation of special or local 
promotions. 


D — Salability of old products in new 
markets. 


E — Success of merchandising ideas, such 
as one-cent sales, premiums, displays. 


F — Comparative sales of competing 
products. 


— based on the actual movement of 
goods from shelf to consumer, by brand, 
contained in the Burgoyne Index studies. 
Each study also gives purchases by re- 
tailers, along with retailer inventories 
by each brand, for a complete picture of 
sales activity. 


Each Index Report gives your adver- 
tising or sales manager a valuable inter- 


ADVERTISING 
AGENCY CLIENTS 


Campbell-Ewald Co., Inc. 
Cunningham & Walsh, Inc. 
Foote, Cone & Belding 
Clinton E. Frank, Inc. 
Kenyon & Eckhardt, Inc. 
Earle Ludgin & Co. 
Maxon, Inc. 
McCann-Erickson, Inc. 
Moser & Cotins, Inc. 
Needham, Louis & Brorby, Inc. 
J. Walter Thompson Co. 
Geoffrey Wade Advertising 


Young & Rubicam, inc. 


pretation of results. Over twelve years 
experience in the drug and grocery 
fields has made us completely familiar 
with the problems of individual adver- 
tisers. The Burgoyne organization 
knows exactly what to look for — and 
exactly how to present it to you in the 
most graphic and effective manner. 

An independent research organization is 
obviously in a better position than an 
advertiser’s own organization to check 
competitive sales. This information is 
a regular part of each Index Report. 

The cost of a Burgoyne test city study 
is economical. The facts are compiled 
and presented in Index Reports by an 
organization with a dozen years of ex- 
perience at doing this job in the most 
efficient manner. In the meantime mem- 
bers of the client’s own organization are 


ADVERTISER 
CLIENTS 


American Home Foods, Inc. 
Armour & Company 

B. T. Babbitt, Inc. 

The Borden Company 
Colgate-Palmolive Company 
The Drackett Company 

Dow Chemical Company 

The Frenchette Company, Inc. 
General Foods Corporation 
General Mills, Inc. 
Glaser, Crandell Co. 
H. J. Heinz Company 
“Junket” Brand Foods 
Johnson & Johnson 
Kimberly-Clark Corporation 
Lever Bros. Company 
Oscar Mayer & Co. 

Miles Laboratories, Inc. 
Norwich Pharmacal Co. 
Pacific Coast Borax Co. 
Pharma-Craft Corporation, Inc. 
Quaker Oats Company 
Reynolds Metals Company 
Rockwocd & Company 
Simoniz Company 
Swift & Company 


permitted to continue with their regular 
duties. 


You will find, as so many other adver- 
tisers have, that Burgoyne research can 
save you a great deal of time and money 
— while it guarantees you a completely 
efficient and accurate job. 


EACH 
REPORT TELLS 


DISTRIBUTION 
... all brands 


CONSUMER PURCHASES 
(all brands) 
... City 
. Store size 
. . « variety or flavor 


. . « package size 


CURRENT STORE INVENTORIES 
(all brands) 


RETAILER PURCHASES 
(all brands) 


MERCHANDISING ACTIVITIES 
By brands 


*In four cities, because of the nature 
of the markets, panels are broken 
down into city and small town. These 
may be audited separately, if desired. 


TEST PANEL 
CITIES 


The number of test stores used in 
these selected cities varies in num- 
ber as follows: Grocery — 25 to 50, 
Drug — 20 to 35. 
Canton, Ohio 
Cedar Rapids, lowa 
Cincinnati, Ohio 
Columbus, Ohio 
Dayton, Ohio 
Grand Rapids, Mich. 
Harrisburg, Penna. 
*Indianapolis, Indiana 
Louisville, Kentucky 
*Omaha, Nebraska 
Peoria, Illinois 
*Phoenix, Arizona 
Roanoke, Virginia 
Rockford, Illinois 
South Bend, Indiana 
Springfield, Mass. 
Syracuse, New York 
*Tacoma, Washington 
Toledo, Ohio 
Wichita, Kansas 


The coast-to-coast location of these cities gives 
you a wide range of choice in selecting the mar- 
kets best suited to your product and your particu- 
lar problems. This factor is especially important 
to advertisers whose marketing problems involve 


local or regional considerations. 


Any test city, or any combination of cities may 
be used, for any desired period of time. Audits 
can be conducted on a monthly or bi-monthly 


basis. 


The Burgoyne test panel cities have been selected 
with extreme care, on the basis of long experience 
in the field. Each of these cities meets the recog- 
nized requirements for idea! testing conditions: 
stable; accessible, isolated ; adequate size; typical; 
diverse income source; adequate media coverage. 
We will be glad to provide you with specific data 
on any individual market or group of markets. 


In each of these test cities there is one dominant 
newspaper, and it is the Burgoyne policy to main- 
tain a close and constant liaison with them. These 
newspapers are invariably willing and able to give 
great assistance to advertisers in planning and 
conducting their tests. 


The continuing use of the Burgoyne service by 
the advertisers listed here is the best possible 
evidence of the value and effectiveness of the 
service. 
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idvertising Age, May 21, 1956 


Ad Managers of 
Toronto Dailies See 
Steady Ad Growth 


TORONTO, May 15—Newspa- 
per advertising in Canada! 
should show a steady increase 
during the next two years, ac- 
cording to a spokesman for the 
Canadian Daily Newspaper 
Assn. 

“Barring any unforeseen set- 
backs, daily newspaper adver- 
tising will definitely reflect the 
growth of our population and 
our industry,” the CDNA 
spokesman said. 

He pointed out that advertis- 
ing in Canadian dailies has 
shown a steady increase in total 
linage during the past two 
years. Figures released by 
CDNA show that total linage in 
1954 was 3% higher than in 
1953. A 5% further increase in 
linage is shown for 1955. 

The CDNA spokesman as- 
serted more advertisers are 
realizing that Canadian dailies 
are one of the best advertising 
media. 

A check with advertising 
managers of three of Canada’s 
leading dailies confirmed the 
optimistic CDNA report. 


| 


e “The picture has never looked 
brighter for our paper,” report- 
ed R. W. Campbell, advertising 
manager of the Toronto Globe 
& Mail. 

“Our gains in the first three 
months this year were the high- 
est in our history,” he said. “If 
our industrial pace continues 
the way it has, I think we can 
safely say daily newspaper ad- 
vertising should show an 8-10% 
increase in the next two years.” 

Mr. Campbell said he felt 
that both retail and national 
advertising would show a gain 
ol 8% across the nation. 


e J. M. Taylor, display adver- 
tising manager of the Toronto 
Telegram, said that while bad 
spring weather had set retail 
advertising back a little, his pa- 
per’s linage for May is four 
times greater than for the same 
month last year. He felt that 
while there were many factors 
involved, daily advertising 
would continue to show a gain 
over the next two years. 


e W. J. Campbell, advertising 
director of the Toronto Daily 
Star, said that while there are 
many intangible factors which 
can affect newspaper advertis- 
ing, he felt that an increase can 
be expected if business activity 
continues to be good. 

Speaking of Toronto, Mr. 
Campbell referred to the fact 
that metropolitan Toronto is 
said to be the fastest growing 
city in North America. “If we 
base our outlook on the rising 
population, we can naturally 
look forward to _ substantial 
gains,” he declared. 

The check also indicated that 
the advertising managers ex- 
pect a rise in color advertising. 

The problem here seems to be 
that the supply cannot satisfy 
the demand for color ads in 
daily newspapers. Most news- 
papers are not equipped to han- 
dle a large amount of color ad- 
vertising. Many large dailies 
have indicated they are order- 
ing special equipment to handle 
more color ads. 


Ryan Leaves Quality 
William B. Ryan has resigned 
as exec vp of the Quality Radio 
Group, New York, effective 
May 15. Ward L. Quaal, presi- 
dent of the group, said the sales 
activities of the group would 
henceforth be handled on a 
pooled basis by the sales staff 
of members’ stations with of- 


fices in New York. 


A QUESTION FOR 


GENERAL | 
MILLS 


DID YOU KNOW WGN REACHES MORE 
HOMES THAN ANY OTHER ADVERTISING 
MEDIUM IN CHICAGO? 


It’s a fact. For instance, if you sold just one five-pound sack of Gold Medal Flour to the 
homes in WGN’s area, it would mean more than 11,717 TONS SOLD!!" 


What’s more, WGN’s Complete Market Saturation Plan has proven it can sell this market 
at low cost. Further facts and figures are available to you for the asking. 


(To Pillsbury Mills—The largest market of any Chicago 
advertising medium should be of interest to you, too.) 


*NCS 
Chicago 11 
A Clear Channel Station .. . Illinois 
Serving the Middle West gan a 


—es On Your Dial 
Chicago Office: 441 N. Michigan Avenue, Chicago 11 


Eastern Advertising Solicitation Office: 
220 E. 42nd Street, New York 17, for New York City, Philadelphia and Boston 


tatives: George P. Hollingbery Co. 
Los Angeles—411 W. 5th Street - New York—500 5th Avenue « Atlanta—134 Peachtree Street, N.W. 
Chicago—307 S. Michigan Ave + San Francisco—417 Montgomery Street 
Detroit—500 Griswold Street 
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‘ach is singularly significan 


= : Pat 


are basic to your CPI* selling. 


“bh was * Why two magazines to sell the fast-moving $41 billion-a-year spending 
a . Chemical Process Industries? Why two dynamically different editorial 
= directions? Smart marketers will tell you . . . you must concentrate your 
Sales-power on two distinct buying groups. First, management at all levels 

. . » in administration, production and research. Second, engineering- 

minded production men . . . who design, construct, operate and maintain 

process plants. Obviously, no single publication can meet the specialized 

editorial requirements of each. It takes both Chemical Engineering and 

Chemical Week to meet the stringent functional-reading specifications 

of processing and management. And sellers confirm it . . . by ranking 
9 these two McGraw-Hill leaders first and second in advertising volume. 
Together, Chemical Engineering and Chemical Week carried 108 more 

pages of advertising during 1955 than all other CPI magazines combined! 

But check the facts yourself. Ask your CE or CW representative for 

The CPI Advertising Record . . . or write our research department today. , 
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Cor | Ite SV+ Delco Brakes - 
Safer Driving! 


s" Joraine Produc a 


HUMAN ELEMENT—Jt takes more than 
good brakes for safe driving, says 
a new ad series by Moraine Prod-| 
ucts division of General Motors. 
Subsequent ads will stress other 
qualities such as patience and) 
alertness. Campbell-Ewald Co.,' 
Detroit, is the agency. 


Dry-Milk Vacation 
Use Recommended 
in Ads by Carnation 


Los ANGELES, May 15—The Car- 
nation Co. will use network tv and) 
radio to promote a variety of its) 
products as vacation-time needs, | 
with its Instant non-fat milk get-| 
ting major billing. 

Although Carnation Instant will | 
be spotlighted as “the milk to take 
camping,” because of its instant) 
dissolving and non-caking prop-| 
erties, the promotion will also 
push Carnation instant chocolate 
flavored drink and evaporated 
milk for the family, and Friskies| 
dog food for the family pets) 
brought along on vacation trips. | 

In the western states, Albers) 
Flapjack pancake and waffle mix) 
will also be included in,the pro- 
motion. / ” 

The program will be supported | 
by commercials on the “Burns &| 
Allen Show” and “Bob Crosby) 
a: Show” (CBS-TV) and on the 
Keystone radio network. 


: 
~ ® Point of sale material will point, 
up store-wide tie-in opportunities | 
i offered by vacation and camping) 
food purchases. The main piece is 
a three-color banner carrying the 
a line: “Vacation Food Supply Post.” 
— Thé suggested use is over a dis- 
play of featured Carnation prod- 
ucts, plus related items such as 
thermos bottles, paper plates, out- 
door eating utensils, and sun tan 
lotions. 

Six two-color blank pennants 
will be provided grocers touse for 
selected related items, in addition 
to product pennants for each of 
the Carnation items. Shelf talkers 
and newspaper mats are also 
available. 

Erwin, Wasey & Co., Los An- 
geles, is the Carnation agency. 


| 


_ Somebody should tell her about 
non-gliare TRU-SITE 


Just a pity glass has so much giare, 
one. cart protect one's 
‘teasured pictures 


oa 
Madam should frame her pictures 
with Non Glare TRU-SITE gloss 
ard so should you. 


awe ste Se a, Lent netberyec 
wm the y g~' ome 


mamas Mass 
ORW GLASS CO. mae: 


Ate, Gedtord Pare, Hihor 


|Glenmore Promotes Nash 


ager for the company’s Yellow- 
Robert M. Nash, assistant ad- 
vertising director of Glenmore) naird, recently appointed. Arthur 
Distilleries Co., Louisville, has| P. Bondurant, vp and advertising 
been promoted to advertising| director, will continue to super- 
manager, effective May 1. He will| vise all of the company’s adver- 
supervise all phases of advertis-| tising and sales promotion. 
ing for the company’s brands: | : 
Kentucky Tavern bonded bour- | Oliver Joins Kroger Co. 
bon, Glenmore straight bourbon,) William W. Oliver, formerly an 
Old Thompson blended whisky,| account executive of WBBM, Chi- 
Glenmore vodka and two Scotch! cago, has been named manager of 
imports, King’s Ransom and radio and television advertising 
House of Lords. Advertising man-| of Kroger Co., Cincinnati. 


| stone division is William M. Kin-| 


‘School Stylist’ Open for Ads 
School Stylist, published by the 

pattern division of McCall Corp., 

New York, will accept advertis- 


ing for the first time in its seven-| 


year history, starting with the fall 
issue. Rates, based on a circulation 


| of 35,000, will be $700 for a one- 
time b&w page and $1,075 for a! 


one-time four-color page. Ava 
Burroughs Jenkins, advertising 
manager of McCall’s Pattern 


Book, will also serve as ad man- 
ager of School Stylist. The mag- 
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azine is published just prior to 
each spring and fail school semes- 
ter as a fashion service for home 
economists specializing in cloth- 
ing. 


Byrne Moves to California 
Charles W. Byrne, president of 
Byrne Advertising Agency and 
Byrne Industrial Services, both of 
Chicago, will move headquarters 
offices of the two companies to 
Woodland Hills, Cal., effective 
June 1. 
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Zotter to Church & Guisewite 
Carl J. Zotter, formerly adver- 

tising manager of the Amplex di- 

vision of Chrysler Corp., has been 


appointed an account executive of | 


Church & Guisewite Advertising, 
Midland, Mich. 


Block Retains Dr. Roos 

Frank Block Associates, St. 
Louis, has retained Dr. Charles 
F. Roos, chairman of the Econo- 
metric Institute, as a consultant 
on economics. 


‘McConnell, Eastman 
Expands by Merger 


LONDON, ONT., May 15—Two)| 
|Canadian agencies—McConnell, 
| Eastman & Co. and Stewart-Bow- 
man-Macpherson—have merged 
under the McConnell, Eastman 
name. 

McConnell, Eastman, with bill-| 
ings of more than $6,000,000, is 
headquartered here and has of- 
fices in Toronto, Montreal, Win-| 


with branches in Winnipeg, Cal- 
gary, Edmonton and Toronto. Mc- 
Connell, Eastman was founded in 


1903, Stewart-Bowman in 1935. 


@ J. E. McConnell Jr., president 


of McConnell, Eastman, will head 
the new firm, in which two Stew- 
art-Bowman principals have been 


—FOR 


These 2'2 million home-families are prime 
prospects, not only for seeds, bulbs, nursery stock 
and power lawn mowers—but for everything 

that goes to make a house a home. 


MOST OF HOUSEHOLD'S 
242 MILLION FAMILIES HAVE 
ALL THREE IN THEIR GARDEN 


When we say most Household families, we're being modest. 
A recent survey indicates that nine out of ten have flower gardens— 
and that there are 230 active gardeners in every 100 families. 


Household families have their hearts not only in their 
gardens, but in practically everything that means 
home—understandable since 87% own their homes, and 
90% live in single-family dwellings. 


Household's home service editorial content is especially 
planned for these home families—in every issue 
HOUSEHOLD HITS HOME with this profit 
combination for an increasing number 

of big-name advertisers. 


Household... ¥ 


912 KANSAS AVENUE, TOPEKA, KANSAS 


2% MILLION FAMILIES 


WHO MAKE THE MOST OF HOME 


23 


nipeg and Vancouver. Stewart-| appointed vps—Ewart Macpher-| handled by the new agency are: 
Bowman-Macpherson, whose an-|son, president of Stewart-Bow-)| Alberta Forest Products, Alberta 
nual billings are about $700,000,| man, and Walter M. Kerr. 
is essentially a western agency; it! 


| government, Bell Propellers Ltd., 


The new arrangement will add| British Columbia government, 
is headquartered in Vancouver,| two branch offices to the McCon-| Chicago Vocational Training Corp., 
fold—Edmonton| Greyhound Bus Lines (western 
and Calgary—making seven of-| Canada), International Heating 
| In Vancouver and| & Suppiy Co., Millar Lumber Co. 
| Winnipeg, offices of both agencies| and Vancouver Tug & Barge Co. 
will continue to operate in their 

present locations until they can be| General Outdoor Boosts Three 
brought under one roof. 
Stewart-Bowman Co., Chicago, has named F. Wesley 
accounts which it is hoped will be| Geerer western manager of its 


General Outdoor Advertising 


|mational sales department. Mr. 
Geerer, who joined GOA in Oc- 
| tober, will work from the com- 
|pany’s Chicago headquarters. 
|General Outdoor also has ad- 
vanced Thomas F. Clark from 
manager of the Duluth branch to 
| the new post of Chicago suburban 
| branch manager. Don M. Bellows, 
formerly in the sales department 
of the Duluth branch, moves up 
to Duluth branch manager. 


Gould Forms Telestudios 

| George Gould, former CBS 
producer-director, has set up a 
new company, Telestudios, 1481 
Broadway, New York, to serve 
|as a tv workshop for advertising 
|agencies. There are facilities for 
| live, kinescope, closed circuit and 
|a new type of film operation. 
| Video tape machines also will be 
| installed soon. 


GREATER COVERAGE 
WHERE BUSINESS 
iS GROWING ra 


FASTEST 


SOUTHERN ADVERTISING 
AND PUBLISHING 
Reaching agencies, advertising man- 
agers, sales managers, and district 
sales managers, medio ond media 

representatives. 


| SOUTHERN FOOD PROCESSOR 

| Food processing, one of the South's 

| most important industries, continues its 
rapid expansion 


SOUTHERN GARMENT 
MANUFACTURER 
The fastest growing section of the no- 
| tion in the garment manufacturing in- 
| dustry. 


SOUTHERN JEWELER 
This outstanding merchandising paper 
is the buyers’ guide of the active jew- 
elry trade — wholesale and retail. 


} 

| 

| SOUTHERN PULP AND PAPER 

| MANUFACTURER 

The Southern segment of the industry 

| manufactures over 55% of fhe pulp 

| and 40% of the paper and poper- 

board. 

SOUTHERN PRINTER 

} AND LITHOGRAPHER 

| Reaching better Southern printers and 
lithographers — plus newspaper me- 

| chanical superintendents. 

| 

| 

| 


SOUTHERN STATIONER 
AND OFFICE OUTFITTER 
A merchandising paper for stotioners, 
stationery departments, office supply, 
furniture and equipment dealers. 


NEW SOUTH BAKER 

| Complete coverage of baking in the 
South — an industry that is constantly 
expanding its facilities. 
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SELLING AT THE POINT OF IMPRESSION 
That’s the job a good engraving should do. 


SELLING AT THE POINT OF IMPRESSION 
That’s the job an H&M engraving always does. 


Hutchings & Melville, inc. 
Distinguished Photoengraving 


4043 N. Ravenswood Ave., Chicago 13.  EAstgate 7-9220 


Faithful-to-plate 4 color wet proofing 


Baltimore Adclub Honors 
Helen Delich as Adwoman 


Advertising Age, May 21, 1956 


‘Charge Accounts Are 


The Women’s Advertising Club Retailers’ Best 


of Baltimore has awarded its an- 


nual Advertising Woman ef the Service, BBDO Finds 


Year honors to Helen Delich, mari- | 
time editor of the Baltimore Sun. 


Miss Delich received the award 
|on the basis of her coverage of the 
|Port of Baltimore and her weekly 


New York, May 15—The most 
important retail store services are, 
|in order, regular charge accounts, 
|free delivery, parking facilities, a 


television show, “The Port That) S¢rvice for paying utility bills and 


| Built a City and State.” 


U.S. Printing Elects 6 VPs 

U. S. Printing & Lithograph Co., 
|Cincinnati, has elected six vps. 
|/They are R. P. Kane, director of 
special product development; J. 
| Lambie, director of general adver- 
| tising sales; R. J. Walters, director 


|of carton sales; K. W. Weyer, di- 
|rector of label sales; A. H. Wil- 
|}helm, director of finance and 
| budgetary control, and K. J. Wol- 


laeger, director of gravure opera- 
tions. 


Potent 


fulfill a role unduplicated by any other selling force. 


The Voice of Authority... 


COMPANY 


Because of their editorial vigor and leadership, modern business publications 
have become a potent selling force without which our advanced concept of 
marketing would amount to idealism without implementation. For we can step up 
production only as fast as we step up the means of selling that production. It is 


in this balancing of the economy that today’s trade and industrial publications 


Chilton 


Chestnut and 56th Streets « Philadelphia 39, Pennsylvania 


CHILTON PUBLICATIONS: Department Store Economist + The ron Age + Hardware Age + Spectator « Hardware World 
Jewelers’ Circular—Keystone « Automotive Industries « Gas + Distribution Age + Optical Journal and Review of Optometry 
Motor Age + Boot and Shoe Recorder « Commercial Car Journal + Butane-Propane News + Tele-Tech & Electronic Industries 


|free gift wrapping. 

| These facts are the results of a 
|survey conducted in Syracuse by 
Batten, Barton, Durstine & Osborn 
in cooperation with the National 
Retail Dry Goods Assn. 

Of 36 typical services studied, 
the five most popular in the cus- 
tomer’s mind were: regular charge 
accounts, 65%; free delivery, 54%; 
automobile parking lot, 35%; util- 
ity bill paying service, 26%, and 
free gift wrapping, 24%. 

Time payments, shoe _ repair, 
check cashing (not for paying 
bills), and C.O.D. orders were 
among the other services that were 
listed, though not with the fre- 
quency of any of the above serv- 
ices. 

The study also indicated that the 
type of merchandise handled by a 
store is the biggest single consum- 
er attraction, accounting for the 
patronage of 47% of the customers. 
Other reasons for patronage were: 
Store location and accessibility, 
14%; price, 14%; store services 
and special services, 8%; atmos- 
phere, appearance and reputation, 
7%; personnel, 6%, and for mis- 
cellaneous reasons, 4%. 

The survey has been published 
in brochure form, titled, “What 
Attracts Customers to Your Store 
...and What Services Your Cus- 
tomers Use.” It is available from 
the marketing department of 
BBDO, 383 Madison Ave., New 
York. 


Shirriff-Horsey Appoints 
Four Agencies for Divisions 
Shirriff-Horsey Corp., Plant 
City, Fla., and Toronto, has ap- 
pointed four agencies to handle the 
advertising of the various divi- 
sions of the company. McKim Ad- 
vertising, Toronto, will handle ad- 
vertising in the U. S. and Canada 
for the Southern and Shirriff di- 
visions, and the subsidiary, Shore- 
line Enterprises of America, 
Tampa. Willis Advertising, Toron- 
to, will continue to direct advertis- 
ing for Hungerford Smith Co. and 
the institutional products adver- 
tising of the Shirriff division. 
Hilton & Riggio, New York, will 
direct advertising in Canada for 
all 7-Minit products which are dis- 
tributed in Canada by Shirriff- 
Horsey Corp. Colman, Prentiss & 
Varley, London, England, will 
handle the account. 


Two Join ‘Prairie Farmer’ 

Art Wirsching, formerly of 
American Poultry Journal, and 
Dick Bannon, formerly of Equit- 
able Life Imsurance Co., have 
joined the advertising staff of 
Prairie Farmer. Mr. Wirsching 
will cover Illinois and Indiana; 
Mr. Bannon will cover Iowa and 
St. Louis. 


Gateway Wins Ad Contest 

For the second consecutive year 
Gateway Transportation, La 
Crosse, Wis., won first place for the 
best over-all advertising campaign 
by a trucking company in the an- 
nual Customer Relations Council 
advertising contest. Mason & Dixon 
Lines, Kingsport, Tenn., was 
judged second. 


Buys Two Newspapers 

The Sunnyvale Standard and 
Mountain View Register Leader 
have been bought by Central Cali- 
fornia Newspaper Publishing Co., 
'which also controls papers in Gil- 
‘roy and Los Gatos. Joseph C. 
Houghteling, president of the pur- 
chasing company, becomes pub- 
lisher of the two dailies. 
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(VERNIGHT RESULTS 


FOR SH i: CO. STORES BUILT THIS 30-YEAR SUCCESS STORY 


ADVERTISING 
LINAGE 
800,000 NEWS 
AMERICAN 
700,000 
iia NATIONAL TEA CO. ADVERTISING | 
LINAGE IN CHICAGO NEWSPAPERS | 
500,000 
400,000 | 
300,000 
200,000 fi MORNING S 
NEWSPAPER r 
100,000 zs ae & AS fs 
7 fs | 
ws ; om, ALL-DAY ; 
| o \e4F ‘__|_NEWSPAPE EA 
oO == “ =." . te 


1924 


NATIONAL ADVERTISERS: 
GET THE SAME 


OVERNIGHT RESULTS 
FOR YOUR PRODUCTS! 


For over 30 years, National Tea Company has 
depended heavily on its advertising in Chicago’s 
evening newspapers to bring in tomorrow’s cus- 
tomers. Today, Chicago retail grocers show a 
3 to 1 preference for evening newspaper adver- 
tising. This pattern has played a major part in 
the growth and development of these giant food 
marketing chains. 

Following the advertising pattern of successful 
chains affords the greatest opportunity to sup- 
port the volume retailers of your product. It 
provides the greatest incentive for tie-in ad- 
vertising. It is the fastest way to introduce a 
new product .. . the most economital way to 
gain greater share-of-market for products which 
are already established. 


1934 1944 


FIVE WAYS THE 
CHICAGO AMERICAN GIVES 
ADVERTISING MORE PAY-OFF 


1. Big, Responsive Evening Circulation—more than 500,000 
daily in high-potential Chicago trading area. 


2. Largest Evening Home- Delivered Circulation — 43.1% 
home-delivered in Chicago and suburbs. 


3. Full Corporate Chain Representation— More than double 
the food chain linage of the morning newspaper, more 
than five times that of the all-day newspaper. 


4. Top Food Editorial Pages— Mary Martensen’s food col- 
umns are exciting news for Chicago women. 


5. Tie-in and Marketing Cooperation—Mary Martensen 
features your products on her TV cooking school pro- 
gram ... field men work under your direction to promote 
your advertising to the trade. 


Represented Nationally by 
HEARST ADVERTISING SERVICE INC. Offices in 15 Principal Cities = 


= 


1954-55 


ERICAN 
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... but EVERY DAY is an 


OIL MARKETING DAY 


How can you reach this $12,000,000,000 market most 
effectively? With NPN! It’s the only magazine directed 
specifically to the men who buy oil marketing equip- 
ment and TBA-—the marketing men in the major oil 
companies and the independent oil jobbers. Are they 
; getting your sales story regularly in NPN? 


(Niational 
Pletroleum 
| Niews 


the McGraw-Hill Magazine of OIL MARKETING 
@ @ Established 1909. Published monthly 
NPN Factbook published as a 13th issue in May 
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Names Two Representatives 
Bride’s Magazine has appointed 
Stephen M. Cornell its midwest- 
ern advertising manager. Mr. 
Cornell, who joined the magazine 
as a sales representative in 1952, 
will continue working from Chi- 
cago. He succeeds Robert M. 
Thorsen, recently named vp and 


| ‘Bride's’ Boosts Cornell: 


| advertising director in New York.| 


Bride’s also has appointed 
Blanchard-Nichols-Osborn, Atlan- 


| ta, to represent it in the South. | 


|Edwards Co., Miami, will con- 
tinue to represent the magazine 
| for travel advertising in Florida 
and the Caribbean. Joseph L. 
| Hunt, Toronto, has been named 
ie represent Bride’s in Canada. 


‘Conklin Mann Adds Division 
| Conklin Mann & Son, New 
| York, has been appointed to han- 
dle advertising for the agricul- 
tural chemicals division of Amer- 
ican Cyanamid Co., effective May 
1. Previous agency was Hazard 
| Advertising Co., New York. 


in a series showing the “little extras” at 
Bertsch & Cooper that make service so extra good 


That’s B & C’s Monotype setup alone! With more keyboards, 


type faces and sizes, more mat cases and casters than any other 


Chicago ad shop... there’s never any waiting to get your job started 


...or finished! Add this to B & C’s time-honored craftsmanship, 


and you have typography at its best! 


BERTSCH + COOPER 


A DIVISION OF AMERICAN TYPESETTING CORPORATION 
1147 West Jackson Blud., Chicago » MOnroe 6-5200 


Largest facilities in America ... for complete typographic, 
electrotype, newspaper mat, film positive service 


Advertising Age, May 21, 1956 


| lavent you wished for it? Here It is! sean 
_ CHIFFON CAKE! Now eat to bake 
from a NEW DUNCAN HINES M 
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| taking with Puncan Hines is an 
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CHIFFON—Nebraska Consolidated 
Mills Co., Omaha, is introducing 
its new Duncan Hines chiffon cake 
mix in the Midwest, South and 
West Coast with this four-color 
newspaper ad. Gardner Advertis- 
|ing Co., St. Louis, is the agency. 


Chew, Get Thin, 
Say Ads for New 


Formula 71 Gum 
| New York, May 15—Now you 


|can chew gum and lose weight— 
the psychological way. Burshere 
Sales Corp. is introducing its pat- 
ented Ferguson’s 71, a chewing 
gum that feeds you a “phantom 
meal” and curbs your desire for 
food. 

This new product “attacks the 
|mental aspect” of the reducing 
| problem—appetite—rather than 
| physical hunger, according to the 
| company. By appeasing taste and 
| appetite, the chewing gum auto- 
|matically reduces the amount of 


food needed for that “well-fed” 
feeling. 
Cooperative advertising with 


| department stores is introducing 
the product across the country, 
| while a contemplated area-by- 
area saturation campaign is now 
being tested in New York. Radio 
|} and tv spots, mainly “health bul- 
letins” delivered by Bea Wain and 
| Andre Baruch, have been sched- 
|}uled on an around-the-clock ba- 
| sis, backed up by newspaper in- 
sertions. 


® A b&w page is running in the 
May Harper’s Bazaar, and the new 
| product will be promoted to the 
trade through drug and depart- 
ment store publications. Dealer 
aids include counter cards, win- 
dow stickers and store display 
units. 

Ad copy asserts: “When you 
chew two pieces of the gum be- 
fore meals, the flavor is carried 
to the taste buds on your tongue. 
These taste sensations are then 
transmitted to the brain, giving 
you a feeling of appetite satisfac- 
tion. Thus, when you sit down to 
eat, you automatically eat less. 
And with a smaller intake of cal- 
ories, you start to lose pounds im- 
mediately.” 

The gum is sold on a 10-day 
free-trial basis in drug and de- 
partment stores at $2.98 for 80 


pieces. 

Blaine-Thompson Co. is_ the 
agency. 
WKEBT Raises Rates 

WKBT, La Crosse, Wis., has 


made an across-the-board rate in- 
jcrease of 20% in all time catego- 
|ries. Advertisers whose schedules 
are running on WKBT as of May 
31 will receive six months’ rate 
protection. 


Gordon Best Elects Sigler 

| Carl Sigler, merchandising di- 
{rector of Gordon Best Co., Chi- 
| cago, has been elected vp in charge 


_|of merchandising of the agency. 
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Tuts 7-transistor pocket radio makes 
the ideal PRIZE for contests and pro- 
motions... the ideal GIFT for business 
occasions...the ideal AWARD for a 
job well done by someone in your 
organization. And the superb perform- 
ance of the Royal “500” makes it an 
award that will be prized—and talked 
about—for years! 


AMERICA’S FINEST TRANSISTOR 


POCKET RADIO... ZENITH’S ROYAL‘'500" 
The hottest Gitt idea on the market / 


Read the amazing facts about the 
quality and performance of this tiny 
all-transistor radio in the national ad- 
vertisement reprinted here. By far the 
most outstanding pocket radio in the 
country today, its sales figures have 
skyrocketed in the few months it has 
been on the market. 


ay 


For full details on the Royal "500", write to 
Zenith Radio Corporation, Attention: Sales Promotion Department, 
6001 W. Dickens Ave., Chicago 39, Illinois 
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Everything’s moving up in Tampa. 


Population has soared. Buying power has hit 
new highs. In six short years, retail grocery 
store sales jumped up 130%; drug store sales 
up 87%; total retail sales up 81%; industrial 
payrolls up 33%; bank clearings up 138.3%; 
auto registrations up 97.5%. 


The Tampa market is an important segment of 
the Blue Ground of Sales, key areas of the 
country where national advertisers win or lose 
sales leadership. 


‘United States Bureau of The Census Report for Tampa, Florida, 1955 
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What is the Blue Ground? It’s where consumer dollars are spent in volume. 
It’s where advertisers must sell — with sleeves rolled up and both fists 
clenched — to survive, to thrive, to prosper. 


The Blue Ground of Sales consists of a mere 12% of America’s 3073 coun- 
ties. In this handful of geography lies the concentrated wealth of the nation. 
8 out of every 10 dollars spent in all super markets are spent here. 7 out 
of every 10 dollars that pass across retail counters are cash registered here. 
No matter what consumer product you make or service you offer — to win 
sales dominance nationally you must win in The Blue Ground first. 
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The American Weekly covers the Blue Ground more fully, penetrates more 
deeply than any other national magazine — weekly, service, or Sunday. 


It lays down the bulk of its huge circulation of over 10 million in these 
bustling retail areas, and also provides effective sales getting coverage in 
territory outside the Blue Ground. 


For complete details on the Blue Ground of Sales — what it is, where it 
is, how best to cultivate it — ask to see The American Weekly story 
DYNAMITING THE BLUE GROUND! 
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PHILADELPHIA BULLETIN ¢ PITTSBURGH SUN-TELEGRAPH « PORTLAND OREGONIAN © ST. LOUIS GLOBE-DEMOCRAT «+ ST. PAUL PIONEER PRESS * SAN ANTONIO LIGHT 
SAN FRANCISCO EXAMINER © SEATTLE POST-INTELLIGENCER * SYRACUSE HERALD-AMERICAN ¢ TAMPA TRIBUNE * WASHINGTON POST & TIMES-HERALD © WICHITA BEACON 
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On the International Scene... |top officials, but also of the gen-| bride Co., opened last week in) Counsellors Group Opens 
= eral population.” | Chicago at 53 W. Jackson wird. | A new advertising and market- 
. . Mr. Kilbride formerly was direc-! . 

P&G Moves in on Lever in France ® CKVR-TV, Channel 3, Toronto, | tor of publications and advertising | sauiaa tae ° Bo ae al a 
has applied for permission to in-| for American Finance Conference. Hart Bld #24 Doylestown, Pa. The 
French agency men, in the U.S. | “large-scale study” of the needs,| Ts mile rodius hae ey Lali jn mag —" 1 Meee = bee eer new agency will be managed by 
for the international meeting! resources and future economic POS | into most of fahe pwd : thy ry "" sete oo erteqgarrnd | 7 e | Smith, formerly public 
sponsored by the American Assn._| sibilities of Western Europe. The! 4;..; 0g yj epee pce perations, the} relations director of the Bucks 

oe , 4 ; | district, as well as Toronto. Ralph| Franklin Assn., George Lauterer | : ‘ 
of Advertising Agencies, reported | survey, which will take about three | : . S County United Community Fund 

a big soap war shaping up in| years, will be similar to the one suegreve, omer of Me station, | Corp. and Consumers Aid Inc. daf 1 ivertisi 
; ; said the Transport Department will and a free-lance advertising con- 


France. Lever Bros. has dominated | reported in “America’s Needs and ; ; sultant. 
the. market for many years, but| Resources,” the study brought otigene me request June 20 "| Toledo Refuses to Ban 
now Procter & Gamble is moving | by the fund in 1947 and updated | CKVR seeks to boost its signat| Sunday Sale of Automobiles ‘Diner’ Appoints Tucker 
ee and a mammoth ad | last year. 'by raising its television antenna| | A measure advocated by the To-| Harold T. Tucker has been ap- 
4 . | ; . 2s 
: . . ° , _|another 600’, to 1,700’ above sea|ledo Automobile Dealers Assn. to| pointed advertising manager of 
, P&G or taba agencies be- NF pronase ye eg rela~ | level. This will bring Huntsville,|ban Sunday sales of automobiles | Diner Drive-In, Duluth. Mr. Tuck- 
Selit dered te ~ anag y ir o — seminar at New York University | Bracebridge, Parry Sound sed defeated by the Toledo coun-/er was formerly eastern advertis- 
- : : Owen Sound within viewing) CU. |/ing manager of the magazine d 
__| that compani arket broad | 8 8 om 
4 be , worth $2,000,000. Lever | hould es then ri + oe ” 4 he | Tange. The signal also will be re-| | will continue to maintain his office 
ance’s largest advertiser—uses a| Snould make a careful study of the) din T , icials ls 
ceived in Toronto. Station officials) Daystrom Names BBDO |in New York. 


house agency. Sodico, McCann-/ Cultural patterns and ideological |"°*""* (™ ~ 
, , |beliefs of their potential custom. | ‘"S#S8t # will not affect Channel 2) paystrom Furni idi- | 
Erickson’s French agency, handles | P jor 4. The antenna is two miles | apy aera ieee bee Sackheim Named Copy Chief 


part of the Colgate-Palmolive busi-| ¢?S- “In the curgent struggle for | “ 

ness. overseas markets,” Mr. Bernays | S°¥th of Toronto. ‘has named Batten, Barton, Dur-| Mrs. Sylvia M. Sackheim, form- 
said, “quality merchandise and | |stine & Osborn to handle its ad-|erly secretary-treasurer of Ben 

® Paul Ruiz and Josefina Hege-| services are no longer enough. To Robert Kilbride Co. Bows | vertising and public relations. The | Sackheim Inc., has joined Dundes 

wisch have joined the expanding| compete, American business must} A new advertising and public | account previously was with N. W. | & Frank Advertising, New York, 

Mexico City office of Robert Otto! obtain the good will not only of|relations agency, Robert E. Kil-| Ayer & Son. |as copy chief. 


& Co. as account executives. Mr. 
Ruiz formerly was with Casa Aut- 
rey and Charles Antell of Mexico. 
Before that, he served as ad di- 
rector of Colgate-Palmolive. Mrs. 
Hegewisch, formerly a media rep- 
resentative for Hablemos, once 
worked under Ignacio Carral as 
assistant ad manager of Sears, 
Roebuck in Mexico. Mr. Carral, 
president of the Mexican Assn. of 
Advertising Agencies, heads Otto’s 
Mexican operation. 

The Otto agency also announced 
the addition of Grant Keener to its 
New York account staff. Mr. Keen-| 
er was formerly with the tv de-| 
partment of Benton & Bowles and | 
the production staff of CBS-TV. | 


© Sterling High Fidelity Inc., New| 
York, has been appointed exclusive | 
U. S. sales agent for Norddeutsche | 
Mende Rundfunk, Bremen, the sec- 
ond largest producer of high fidel-| 


ity equipment in West Germany. | 


Initially, Sterling will be market-| 
ing here a six-model line, includ-| 
ing table radios, a short-wave 
portable and a tape recorder, un- 
der the name, Nordmende-Sterling 
High Fidelity. Consumer promotion 

will start in the fall through Preiss a new concept in TV realism 
& Brown, New York. 

® John Orr Young, co-founder of; : 

any & tao cue ee ne ... gets into the heart as well as the home 
advertising agency consultant, re-| 
ports that he has “gone interna-| 
tional.” Mr. Young says he has, 
acquired a client in London and 
another in Mexico City—*“both| 
thriving agencies.” 


® The international division at 
Radio Corp. of America is supply- | 
ing the transmitters, antenna, cam- | 
eras and other equipment for the 
new television station opening in) 
Maracaibo, Venezuela, this sum-| 
mer. The station will serve a po-| 
tential audience of 130,000 in) 
western Venezuela. The Caracas| 
area has had tv since 1952. 


© J. Frederick Dewhurst, of the’ 
Twentieth Century Fund, sails for 
Europe June 2 to supervise a 


_ One Gets Lesser Term 
Ward drew four years w 
0 fine . om Judge 


Gripping dramas based on real- 
life police cases which made front 
page news — taken from the files 
of the world-famous Sheriff of 
Los Angeles County, Eugene W. 
Biscailuz, creator of many firsts in 
law enforcement. 


take the STRAIN otf 


your PRINTING | 
budget,/ 

Let a Nebraska Farmer Print- 
ing Company estimate, together | 
with some of our samples, prove 
that you CAN cut costs with- 
out sacrificing quality. 

We're equipped to hondle 
every job from folders to 
periodicals with complete off- 
set lithography and letterpress 
equipment, operated by skilled 
craftsmen who ore proud of 
their work. We can give you | 


*1,500 man organized reserve 
* Volunteer mounted posse 

- Aero squadron 

- Police radio cars 

* Honor system prison farms 
-Youth rehabilitation centers 


creative service, too 
write or call : Y 
bachiietinls'Minines Phone, write, wire ABC Film Syndication, Inc. 
Printing Co. 
1420 P St. Lincoln, Nebr. | 
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Call out the reserves 
with a touch of your toe! 


Call out the Reserves with a touch of your toe ! 


a 


ane 


FORD V8 
a Werte 
be ali gt 


ah i A Ome se 
Rede eet tem abet rg te 
ne teste (Oe he Geet oe ee 


Dikdcbortodighato- ch. 
THE LONG ARM—Both Ford and Buick have “reserves,” 
according to these ads. The Buick spread was used 


in March, 1952, in the New Yorker, The Saturday Life. J. Walter Thompson Co. is the Ford agency 


Lanolin Plus Introduces 
New Liquid Shampoo 

Lanolin Plus, Chicago,-is intro- 
ducing a new liquid shampoo. This 
newest addition to the Lanolin line 
is available in two sizes: 6 oz. 
retailing for $1, and 16 oz. for $2.- 
25. An introductory offer to the 
trade includes one free with 11 of 
the smaller size; the offer expires 
June 15, 1956. Russel M. Seeds 
Co., Chicago, is the Lanolin Plus 
agency. 


‘Gastonia Citizen’ Suspends 
The Citizen, Gastonia, N. C., 
which has been published five 
times a week, has announced it 
is suspending operations because 
of “financial difficulties.” The 
newspaper, founded four years ago 


Evening Post and newspapers. Kudner is Buick’s by a group of stockholders, began 
agency. The Ford V-8 ad was used in the April 23/95 4 Semi-weekly, became a tri- 


weekly and later was published 


"| five times a week. David Gillespie, 


|editor and publisher, said the 


Johnson to ‘Capper’s Farmer’ |has appointed Fred L. Johnson to,;son formerly was with Procter &| newspaper may resume later as a 


Capper’s Farmer, Topeka, Kan.,-its Chicago sales staff. Mr. John-| Gamble Co. 


| bi-weekly or weekly. 


by 


31 


We Have a Discovery, 
Too, Admiral Byrd! 


in 


is right here 
a quarter of a billion 
dollar market in the SOUTH! Never 


Our discovery 
America .. . 


reached—never sold until WDIA 
came upon this rich market of 1,237,- 
686 Negroes—nearly 1/10 of the Ne- 
gro population in the entire United 
States! 


SOCIO-ECONOMIC 
REVOLUTION 


In the industrial revolution of the 
South, Memphis has become a major 
center of development—and Negroes 
have become a vital factor in the 
prosperity of the community. As 
Negro economy has expanded, social 
consciousness has increased. With 
earning power the highest, per capita, 
of any Negroes in the United States, 
these citizens have a new incentive 
to elevate their standard of living— 
buy more and better goods. 


PROFIT MOTIVE 


Foreseeing this economic trend, 
WDIA converted, in 1948, from the 
conventional type, radio station to 
all-Negro programming. Within one 
year, WDIA jumped from LAST to 
FIRST position in over-all audience 
rating, and augmented its annual 
gross dollar volume by 600%! If you 
have a profit motive in mind, take a 
mental expedition to WDIA! 


REACTION PATTERN 


WDIA customizes programming to 
meet the changing socio-economic 
needs, providing Negro announcers, 
disc jockeys, performers, to establish 
rapport with listeners, through tra- 
ditional type entertainment and com- 
mercials. At the same time, WDIA 
displays acute awareness of the new 
status, creating reaction patterns of 
new dignity and desire for superior 
standards. 


NEGRO SPENDING 


Consequently, Negroes in Memphis 
and surrounding trade area spend 
80% of their income cn consumer 
products, such as foods, drugs, gaso- 
line, and soft goods. Among WDIA’s 
clientele are: 


Carnation Milk, Arrid, Calumet 
Baking Powder, Kroger Stores, 
Ex-Lazr, and Wrigley. 


With WDIA’s 50,600 watt coverage, 
it reaches 1,237,686 potential buyers! 
The WDIA Negro Staff adds com- 


-mercial impact to tremendous pene- 
’ | tration. Market possibilities are fan- 


tastic. Inquire about them, on your 
own personal letterhead, immediately 
—and ask for your bound copy of, 
“The Story Of WDIA”! 


WDIA is represented nationally by 
John E. Pearson Company. 
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In WICHITA, Kansas 

Estimated 10,000 attracted to new residential 
area result of McClure Realty 5 page in Wichi- 
ta Eagle. 5,000 visited “Five Show Homes” 
priced from $17,000 to $23,000, and many homes 
ordered. Ad repeated following Sunday. Re- 
sults, more crowds. 


In WESTCHESTER COUNTY, New York 
Using the Westchester Group Newspapers ex- 
clusively, the Milk Maid Ice Cream Co. Inc. 
broke ail sales records in history of chain, ac- 
cording to Norman Reitman, Advertising Di- 
rector. Full page—one day did it at opening 
of first Westchester store. 


In WAUKEGAN, Illinois 

Want to sell appliances in Waukegan? De Greef 
Bros., appliance dealer, advertised their “May- 
tag Marathon” in the Waukegan News-Sun. 
Results: Largest dollar volume in their 22-year 
history, a 400% increase over the previous 
year’s period. 


In WATERLOO, Iowa 

Last Spring the Waterloo Courier ran a special 
_advertising section featuring the Waterloo 
Home Show. This, combined with other Courier 
publicity and advertising, brought 40,000 north- 
east Iowans through the gates in just five days! 
That’s pulling power. 


40-thousand turned out for Waterloo Home Show, 
promoted in pages of The Daily Courier 


In SOUTH BEND, Indiana 

Belleville Lumber & Supply Co., retailers of 
lumber and building materials, anticipated 
2,500 visitors to their 25th anniversary event. 
More than 7,000 showed up. Belleville credits 
the response to South Bend Tribune advertis- 
ing, because no other medium was used. 


In SHREVEPORT, Louisiana 
The “greener grass” of Shreveport produces 
power mower sales through the Shreveport 
Times-Shreveport Journal. One retailer re- 
ports: 24%% ad cost for 100 credit and cash 
sales during February 16-23, 1956. 


In ST. PETERSBURG, Florida 

Time: Hot mid-summer 1955. Problem: Sell 
300 reclaimed USAAF fleece-lined leather 
pants. First choice for Bill Jackson’s sports 
store was The St. Petersburg Times. Reason: 
Read by 90% of St. Petersburg families. Re- 
sults: Sold out! 150% profit. 


In ST. JOSEPH, Missouri 

Reports Newton H. Hatfield, Hatfield’s Hard- 
ware & Sporting Goods, “Our confidence in 
newspaper advertising encouraged us to add 
recently a Johnson Outboard Motor depart- 
ment. Already we are 167% over the national 
sales average for cities our size, and we expect 
to top that.” 


In ROCHESTER, New York 

Sibley, Lindsay and Curr Co. advertisement 
for power mowers placed in January with 
Rochester Times-Union, Democrat and Chron- 
icle produced 78 immediate sales—the entire 
stock. Many orders taken for future delivery. 


/ 


Parked automobiles as far as the eye could see: 
Journal Star packs ‘em in Peoriarea center 


In ROANOKE, Virginia 


We were swamped! Times and World-News 
offers in 1955 brought 8,000 requests from the 


small fry for Davy Crockett sketches; nearly 


14,000 pattern orders, and 126,961 orders for 


cookbooks. Newspapers get action in Western 
Virginia! 


In PORTLAND, Oregon 

When Armishaw’s, one of Portland’s oldest 
shoe stores, advertised a special shoe event in 
The Journal, here, in the words of the store 
manager, is what happened .. . “This adver- 
tising sold our entire stock of these shoes al- 
most immediately, and we had to reorder.” 


In PORTLAND, Maine 

Who said men don’t shop for themselves? Two 

full-page Portland Press Heraid—Evening Ex- 
ess advertisements and—whoops!—extra po- 

ice had to handle traffic! That’s the 1956 success 

story of Benoit’s, leading Maine men’s store, 

at its annual spring sale. 


Dubuque shoppers storm store for china, glass 
they saw advertised in The Telegraph-Herald 


it everywhere! 


In PITTSBURGH, Pennsylvania 

G. T. Glencer, manager of Lloyds children’s 
store, exclaims: “Sellouts? They’re nothing 
unusual from ads in your paper. Why, right 
now we're struggling with reorders and spe- 
cial shipments caused by an unanticipated and 
overwhelming response for boys’ and girls’ 
communion clothing recently advertised in The 
Pittsburgh Sun-Telegraph.” 


In PEORIA, Illinois 

Thousands of autos overflowed the giant Sheri- 
dan Village parking area for the formal opening 
of Peoria’s popular suburban shopping center. 
A 22-page section in The Peoria Journal Star 
brought a tremendous turnout from the entire 
Peoriarea. 


In OKLAHOMA CITY, Oklahoma 

Lee’s radio & TV ran a half-page “Write your 
own ticket” sale ad in the Oklahoman and 
Times recently; its salesmen were kept busy for 
two days until past midnight writing orders 
totalling more than $15,000.00. 


In OGDEN, Utah 

“Tremendous response” aptly describes results 
of new Safeway Supermarket’s grand opening 
celebration when nearly 15,000 persons at- 
tended. A double-truck ad in the Ogden Stand- 
ard-Examiner brought this overwhelming one- 
day throng to visit new store. 


Gordon A. Berndt, of Sibley, Lindsay and Curr: 
Rochester papers sell 78 plus power mowers! 


In NEW YORK, New York 

To promote a one-day sale of women’s coats at 
$39.90, a Fifth Avenue specialty shop ran a 
small ad exclusively in the Journal-American. , 
Result: $15,000 in business—their biggest coat 

day in five years! 


In NEW ORLEANS, Louisiana 
Maison Blanche Co. offered $5.99 dresses in a i 
color page in The Times-Picayune New Orleans 

States “Dixie” Roto magazine—sold 750 out of 

stock, 1,150 (and more) mail orders—did bet- 

ter than $12,000. Repeated advertisement 
month later—again a huge success! 


In MUNCIE, Indiana 

Results like this happen frequently—“Over 
3,000 people turned out on Sunday, March 7, 

1955, to see the ‘Electromode’ house proving 

that well-planned ads in the Star and Press 
really bring out the crowds”, reports Fred 
LeMaitre, Builder’s Representative. 


In MEMPHIS, Tennessee 
Thanks to the combined pulling power of The 
Commercial Appeal and Memphis Press-Scimi- 
tar advertising, hundreds were turned away 
and police called to handle traffic at Sears 
Cooking School recently, and during inspec- 
tion of homes during National Home Week. 
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In LUBBOCK, Texas 

The “Fashions in Food” cooking school, spon- 
sored by the Avalanche-Journal April 24-27, 
packs new city auditorium! Participating deal- 
ers jubilant over customer response, requesting 
acceptance now for part in 1957 school. 


In LYNN, Massachusetts 

Citrus Fruit Juices, Inc., has climbed from 
modest beginnings to a New England-wide suc- 
cess, thanks to consistent advertising, much of 
it concentrated in The Daily Evening Item. 


In LOWELL, Massachusetts 

Speaking with Robert N. Bates, Lowell Sun 
Auto Editor, R. M. Critchfield, Pontiac presi- 
dent, rated Waldimer Pontiac third biggest 
Pontiac dealer in the nation. For 15 years 
Waldimer has been a heavy advertiser in the 
Lowell Sun. 


In HUNTINGTON, West 

A local Ford dealer had on hand one hundred 
cars prior to new model announcement. As a 
direct result of a full page newspaper advertise- 
ment, he sold all of them and had to reorder 
from the factory. 


Newspap 


In HONOLULU, Hawaii 

Women’s wear specialty shop opened with 
month’s supply of merchandise. Ran 88-inch 
opening ad in Honolulu Star-Bulletin. Store 
swamped with customers, entire stock sold 
in 3 days. Air-rushed replacement merchan- 
dise to keep doors open! 


In GREENVILLE, South Carolina 

Appliance dealer’s 72-hour sale, promoted 
solely in The News & Piedmont, attracted thou- 
sands day and night. Said dealer: “Tremen- 
dous crowds ... terrific sales! To attract buyers, 
we use newspapers. Dollar for dollar, it’s our 


best bet.” 


In GREENSBORO, North Carolina 
“Our anniversary sale was a sensational suc- 
cess, largely attributed to the 16-page tabloid 
section published in the Greensboro News and 
Record,” reports a local retailer. Large ads or 
small, the News and Record really “wows ’em” 
in Greensboro. 


In St. Petersburg, Florida, fleece-lined pants go 
like hot cakes after Times advertisement 


In GRAND JUNCTION, Colorado 

4,174 families, over one-fourth the entire cir- 
culation, brought their paper into The Daily 
Sentinel office in the day to get it “stamped” 
for the Christmas Treasure Hunt promotion. 
That goes beyond readership. That is ACTION. 


Belleville Lumber, South Bend, expected 2,500 
visitors for opening—Tribune got ‘em 7,000 


In FORT SMITH, Arkansas 

Southwest American and Times Record give 
suburban department store sell-out on anniver- 
sary sale. Advertiser amazed! Automotive sup- 
ply store’s one page on air-conditioners and 
refrigerators produced greatest day in months. 
Result—advertises only in newspapers. 


ers get act 


In CORPUS CHRISTI, Texas 

J. C. Penney sold 7,200 sport shirts (2,400 in 
one lot number, $3.98 each) first day following 
page ad in Caller-Times—sales this item ex- 
tremely heavy 5 days following! Corpus led 
1,700 Penney Stores in sport-shirt sales! 


In CHICAGO, Illinois 

A famous department store advertised women’s 
sandals in color recently in the Chicago Daily 
News Saturday Roto magazine. A swarm of 
customers turned out, and the buyer said the 
response was more than double that of any 
other shoe ad in the department’s history. 


In CALGARY, Alberta, Canada 

N. E. Baker, of The Calgary Builders’ Supply 
Ltd., writes: “We have advertised building 
products consistently in The Calgary Herald 
for the past seven years. The results have been 
most gratifying and have proved conclusively 
the value of your medium.” 


In BILOXI-GULFPORT, Mississippi 

A Variety Store, after no results from a full 
page in a 100% coverage giveaway, ran the 
same copy in The Daily Herald, and found a 
huge crowd waiting for his opening the next 
morning. 


Eager readers queue up by the thousands to enter Detroit Do-It-Yourself Show: 
Friendly Free Press promotion pulled the turnout—typical of newspaper buying action! 


In ELGIN, Illinois 

When Morgan’s Flowers, Inc., heralded an open 
house in The Elgin Daily Courier-News, the 
turnout was so overwhelming that Proprietor 
George N. Morgan called upon neighboring 
florists for additional flowers for “a day we'll 
long remember .. .” 


In DUBUQUE, Iowa 

. . . Overflow crowds required police super- 
vision as they clogged the street, jammed the 
Becker-Hazleton Co. after one Telegraph-Her- 
ald sale ad on china and glassware. And how 
they bought! Swamped store officials used sec- 
ond ad for public apology. 


In DETROIT, Michigan 

Long lines formed at the entrance throughout 
the recent Do-It-Yourself Show. Free Press 
do-it-yourself features and publicity help make 
this annual event a big success. In Michigan, 
you see the friendly Free Press everywhere. 


In DAYTONA BEACH, Florida 
Following publication of 30-inch advertisement 
of gabardine slacks in Daytona Beach News- 
Journal recently, Marvin Thomas, local J. C. 
Penney store manager, reported over 700 pair 
were sold the two days following. No other 
advertising medium was used. 


In BECKLEY, West Virginia 

When a department store advertised a limited 
exclusive on women’s slips in the Beckley Post- 
Herald and Raleigh Register it not only “sold 
out” the first day, but had to return 200 un- 
filled mail orders. 


In BATON ROUGE, Louisiana 

E. J. Vincens, Montgomery-Ward store man- 
ager, reports on results 51-inch ad in Morning 
Advocate & State-Times February 19: “Sold 
twenty $169.88 mowers plus three Shopsmiths 
with attachments totaling $996. In round fig- 
ures received $4,400 sales directly.” 


In BANGOR, Maine 

Thompson-Lyford Hardware chose newspaper 
recently in presenting a completely remodelled 
store, and, writes the Bangor Daily News, “our 
choice was well rewarded. The new store en- 
joyed a great opening and the new self-service 
angle caught on. Since that time we have used 
the News as our primary advertising medium 
and our volume continues to climb.” 


In ALLENTOWN, Pennsylvania . 
Men’s Nite hits jackpot! Christmas shopping 
night for men only advertised by Zollinger- 
Harned Department Store in the Call-Chronicle 
Newspapers, sells out entire lingerie, sports- 
wear, hosiery stock featured in live fashion 
show. 3,500 men in 2% hours! 
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Advertising Age, May 21, 1956 


: Bymart-Tintair Names Two |formed an independent public re-, 
on eee Bymart-Tintair Inc., New York, !@tions affiliate, Williams & Lon- : “ 
Specialists. in SILK SCREEN PRINTING has promoted A. Mitchell Finlay,|d0n Public Relations. Henry H. You'd Pay $17.85 
ee director of advertising for the past Stansbury has been named direc-| To Buy From Our Competitors The 
six years, to vp in charge of ad- | ‘°F: | fh Upper-Cylinder Lubricant You Get 
vertising. Saul Tanner, formerly | I- mde TEE 1k 
with Jules Montenier Inc., has Norge Appoints Roman: - - 
eer ——— eastern regional | Paul E. Roman has been ap-| = eo ah 
anager. pointed manager of market anal-| BeRsBoS ae - “~ 
ysis of Norge division, Borg-War- | way c 
INCORPORATED |Pepumema muito ner Corp., Chicago. Mr. Roman | [= foe ammee 
le) @lelpanielay Wel4e\ie) tame | Williams & London Advertising, joined Norge last year as an ana- z =KAS 
|Newark and New York, has/|lyst in the research department. - a | 
' InDXGasolines 


pe mete gg 


Hundreds of Gesolines bul only one DX the Lubricating Gasotine 


SAMPLE—D-X Sunray Oil Co. is 
promoting its lubricating gasoline 
by giving away 1,000,000 small 
|tubes of “the oil you cannot buy.” 
|'This newspaper ad is scheduled 
for mid-May and June. Potts- 
Woodbury, Kansas City, Mo., is 
the agency. 


Car Dealer's Egg 
Offer Is Nothing 
‘To Crow’ About 


STEINBACH, MAN., May 15— 


| it's Sales, King-Size, 
as Mr. Big comes to KYW! 


A ees : ‘ Automobile dealer A. D. Penner’s 
KYW is winning listeners in a great BIG way with the BIG advertising gimmick may wind up 
WILSON SHOW, Monday through Friday, 12:15-3 p.m. and with hundreds of scrambled eggs. 
Sunday, 11 a.m.-3 p.m. | A few weeks ago he offered a 
; Big Wilson, newest addition to KYW’s roster of radio per- ; _50¢ discount on the price of a new 
sonalities, is a big man in Cleveland radio—not just in size, but id jor used car = every crow egg a 
. in sales force! Big has what it takes to tickle the fancy of radio gait piri pene rok rye oo 
4 listeners—sponsors, too. And how! They’re mighty pleased ; peer 4 on . Rome omg , . 
about the way Big peppers commercials (for local and national ‘ | Fiem comme @ letter from Donat 
‘ . . . . | 
v — alike), with a personal touch that turns listeners into : Descoteaux, of St. Genevieve, ask- 
E customers. : ing if it would be all right “if I 
Yes, Big wins them all with smooth recorded numbers, plus start bringing in 100 dozen a 
a a little of Wilson at the keyboard. He even sings along every week.” At that rate Mr. Desco- 
ke now and then! An entertaining super-salesman, that’s BIG! teaux would receive a $600 weekly 
You want to be in the BIG-TIME? Just call John McIntosh, discount. 
Jr., Sales Manager of Cleveland’s popular new sound, KYW, at , 
CHerry 1-0942. Or call A. W. “Bink”? Dannenbaum, WBC ine he need said he would stand 
‘ General Sales Manager at MUrray Hill 7-0808 in New York. d | “Cates mever bedied Coen on 
f ; ee Nie |an advertising offer yet,” he said. 
In Cleveland, no Selling Campaign is Complete . “If someone brings in 2,000 crow’s 
: tation — eggs he’ll get a $1,000 car.” 
Without the WBC S. . : There may be a slight chance 
‘that the letter is a mistake. Mr. 
J Descoteaux only mentioned eggs, 
KYAT Radio not crow’s eggs. Mr. Penner was 
* to write to confirm the offer. 
WESTINGHOUSE BROADCASTING COMPANY, INC. ms _ Now Mr. Penner isn’t sure who 
will get the worst of the gimmick 
a TELEVISION aa |—the crows or himself. 
BOSTON —WBZ+WBZA BOSTON —WBZ-TV a 
PITTSBURGH — KDKA PITTSBURGH—K DKA-TV cd 
CLEVELAND— KYW CLEVELAND—KYW-TV : Weiner, Ohleyer Gets Flotill: 
FORT WAYNE—WOWO SAN FRANCISCO— KPIX A 
Fs Bp fili |Wamee Grainger VP 
EM SOR 4. > Ea ele _ __ Flotill Products Inc., Stockton, 
L OTHER cate. caw et ene arr om ° *: |Cal., has appointed Weiner, Ohley- 
AL wecs S Re s Dey P s.G WOODWARD. INC, Sf ‘er, Reynolds & Baker, San Fran- 
; cisco, to handle its advertising. The 
‘company markets Tillie Lewis 
| Tasti-Diet low calorie foods and 


'eanned fruits, vegetables and food 


ft 'specialties. The account formerly 
| was handled by the San Francisco 
office of Biow Co., which will be 

: | dissolved in June. 

5 | At the same time, Harold J. 

- Grainger, who worked on the Flo- 


‘till account at Biow, has been 
|mamed a vp of the agency and 
}account supervisor on the Flotill 
|products and Tasti-Diet foods ac- 
s counts. The company has an- 
nounced that advertising plans for 
Tillie Lewis Tasti-Diet foods in 
1956-57 include a_ substantial 
amount for newspaper space as the 
backbone of promotion. 


Monsanto Names Clark 

| William A. Clark has been ap- 
Pointed senior marketing research 
analyst of Monsanto Chemical Co., 
‘St. Louis. Mr. Clark now holds a 
| Similar position with the com- 
|pany’s organic chemicals division, 
and will assume his new position 
|on June 1. 
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Exhibit courtesy The Chase Manhattan Bank 


Open-and-Shut Case 


Manhattan’s first water system, with its wooden mains and crude gate 
valves, was a triumph of its times. 

But it just couldn’t serve everyone at once; in fact, each subscriber was 
assigned a specific, limited period of use. Subtract the leakage along the 
way, and... well, there were better systems to come. 

Business Week came along, for example, with an almost leakproof 
system for piping advertising to business management. Because it was 
never meant to serve everyone, it reaches management men with the full 
pressure of an all-business editorial content... delivered with a fre- 
quency, a clarity, and a freshness that keep the valves open all along 
the line. 

Business Week delivers over twice as much business information as 
any other general, general-business, or news magazine ...and over 
twice the business advertising, too. It’s an open-and-shut case... 


YOU ADVERTISE IN BUSINESS WEEK WHEN 
YOU WANT TO INFLUENCE MANAGEMENT MEN 


BUSINESS 
WEEK 


330 WEST 42ND STREET, NEW YORK 36, N.Y. 


Producers of piping, tubing, valves, and fittings 
consistently place more pages of advertising 
in Business Week than in any other magazine 
in its field. Advertisers in 1955: 


Aluminum Co. of America 
(Alcoa Div.) 

American Chain & Cable Co. 

American Radiator & Standard Sanitary Corp. 

Automatic Sprinkler Corp. of America 

Blaw-Knox Co. 

Bundy Tubing Co. 

Calumet & Hecla, Inc. 
(Wolverine Tube Div.) 

Crane Co. 

Jenkins Brothers 

Johns-Manville Corp. 

Jones & Laughlin Steel Corp. 

Keasbey & Mattison Co. 

Lunkenheimer Co. 

National Cylinder Gas Co. 
(Tube-Turns, Inc.) 

William Power Co., The 

Rockwell Manufacturing Co. 

Transamerica Corp. 
(General Metals Corp.) 


Source: Publishers Information Bureau 


A McGRAW-HILL PUBLICATION 
Member—Audit Bureau of Circulations 


—— ities P ere: 3 i ae ois ae OG ee oe erin OE RS, be aac £2; 
‘ jee zed ee 5 iol a . pe tee eS: ee es a ey Oeae ae ame Os ae 5 
eran i ok pape | ee tS Oe ee oa = Sac weer ee he era ale a) ae 
5 i i i Ss ra ory Sen agus, Fuca. RD, * ee 
es 
) 
se * Ba ati " wea 
“w af : fe} : 
x. % t 
: ‘ if bs 2 ee 
*, — - 
a rs { 
; . Z 
¢ ‘ ; o . 
x3 + Fi = y * Pei 
‘ Ae . 7 Z © 
: ‘4 P e ny 
4 4 F ee - " ‘7 
x nc} +s « é sie ¢ 
Z - . " {coy ' ai aa Bie A ~ 
at ; i * ah ——-- ‘ ae 
gs ee ee 7 
ae . ea ee Sf é : 
< . 7 “SN 4 ‘ — at ay os ie pe 3 sa Fd _ 7 +e 24 3 : : 
% r gat at" ime ; sabi 
aad o a : a aa he pe EO" wc: a a  — —— ps ‘ af 
, = eee = 4 mln At ge a le Pi 
—" ‘a Lees > CO ot ee ww oe ee Pie” 
“ as Pe coe. gee ere ‘ ee 3 ie 
aes ee eee ge ° ae 7 i Lee | ee Ce en oe . r 
ey ee Bee © eg a en ae os 
¢ a Be pee! 3 ieee “te "ni fa ee Yo a - 
pS ee Las oe i a 0 ae — , . 
‘ee 2 RS a ae eee ae, — s) 
ae Oe ae Pom ee: ee TW oe ae wie 
4 ar ne Ly ah 2 ee Cee * oe: 7 7 one <a a Se Gog - 3 « 4 rg: i F ‘ 
e A a ee ar, a SS a ans ae ne wg os ; 
. elt le a I a ae 2 lr an 
~all " tise ee oe? oS oe ee” ee oe yp Me Vi. ie ye x 
“ (¢ SA? 5 Se ee a Pe ia se rs at 5 ee » ae ,. q 
i ht? De ee OF et Ma ig > Ai. ie re” ’ 
a. a, pe + + le ee eee. BE Oe aa E 
‘ Soe ey ie i a Ree ae ee — 20 ed dd ae . — ’ 
-_ 7 wes ay 4 aw A Peet : — ee Pe os y off arti? or. eee a ie a : eg pire. : 
ee A ye Ones aL an ae ee RUA age Se . ao, oS eS wea oe! aS A 
* a are e ie ea es a eee yee i ioe ee es! See ee ee . , 
“% | * ts at A eee ae a ae or _< — ee ae ee 2g ee! eS — 
; Ps Die ; ; Bet ee Te eg ie eke ee ee oe : 
. ® v eee: 5 ha A eee el aa , Sete oe ae ee ea ee ; ’ . =? 
, FF . oe. Se ed _ Ri OO” ai aie ees ie y 
: > I ee 4, ite Ba gee . “Seat = gala — + MES ae! Pies phate eats a . 
, voRA Les “ee ek oe at. 2 eee a 
Se Vane ge Dg I eal, ail oe: ay adil a Fo Te S 
: » = » 2 ew Ae tr - OS 9 Se kt : ee, ae » 
oa). oa Pei Oe: ee a <a “aie eae et La oa ie 
RS : oe” A ee a a ee ey 
. _ RS Ta ge |, Se eee ee es ee Nie ite on 5 
: ; : oa \, See Ee il cider set aes Poe es <r " ‘« 
F |: iS a — ite: ; 
~. a a _- ¢ eae i. oe. ee i be 
q » + - 3 rr Wn I Stile an, Oe zs 33 an 5-4 ae 
. _- ¥ % vin. Sn Dy om, le ee ee > al 7} 1 ie : s “ e < Py aC 
7 ¢ WANT yo Pei. ae ; Cees a , _ : 
eatea MAS omg 3 : es = a a me 
- SN , : ees, Se a rr | ee ape a a . ae . wr ie be. > 
Pas <4 : oN i he ei - 7 ne ae it “ ad Pr ? 
4 yy e 2 a> ; Pk ri ie er a aie oH, ¥ : 
; a, Ae J hes: ’ ve at oa ae Pe. Batam eo it ; f 
ff d Q. a ‘ . eee : os Pe. 5 : 2 
H - rey rae ey f : TRIM ree, ames os . ‘ - 
4 i ae ; eo” = ae a ai : ne oh - ' th 
es : Beh ares SS @ OFS re lll ™ 
. ae se ral ae ae > 
may oe © yt 5 3 | ae a ts Sa ¢ % . 
sae | eee s 4 = pier, : or “ ‘ 
a oe: 7 iF} a eee 4 wt * me 
. *. M. Levis, ate " . ‘ Ke ee a ee ; a ; ats “ * BA. i 
* oe to Soe, J tee)6 Ce on - sae ‘ 
un + en Oe 7 Y a al a ys 3 
Bet) * tae FE yas 
Sty et 4 CS Sets — ie cae fa Otis > 
ae + ~ ga a , : bytes "4 fe 
oe ag ; “tes “4 
— : <= Me. a ie 
% . st Pee 7s Wy 4 ‘ 5 7 ar t ‘ao ne 
PY: ri Me iii . el 
Ca 
ay 
i. 
5 ae 
ne 
a 
‘ts 
° - 
) . 
2 f 
é ee a 
| 
SE . P | 
{ f 
t 
& : hy 
: F 
; ‘ 
; + 
ihe 
4 - : . 
_— : : i igen. |e es i eo s i ages. SR Se Ny bee ote 
; — ~ ie cas haat beter "eee eee | nee » Set oe eee ae eee ee WN deve ¢ y z : 
inl iit ot: 3 ae pre ere Pee ah ac: Gg on ae a ae oh Sa es fee es A 4 oy he 
_ ; if ae Soe ee cee aes Pet, CeO am {se : | Se ais: Gear : 
| Seo. be MMMM ie: aN ate PERE oa ite SC ee ae ae ee Ble ea ee ee ee ee 


THE Two “R's” READERSHIP *~° READER INTEREST 


GUARANTEE THE OVERWHELMING SALES PROMOTION SUPERIORITY 
OF THE TIMES SERVICE WEEKLIES 


Readership and reader-interest are the double measures of 
advertising impact. In the Times Service Weeklies, they 
are unequalled and inseparable. Concrete statistics certify 
this: More officers, enlisted men and service dependents 
read the Times Service Weeklies than all other military 
publications combined. Common sense clarifies this: The 
evident editorial excellence of the Times Service Weeklies 
commands the loyal attention and enthusiastic interest of 
servicemen from top-drawer policy makers to trainees. 
Whether your objective is a defense contract or a share of 
the $8 billion military consumer market, the Times 
Service Weeklies get your message across to the Armed 
Forces— where it counts and when it counts. 


| 


ARMY TIMES PUBLISHING CO. 2020 M. St., N.W., Washington 6, D.C. 
U.S. OFFICES: Chicago, Detroit, Honolulu, Los Angeles, New York, Philadelphia, San Francisco 
FOREIGN OFFICES: Frankfurt, London, Paris, Rome, Tokyo 


ARMY 


Write for rates, copies, and new market data book, “Timely Facts". | ; 


3 1434 Navy CPOs Named 


TIMES « AIR FORCE TIMES « NAVY TIMES 
- % U.S. COAST GUARD MAGAZINE « 


ots ! 
_— 


Advertising to Youth... 


fot 


Girls grow up a lot faster these days, 

and Lenthéric, maker of the famous line 

of Tweed fragrances, knows it. Lenthéric 
also knows that the number of teen-age girls 
will increase by more than 50 per cent 

in the next eight years, thereby providing 

a vast new market for the sale of * 
cosmetics of all kinds. 


HAIR 
SPRay 


ETS sce 
MAVES waves 


Those are two compelling reasons why 
Tweed fragrances and Tweed Spray Hair 
Net are advertised consistently in Scholastic 
Magazines. Last fall Lenthéric promoted 

a highly successful contest through 

| Scholastic Magazines. A first-rate sound- 
slide film on good grooming, sponsored 
jointly by Lenthéric and Arrow, has also 
been making its popular rounds throughout 

| the high schools this year. 


There’s no substitute for a consistent, 
many-sided advertising and promotion 
program in selling any kind of product. 


there’s no substitute for Scholastic Magazines as an advertising medium to reach 
Let us document that statement. 


place when they are most aware of their personal appearance. 


life. The campaign is placed by Grant Advertising, Inc. 


m || SCHOLASTIC 


33 WEST 42NO0 STREET NEW YORK 36, 


75 EAST WACKER DRIVE, CHICAGO e 1221 HEARST BLOG., 


There’s no substitute for a program of this scope created for and directed to Youth itself. And 


Scholastic Magazines are educational publications with a serious purpose and a genuine reason- 
for-being. They are an indispensable learning and teaching aid in thousands of high schools. 
And they are the only publications, with such wide and regular in-classroom use in the public 
secondary schools, which carry advertising. Consequently, they reach teen-agers at the time and 


Lenthéric, along with many other successful advertisers, is building a solid acceptance among 
the millions of young people who make Scholastic Magazines an integral part of their school 


MAGAZINES 


SAN FRANCISCO 


Advertising Age, May 21, 1956 


Sheafter’s Domestic Sales 

Hit High; Total Down 4% 
Domestic sales of the W. A. 

Sheaffer Pen Co., Ft. Madison, Ia., 

hit a record high during the fiscal 

year ended Feb. 29, partially off- 

setting a decline in foreign sales. 


Announcing-New Grade 
Net sales were $25,920,815, 4% 
below the record sales of $27,072,- 


° 
Mobilgas 
821 the previous year. Net income | 
was $2,054,042, or $2.49 a share in | R 
7 


1955, compared with the 1954 net 
AT REGULAR PRICE! 


Here’s an entirely new grade of gasoline- 
at _regylar price -so good it will give 
smooth, top performance to millions of cars 
that have been using premium fuel ! 


of $2,176,088, or $2.64 a share. 


oo. j 


Mobilgas\ 


because Mobilgas R contains @@C, and higher-than-ever octane! 


0 emp comeeene co 


Andrews Advertising Bows 

Nicholas Andrews, who former- 
ly operated his own Chicago art | 
studio, has formed Andrews Ad-| 
vertising Agency, with offices at} 
185 N. Wabash Ave., Chicago. 
Bernard David Gartner, formerly 
with James T. Ryerson & Son, is | 
copy chief of the new agency, 
which will serve industrial ac- 
counts primarily. 


Now you get Even More Miles per Gailon 


|OPENER—Socony Mobil Oil Co. is 

introducing its new grade of gas- 

|oline “at regular price” with 

| newspaper ads in 55 markets. The 

jad here appeared in the New York 

Times. Compton Advertising is the 
agency. 


Socony Will Market 
Mobilgas R Gasoline 


New YorK, May 15—Socony 
Mobil Oil Co. last week broke 
newspaper ads in 55 markets in- 
troducing its new high-octane 
| Mobilgas R gasoline. 

The new gasoline, the company 
| says, has been designed to give 


‘Business’ Making Move 
Nation’s Business is moving its 


advertising headquarters on June 
1 to 711 Third Ave., New York. 


top performance in many cars that 
previously required premium- 
price fuel. It has been developed 
to give “completely knock-free” 
performance in most pre-1955 cars 
and is said to be designed to satis- 


fy “even the most critical new 
cars with super-compression en- 
gines.” 


Previously, Esso Standard Oil 
| Co. introduced a third grade of 
| gasoline designed to meet the ra- 
|pidly increasing power needs of 
|new model cars (AA, May 14). 
| Socony is advertising its new 
Bas “at regular price.”’ Last week, 
| however, the company boosted its 
| wholesale prices on regular and 
premium gasoline an average of 
.06¢ a gallon. 
| Advertising on the new Socony 
|fuel will be continued and ex- 
tended, the company says, to in- 
‘clude other markets and media 
later in the spring. 

Compton Advertising is 
agency. 


the 


Distillers Group Elects 

| Gregg Wedell, president of W. 
A. Taylor & Co., has been elected 
president of the New York Im- 
porters & Distillers Assn. Other 
new officers are Charles White, 
Fleischmann Distilling Co., and 
Frederick Wildman, Frederick 
|Wildman & Sons, vps.; Valere 
Kees, Munson G. Shaw Co., treas- 
urer, and Jack Birnbaum, Ren- 
field Importers Ltd., chairman of 
the executive committee. Lester 
H. Schreiber was reelected secre- 
|tary and general counsel. 


Ad Workshop Planned 


| 


| An Advertising Workshop will 
|be sponsored by San Francisco 
State College and the San Fran- 
cisco Advertising Club. The work- 
| shop, to be held June 18-22, is de- 
'signed to educate elementary and 
secondary teachers in the role of 
advertising in the modern Ameri- 
can economy. Fee for the session 
is $8.50; one semester unit of credit 
can be earned. 


teen-agers. 


Stegmaier Elects New President 
Edward C. Stegmaier, formerly 
'vp, has been elected president of 
Stegmaier Brewing Co., Wilkes- 
Barre, Pa. He succeeds his brother, 
the late George J. Stegmaier. Wil- 
liam A. Milner-Gibson, a director 


NEW YORK | 


of the company, has been named 
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a Better Business fers or misleading descriptions of| Gilman, Nicoll Adds One 


merchandise offered. There was a 


Gilman, Nicoll & Ruthman, San) 


| Bureau Queries 40% increase in questionable busi-| Francisco, has been named na- 


ness opportunity advertising. 
, Rose 1.8% in ‘55 


New York, May 15—D2- 
mands for Better Business Bu- 


Nielsen to Open Wisconsin 
Research Facilities 


tional representative for the News- 


Tribune, Caldwell, Ida., recently 


| acquired by Scripps League News- 
|papers. The company now repre- 


reau facilities and services in| A- C- Nielsen Co., Chicago, has|sents eight of the ten Scripps 


1955 reached an all-time high, completed plans to establish mar- | 


newspapers in Oregon, Utah, 


according to a statistical report | keting research facilities in Fond | Montana and Idaho. 


released by the Assn. of Better/du Lac, Wis., which will expand 


Business Bureaus. the production capacity of its Food- | Norge Sales Gain $27 Million 


The report shows that 2,041,- | Drug division. Nielsen plans to em- | 


726 consumers and business ex- | Ploy and train about 50 to 75 cleri- 
ecutives asked for information ©al people during the first year 
or assistance on everyday busi- |and to expand operations to about 
ness problems, a 1.8% gain over | 150 employes over a three-year 


1954, and a 100% increase over | Period. The Fond du Lac offices are | 


Norge division, Borg-Warner 
Corp., Chicago, had sales of $126,- 
000,000 for the 12 months ending 
May 1, a $27,000,000 gain over the 


$99,000,000 for the previous one-| 
_year period. Ad expenditures in| 


1949, when the current statistic- |expected to be ready for partial the 12-month period rose to $13,- 


al procedures were established. | Occupancy in about two months. 


500,000 from $9,000,000. 


PETERSEN PUBLISHING COMPANY 


Requests for information ac- 
counted for 80% of the total. 

Victor H. Nyborg, president | 

of the association, in a foreword | 

to the report, notes, “There is 

an obvious correlation of bu- 

reau statistics with market 

{| practices. The public turns to * 
the BBB for impartial, factual 
information about proposed 
business transactions or com- 
plaints about its business ex- 
periences. Each of these calls is 
recorded as an ‘instance of serv- 

| ice.’ ” 


} ® The ten business classifica- 
tions causing the greatest num- 
ber of people to turn to better 
business bureaus were: home | 
improvement and maintenance, 
174,175 inquiries and com- 
plaints; solicitations, 138,176; 
home appliances, 129,611; insur- 
ance, 117,918; automotive, 112,- 
924; radio-tv-music, 107,732; 
photography, 81,317; furniture © 
and floor coverings, 71,879; ap- 
parel, 63,125; magazine sub- 
scriptions, 62,666. 

These ten classifications ac- 
counted for 52% of all contacts 
with bureaus. Their relative 
rank order was the same as in 
1954, with the exception of 
solicitations which jumped from 
sixth to first place, with a 26% 
increase in volume. 

Fifty better business bureaus, | 
reporting on their trade practice 
activity, showed an _ increase |! 
over 1954. They held a total of || 
1,029 conferences, of which 513 |. 
were concerned with the adver- |! 
tising and selling of various), 
consumer products and services. | ' 


-@ 


el 


® The automotive field i! 
ceived the greatest trade prac- | 
tice attention with 117 confer- 
ences. There were also 91)’ 
conferences connected with the |! 
tv-radio-music field, 89 rela- 
; tive to the home improvement | 
industry (storm windows, air |! 
conditioning, roofing and siding, || 
etc.), and 54 in the furniture |' 
and floor covering field. 

The report also covers the 
BBB’s work in investigating 
and eliminating false and de- 
ceptive advertising appearing in 
various media. In this activity, 
the bureaus contacted advertis- 
ers 19,093 times to substantiate 
the accuracy of claims made, an |! 
increase of 2,746 over 1954. 

But of all the advertising re- 
quiring advertiser contact or | 
bureau action, only 525 adver- |! 
tisements had to be referred to |! 
authorities as a last resort when |} 
voluntary advertiser coopera- |: 
tion was not obtained. l} 

The heaviest volume of ques- I 
tionable advertising appeared | 
in the following business classi- | 
fications: apparel, 3,218 ads; 
automotive, 2,956; home ap- || 
pliances, 2,764; furniture-floor | 
coverings, 2,161; radio-tv-music, 
977; home furnishings, 756; ) 


business opportunities, 869; and | 
employment, 735. 
These fields accounted for 
75! of all questioned ads. 
Most advertising problems in 


the first six classifications con- |! 


cerned false or deceptive com- |) 3F al, 


parative price claims, “bait” of- 


..+ to sell your AUTOMOTIVE PRODUCTS $ 
to a multiple group 5 
readership of nearly "3" MILLION! 
MOTOR TREND ¢ MOTOR LIFE * HOT ROD 
“largest selling automobile consumer magazines 
in the world” 
A strictly auto-minded market availabie ¢ 
at a low “cost per thousand”. .. buying almost 
twice as much automctive equipment and A 
services as the average U. S. motorist! 
FOR RATES AND MERCHANDISING DATA CONTACT: 
LOS ANGELES @ NEW YORK DETROIT 
Jim Going Ben LaMaster Joe laglois 
5959 Hollyw'd Bivd. 550 Filth Ave. 1514 Book Bidg. sf! 
HO 2-3261 Cl 6.1365 WO 3.8660 Q 
“ 
a 
There are Los Angeles 
radio stations that program 
for lovers of Beethoven 
and Bach, stations that 
specialize in mambo 
and pops. 4 


However, KNX Radio 

is the Los Angeles station 
that attracts practically 
everyone — which is exactly 
why it reaches more homes 
in a single day than the 
top four independent ; 
stations put together. ‘i 


What’s more, KNX is the 
only Los Angeles station 
that reaches as many 

as 43% of the metropolitan 
radio homes in a day, we 
83% in just one week. i 


If you have a product or 

service that everyone 

in Los Angeles can use, a 
then talk to everyone with : 


KNX RADIO P 


50,000 watts. CBS Owned. | 
Represented by CBS Radio Spot Sales. 
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Few Big Chains Sell 
Private Label Frozen 
Foods, Survey Finds 


New York, May 15—Private la-| 
bel brands of frozen foods are sold 
by less than 10% of all U.S. grocery 
chains with five or more stores. 

According to a survey compiled 
by Frosted Food Field and pub-| 


lager of 
|}opened an office as sales consult- 


Michael Fast Opens Office 


Michael Fast, former sales man- 
ager of Printers’ Ink, New York, 


Mich. At the same time, Daryl 
Sebastian, with the television sta- 
tion since January, 1954, was 
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Aero Supply Names Eaton AM and marketing consultant. For the 
William S. Eaton, formerly su- past 15 years, Mr. Bremner has 
pervisor of publishing and printing | headed his own national sales and 


and before that advertising man-|"@Med assistant general manager for Aero Supply Mfg. Co., Corry, merchandising organization in the 


Today's Woman, has 
ant to newspaper and magazine 
publishers at 10 E. 39th St., New 


York. 


WWTV Names Ellerman 


Gene Ellerman, formerly sales 


in charge of operations. 


American Latex Names Witte 
Robert J. Witte has been named 
| advertising manager of American 
| Latex Products Corp., Los Ange- 
| les, anew post. Mr. Witte former- 
|ly was director of television copy 


lished in the magazine’s May is-| anager, has been appointed gen- | and production of Milton Wein- 


sue, 
labels represents a total of 11,259 
stores, of which 8,083 are super- 
markets. This is equivalent to 
53.1% of all stores operated by 
every grocery chain with five or 
more stores, the magazine reports. 
Most private label items are fro- 
zen juice concentrates, with 70% 
of all chains involved in private 
label packing using this product. 
Frozen vegetables are packed by 
62.5% and frozen fruits by 45%. 

The Midwest leads the way in 
private labels with 17 chains re- 
porting their use. Next highest 
was the East Coast with 16 chains. 
California was the highest state, 
with six chains reporting private 
labeling of frozen foods. 


KEDD Suspends Operations 

KEDD, Wichita uhf tv station, 
has suspended operations indefi- 
nitely. Stanley Durwood, president 
of KEDD Inc., said the station as 
recently as January had “excellent 
chances of becoming one of the 
nation’s few successful uhf opera- 
tions... but the decision of NBC to 
change affiliations in Wichita has 
changed the picture.” 


Dishes up 
all the basic facts 
about mojor trades 
and industries 


Once you feast your eyes on 
IM’s Annual Market Data & 
Directory Number, June 
25th, you'll never worry again 
about getting basic facts 
about the major trades and 
industries in the U.S. and 
Canada. It’s all there — au- 
thentic, completely indexed. 
Yours as part of a trial of 
the IM service. One year in- 
cludes monthly copy of IM 
plus annual 556-page MD& 
DN—only $3. 


Mail Coupon Today 
INDUSTRIAL MARKETING 
200 E. illinois St., Chicago 11 
Enter my year's trial for $3. 
My money back any time I'm 
not satisfied. 


CITY. z 
STATE 
©) $3 enclosed [) Bill firm [) Bill me 


a) 


(iden suai 


ee 
; 
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the group handling private | ora) manager of WWTV, Cadillac, | berg Advertising Co., Los Angeles. Bremner Jr. an account executive 
| 


Pa., has been appointed advertising | food industry and allied fields. 
|manager of the company. During | 

the later stages of the Korean con- | Atlantic Gets Holgate Toys 
flict he was news editor of the) Atlantic Advertising Co., New 
“Pacific Stars & Stripes” in Tokyo. | York, has been appointed to han- 
'dle advertising for Holgate Bros. 
Co., Kane, Pa., maker of Holgate 
toys for pre-school’ children. 
James A. Stewart Co., Carnegie, 
Pa., formerly had the account. 


Bremner to Presba, Fellers 
Presba, Fellers & Presba, Chi- 
cago, has appointed James R. 


Talk about action-in-business! Just look at the past 
18-months sales record of the automotive industry. Try 
to find a manufacturing group with more get-up-and-go 
than truck and auto makers . . . try to fin 
more responsive to their selling than the 750,000 buying- 
powered businessmen who read Nation’s Business. 
Recently, independent researchers from National 
Analysts evaluated automotive potentials of Nation’s 
. nearly 400,000 
subscribers are in companies owning trucks, an average 
of 4.8 trucks per company — over 350,000 are execu- 


Business 


readers. They found out. . 


an audience 


Automotive and truck advertisers get action from 


tives of firms operating car fleets, with a 4.5 car com- 


pany average . . . and 528,000 subscribers owned 1 or 
more automobiles personally. 

Quite naturally leading automotive manufacturers 
select Nation’s Business to take their advertising to 
business and industry. Especially when 550,000 of its 
750,000 businessmen-subscribers are presidents, owners 
and partners . . . “business owners” who set company 
policies and make basic buying decisions. Logically, 
too, because of Nation’s Business’ fine geographical 
representation. More than 250,000 subscribers are in 
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Mertens Joins Brown-Forman 
Arthur R. Mertens, who until 
recently operated his own frozen 
foods marketing company in San 
Francisco, and who formerly was 
manager of the household pro- 
ducts division of S. C. Johnson & 
Son, Racine, Wis., has joined 
Brown-Forman Distillers Corp., 
Louisville, as assistant to the exec 
vp, a new post. He will work 
closely with the advertising and 
merchandising departments on 
market development programs. 


Garey Elects Graham, Schmall 

Harold B. Garey Associates, 
Chicago merchandising consult- 
ant, has elected Bert Graham 
president and John Schmall vp 
and assistant treasurer. Mr. 
Graham, who succeeds the late 
Harold B. Garey, has been vp in 
charge of merchandising 
January, 1955. Mr. Schmall, who 
joined the company early this 
year, formerly was director of 
branch stores of P. A. Bergner Co., 
Peoria, Ill., and retail merchan- 


since | 


dising manager of Aldens Inc. 
Jack Casey continues as vp and 
secretary. 


Powers Regulator Appoints 
Powers Regulator Co., Skokie, 
Ill., manufacturer of thermostatic 
controls and water mixing de- 
vices, has named Waldie & Briggs, 
Chicago, to handle advertising for 
its plumbing and heating special- 
ties and industrial process con- 
trols. Symonds, MacKenzie & Co., 
Chicago, which formerly handled 


| stalled 


39, 


the entire account, will continue 
as agency for the company’s in-| | 


sales division. | 
Thomson Elected President r 
Patrick B. Thomson has been | 
elected president of Distillers Co. | 
(Delaware) and Gordon’s Dry 
Gin Co. (Delaware), American | 
subsidiaries of Distillers Co. Ltd. | 
of London. Formerly vp of the| 
two American subsidiaries, Mr. 
Thompson succeeds Joseph M. 
Kelly, who has retired. 


cities over 50,000 population . . . 500,000 in towns and 
cities under 50,000 . . . more than double the totals for 
the next two general business magazines combined. 

If yours is a product businessmen buy, take a lesson 
from these automotive manufacturers. All you need is 
a consistent, hard-hitting schedule in Nation’s Business 
to convince you . . . action-in-business results when you 
advertise to business in Nation’s Business. Washington 


— New York — Cleveland — Detroit — Los Angeles — 


Chicago — San Francisco. 


1956 


ation’s Business 


AUTOMOTIVE AND 
TRUCK ADVERTISERS 
IN NATION’S BUSINESS 


CUSHMAN MOTOR WORKS, INC. 


CHRYSLER CORPORATION 
PLYMOUTH DIVISION 
DODGE TRUCK DIVISION 


GENERAL MOTORS CORPORATION 
CHEVROLET DIVISION 


INTERNATIONAL HARVESTER COMPANY 
MOTOR TRUCK DIVISION 
FARM EQUIPMENT DIVISION 


STUDEBAKER PACKARD CORPORATION 
STUDEBAKER DIVISION 


WILLYS MOTORS, INC. 


Newark, 


LADYLIKE—Ronson Inc., 
will introduce the new Lady Ron- 


son shaver this month with na- 

tionwide distribution expected by 

summer. Four-color bleed pages 

in Life, June 18, and in the July 

Vogue will be used. Norman, Craig 

& Kummel, New York, is the 
agency. 


Greatest “SHOW” on Earth 
Nope—it’s not the Circus! It’s 
KLEEN-STIK —the paragon of 
pressure-sensitive adhesives — that 
assures the greatest “‘show’’ for 
P.O.P. sales messages! And, by an 
amazing coincidence, we have—in 
the center ring —some Entertaining 
Examples of KLEEN-STIK Klever- 
ness: 


GE "Circus" of Service 


Out of GENERAL ELECTRIC 
CO.’s Tube Dept. in Schenectady 
comes this big, bright, brilliant 
series of KLEEN-STIK die-cuts to 
boost service volume for GE Radio- 
TV dealers. They go up with a quick 
peel-and-press on walls, show-cases, 
and the appliances themselves — 
even outside on windows, truck 
sides, etc. — because they’re silk- 
screened on weather-conquerin 
FLEX-STIK “B”. F. J. NATALY, 
GE Account Representative, was 
ringmaster for the “‘Circus’’ idea, 
originated by the Distributor Sales 
Promotion Section. And the fine 
roduction job was ‘‘tamed’’ b 
OHN PHELPS of PHELP 
MFG. CO., Terre Haute, Ind. 


So real you can almost sniff it, this 
colorful nosegay symbolizes the deli- 


cate ‘“‘bouquet’’ of CRESTA 
BLANCA WINES. It’s ingeniousi 
die-cut to fold into a 3-plane, 3- 
bouquet that works three ways for 


Ist FIVE MONTHS ADVERTISING GAIN 26% . . . Advertis- 
ing volume for first five months of 1956 shows 26% increase over 
same period 1955. Among new accounts are Missouri-Kansas- 
Texas Lines—Railway Express (Air Express Div.)\—Dodge Truck 
Div., Chrysler Corp.—Felt & Tarrant (Consumer Div.)—Frigidaire 
Div., GA—General Electric Co. (Lamp Div.)—Globe Wernicke— 
State of Missouri—Plymouth Div., Chrysler Corp.—IBM (Electric 
Typewriter Div.)—Int’l Harvester (Motor Truck Div.)—Utah Power 
& Light Co.—Westinghouse Electric Corp. (Lamp Div., Refriger- 


Ities Div.) 


dealers: perching jauntily on a bot- 
tle neck or a horizontal wire —or 
with quick-stickin’ KLEEN-STIK 
to attach instantly on walls, count- 
ers, cash registers, or what have 
‘ou? Bouquets to Ad Mgr. T. KAH- 
MANN and artist ED DE ST. 
MAURICE for the #y. idea and de- 
ign... and to INDEPENDENT 
LITHOGRAPH CoO. (all of San 
Francisco) for brilliant printing and 
“D” Tape application. 


Join the “Big Show’’ — send us a 
sample of your favorite KLEEN- 


STIK application to goed in this 
column. Include full details—as 
you see, we name names and give 


credit where credit’s due! 
KLEEN-STIK PRODUCTS, INC. 


7300 West Wilson Avenue * Chicago 31, ill, 
_ Plonaers in pressure sensitives for Advertising and Labeling 
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in comes 
the 
world! 


0 


Monday newspaper headlines are made on television's Sun- 
day forums. Every voter can meet his candidates face to 
face — on television — before he decides how to vote. A 
Senate hearing on TV achieves the status of No. 1 audience 
attraction in a nation brimming over with audience attrac- 
tions. Far-flung places are as accessible as the living room 
° television set. Children experience the world, from finger- 


painting to the look of an armadillo, by watching TV. 


As television has grown, it has aimed its cameras deeper 
and longer at the people, the places, the ideas, that give 
shape and substance to our time. 


Television makes it possible for viewers to meet the world’s 
genuinely great minds with such a series as NBC’s Conver- 
sations with Elder Wise Men. The major intellectual de- 
velopments of the past fifty years are illuminated in Prince- 
ton 56, produced in cooperation with Princeton University. : . 
The Project 20 Events cover, in documentary form, the : 
whole dramatic sweep of the 20th Century—and with Night- Je 
mare in Red and The Twisted Cross demonstrated the tre- 


mendous audience response to this kind of programming. 


NBC's plans for covering the Presidential Conventions and 
Election of 1956 will make it possible for a whole nation to 


be an immediate and intimate witness to political events. 


By enlarging television’s capacity for pictorial journalism 

in depth, for forums and debates, for telementaries and 

educational programs, NBC participates — fully, richly, 
e regularly — in the lives of America’s families. 


exciting things are happening on 


Television 
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‘Do It Yourself’ Credit—It Has to 
Be Sold Indirectly, 


(Continued from Page 3) 
age about 3%—or double most 
commercial bank interest rates. 
In addition, a growing number | 
of credit unions provide insurance | 
on the borrower’s loan and on the! 
member’s savings. A credit union’s | 


membership may amount to as credit union idea. One reason is| . 


many as 25,000 people, or less than | 
100. 


® Since their founding (in this 
country) 50 years ago, under the 
sponsorship of Merchant Prince 
Edward Filene, the credit unions 
have grown hugely, with the big- 
gest growth going on right now. 
As recently as 1945, there were 
less than 9,000 U.S. credit unions. 
CUNA now figures there are 16,- 
000, enrolling 7,500,000 members. 
In addition, there are another 4,- 
000 in Canada and about a thous- 
and in Latin America. 

Savings are growing faster than 
memberships, the combined assets 
of U.S. credit unions having passed 
the $2.5 billion mark last year. And 
loans outstanding are beyond the 
$2 billion figure, to account for 
perhaps 7% of total U. S. instal- 
ment credit. 

CUNA Mutual, an _ insurance 
company set up 20 years ago to 
provide loan protection insurance 
(it has since branched out into 
complete life insurance operation), 
is correspondingly big. With $2.35 
billion of insurance in force at the 
end of last year, it figures itself to 
rank about 25th among all USS. 
insurance companies. 

The credit unions themselves 
are ubiquitous; they can be found 
in literally thousands of industrial 
plants, in labor unions, among 
postal, fire department and police 
empioyes, in government bureaus 
and even in the White House and 
Senate. A very casual check of in- 
dustrial plant credit unions brings 
forth such names as New York 
Central, Western Electric, Swift, 
Armour, Caterpillar, Dow, Moto- 
rola, Kraft, Olin-Mathieson, Mon- 
santo, Esso Standard, U.S. Steel, 
Republic Steel, Lockheed, United 
Aircraft, Eastern Airlines, Ralston 
Purina, General Electric, Phillips 
Petroleum, United Gas, Sinclair, 
Allis-Chalmers, National Cash 
Register and Ford—to name but 
a few. 


® All this growth has stirred up 
opposition, which is_ precisely 
where the advertising and public 
relations programs come in. The 
credit unions have nearly always 
been active in public relations; in 
fact, the predecessor of CUNA was 
essentially a lobbying organization 
whose aim was to get enabling 
laws passed in the states. 

CUNA continues to maintain an 
active public relations effort, un- 
der the direction of Marion Greg- 
ory, p.r. director. This includes 
“internal” information to credit 
union members and “external” p.r. 
activities (1) to avoid taxation, 
compulsory federal insurance and 
other legislation directed against 
the credit unions; (2) to get along 
with banks and smal! loan com- 
panies which see the credit unions 
as a threat and (3) to establish 
friendly relations with industry. 
The last point is considered most 
important, even though manage- 
ment, as such, has no hand in 


WESTERN TRUCKING 


NEWS SERVICE 


covers Coast for-hire motor 
transportation since 1937 and offers 

LIVEST NEWS IN THE INDUSTRY 
LOWEST AD PRICES IN THE FIELD 


Semple copy free on request. Pudlished by: 


$.D. McFadden News Bureau 
7 Front Street, San Francisco 11, 


CUNA Finds 


running credit unions. 


into being as an extension of p.r. | 


ae yey it is an in~ | ter’s commentary, on the Mutual| been refashioned somewhat. The| workers to correcting “misinfor- 
strument of the insurance com-| network every Tuesday night for | executive campaign actually hasn’t|mation and false impressions” 
one year. 


pany, but its whole effort has al- 
ways been to promote the entire | 


that CUNA Mutual's insurance is/| show, featuring Loren Greene, who | credit unions are operating. It is|es by the competition that credit 
|issued on credit union members’! had been a credit union director | being expanded, however. 

|savings and loans, and can only and whom CUNA sponsored for a | - 
while in the U‘S. also. 


grow as they do. 


® Historically, the ad program be-| Week, Nation’s Business, 
gan ten years ago, though no ads| week and U.S. News & World Re- 
appeared until five years later. In| port. 


1946, a director of CUNA Mutual 
set up a radio advertising group 
along with a special reserve ac- 


placed in this account, and by the 


end of 1950 there was $225,000 in| unions—by means of fatherly lec-| Mr. Greene was dropped too. 


| the till. 


society went to J. Walter Thomp- | ads, on the other hand, were aimed | Questions.” Finally, it put together 
son and asked the agency to make at “encouraging employers to re-|a campaign consisting of b&w pages 
a preliminary study of the types|ceive sympathetically their em-|in Life (monthly) and Reader’s 
of mass advertising that would |ployes’ cooperation in forming a| Digest (bi-monthly). This started 
promote credit unions. It returned | credit union.” jin May, ’55, and is still running. 
ke with the following package, which | 
The advertising program came | the client bought: 


® At the time the program started 
(1952) it was said that the radio 
count. The first year $10,000 was| programs were aimed at interest- | cording to Julius Sparkman, ad-/| of money troubles.” 
ing workers in organizing credit’ vertising supervisor. A little later, | 
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tures on the subject by Mr. Heat-| Next, CUNA had a brief fling at 
With this in hand, the insurance ter and Mr. Greene. The magazine | radio entertainment, with “Twenty 


| 


Since then, CUNA has adhered It was considerably different from 


remarkably to this two-pronged the old radio approach, with the 
1. Sponsorship of Gabriel Heat- approach, though the prongs have|emphasis shifted from recruiting 


changed at all; it consists now as | about credit unions. 
2. Corresponding once-a-week|then of testimonials by heads of| Cooperation was the theme, and 


ponsorship of a Canadian radio companies within whose plants | tradition the motif. To meet charg- 


unions are “socialistic,” CUNA ads 
showed drawings of colonial barn 

: been | raisings, Gloucester fishermen 
3. Eight b&w pages in Business | changed to a consumer rather than | pulling in nets, etc., to make the 
News- | worker pitch, and the media have| point that “it’s part of the Amer- 
been altered. After about three/ican tradition to work things out 
years CUNA dropped Mr. Heatter | together.” A typical headline (un- 
because of the inroads television | der a picture of Americans shoring 
was making on radio—though he|up a flood levee): “How today 
was “doing a good job for us,” ac- | 10,000,000 of us hold off the threat 


|@ The other prong has 


The executive schedule repre- 
|sents the real “sell” side of the 


sales reports get brighter... 


THE SPOKANE MARKET 
REALLY MEANS 
BUS/NESS 
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CUNA program, in accordance 
with its theory of recent years that 
the most effective way to get credit 
unions started is by getting interest 
or at least acquiescence “at the 
top.” 


® The executive ads (they now 
run in Time and U.S. News & 
World Report) combine testimoni- 
als by heads of companies with 
earthy data about how the loan 
co-ops can help management. Ac- 
cording to the ads, they can spare 
the company pleas for pay ad- 
vances and wage garnishments, 
cut down on absenteeism and im- 
prove morale by making workers 
feel more secure. 

How has the program worked? 
Well, the business series at least 
has been a material help to CUNA, 
partly as a developer of !eads, 
more importantly as a door-opener 
for credit union organizers. 

“We tell top management frank- 
ly that it'll get some criticism,” Mr. 
Gregory told AA. “But at that level 
they aren’t so afraid of criticism, 


TRADITIONAL—Cattle roundup points 
up the “American tradition of 
working things out together” in 
this latest institutional effort of 


uled for Life, June 25. J. Walter 
Thompson, Chicago, is the agency. 


are interested in results—having 
employes solve their own financial 
problems.” 

The institutional series has 
drawn a lot more inquiries, has or- 
ganized—directly at least—fewer 
credit unions. According to Mr. 
Gregory, “If we based the institu- 
tional program directly on credit 


|}unions formed, we should quit it. 


But there’s a lot more to it”— 
namely, public relations. 
Furthermore, as widespread and 
populous as the credit union move- 
ment has become, a Life ad can 
function as “internal” as well as 
“external” p.r. CUNA officials see 


= the ads as helpful in developing 


the “respectable” position of cred- 


i/it unions as an example of “peo-| 


ple’s capitalism.” 


® All told, according to Mr. Spark- 
man, 100,000 letters have come in 
directly in reply to the advertising, 


‘and the formation of 1,300 new 
Credit Union National Assn., sched-| 


credit unions has been attributed 
to it. Every letter gets a signed, 
personalized reply, and in addition 


those from industrial management 
rate a personal call from a CUNA 
|man. 
| Probably the best evidence of 
what CUNA thinks of its ad pro- 
| gram, however, is its expansion of 
|it this year, at the behest of one 
|of the -more exotic client advertis- 
|ing committees. This group, which 
|}oversees the whole ad program, 
| consists of four executive commit- 
| tee members—a minister, an at- 
|torney, a CUNA organizer and a 
| postal employe. Both advertising 
| phases are being enlarged, though 
|the emphasis appears to be on 
| reaching more business leaders. 
With the June issue, Dun’s Re- 
view & Modern Industry has been 
added to the management schedule 
and a new single-column ad has 
been produced for a test in the fol- 
lowing magazines: Office Maga- 
zine (June); American Business 
(September); Management Meth- 
ods, Office Executive and Office 
Management (October), and Har- 
vard Business Review (Novem- 
ber). 


and brighter... 


Dll Sookant Mtikit 


IT’S ONE OF THE THREE MUST MARKETS 
IN THE PACIFIC NORTHWEST 


YES, PACIFIC NORTHWEST SALES REPORTS DO GROW BRIGHTER WHEN YOU COVER THE 
BILLION DOLLAR SPOKANE MARKET. A nationally famous market in its own right, the Spokane 
Market is of particular importance to the success of any Pacific Northwest sales program. A dis- 
tinctly independent and unified trade area, it is distant from and unaffected by advertising in 
coastal cities 300 miles or more away. It’s BIG — 36 prosperous counties, more than a million peo- 
ple in the heart of the Pacific Northwest. It’s RICH — buying income tops a billion and a half 
dollars a year, income per farm is more than double the U. S. farm average, and retail sales are in 
excess of one billion dollars annually. More important — it’s EASY TO SELL! 


With just one space buy 


— THE SPOKESMAN-REVIEW and SPOKANE DAILY CHRONICLE — 


you tap the full buying power of the entire Spokane Market . . . easily and economically. For 
these are the two newspapers Spokane and Inland Empire residents have read and accepted — and 
shopped from — since pioneer days. With 9 out of 10 subscribers receiving their papers by home- 
carrier delivery, the Spokane Dailies have the penetration and coverage it takes to completely sell 


the vast Spokane Market. 


So reach the more than one million residents of the Spokane Market . . . sit back . . . and 
watch your sales reports get brighter and brighter. 


Combined Daily Circulation Over 160,000 — 86.41 % UN-duplicated 


Advertising Representatives: Cresmer & Woodward, Inc., New York, Chicago, 


Detroit, Los Angeles, San Francisco, Atlanta. Color Representatives, SUNDAY 
SPOKESMAN-REVIEW. Comic Sections: Metropolitan Group. 
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This highly functional little 
coupon ad is headed, “Wage gar- 
nishments...How you can prac- 
tically eliminate them...” Others 
to follow will give the same treat- 
ment to pay advances, absenteeism 
and other personnel troubles. 


® On the institutional side, the 
“American tradition” consumer 
series is being extended into the 
media field, with pages already 
having appeared in American Press 
and Editor & Publisher and others 
scheduled for the Canadian mag- 
azine, Printer & Publisher. 


| Somehow or other, CUNA fig- 


ures this expansion can be handled 
within its regular $600,000 alloca- 


| tion. 


Though CUNA officals are not 
talking a lot about it, there’s a 
material point behind the new ad- 
vertising expansion: As credit un- 
ion volume rapidly approaches 
10% of all consumer credit oper- 
ations, a storm is gathering over 
the heads of the lending co-ops. 


® Led by a group called the Na- 
tional Tax Equality Assn., the 
nation’s small-loan companies 
have for some years been urging 
that the credit unions be taxed. 
And in a speech three weeks ago 
W. H. Brietzke, head of the Illinois 
Credit Union League, said that last 
year many state banking associa- 
tions expreSsed opposition to the 
credit unions—a result, he said, of 
pressure by the commercial lend- 
ers, 

In a characteristic “top-level” 
maneuver, Mr. Brietzke improved 
relations with the banks by meet- 
ing with the National Assn. of 
Bank Supervisors. But he still felt 
that the credit unions are “inevi-~- 
tably headed toward a serious con- 
flict with loan and finance com- 
panies.” 

As a result, while it continues to 
solicit business men on a pragmat- 
ical “reason-why” asis, CUNA is 
taking no chances on the p.r. side. 
Its publishing trade schedule, for 
example, includes a coupon with 
which any journalist can get a free 
“Credit Union Yearbook.” 

Furthermore, CUNA is prepared 
for more effort in the mass media, 
as it becomes needed. The associa- 
tion recently tried out some small 
newspaper ads in Puerto Rico; and 
according to Mr. Sparkman, “We’re 
planning to get back into radio 
again.” 


Two Join ‘Redbook’ 

Don Davis, formerly with Wal- 
lace Silversmiths, has joined the 
New York sales staff of Redbook. 
He is the eighth new salesman to 
join the magazine since December. 
| Maureen Callahan, last with Coro- 
jnet, has joined Redbook’s adver- 
tising promotion staff as a copy- 
writer. 
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J. Braun sales promotion manager feeds and increased local and re- 


Gunther Brewing Moves to 
jand Dr. Sidney Cohen director of gional radio, newspaper and tv ad- | 


SSC&B: Names Two to Statt 
Gunther Brewing Co., Baltimore, 
will move its advertising account 
Aug. 1 from Bryan Houston Inc., 
New York, to Sullivan, Stauffer, 
Colwell & Bayles, New York. 
The brewer also has named Fred 


YOU REACH 


30,000 tonnage buyers of 
- metals DAILY with: .. 


American Metal Market 
Since 1899 The Metal &, 


Industry's Daily Newspaper 


18 Cliff St., Nev York 38, N. Y. 


market research. Mr. Braun form- 
erly was in the advertiisng depart- 
ment of Joseph Schlitz Brewing 
Co. Dr. Cohen previously was di- 
rector of market research of Hecht 
'Co., department store chain. 


Jackson, Haerr Adds One 
Quisenberry Mills Inc., Kansas 
|'City, Mo., maker of Quisenberry 
|feeds and four other brands, has 
appointed Jackson, Haerr, Peter- 
|son & Hall to handle its advertising 
'and promotion. Plans call for an 
extended market to market cam- 
|paign to introduce a new line of 


vertising. Last agency for Quisen- 
berry Mills was Townsend-Wil-| 
liams, since merged with Cary- 
Hill. 


Kaiser Appoints Two 

| Eugene C. Robertson, formerly 
with Foremost Dairies Inc., and at 
one time with the McCarty Co., 
has joined the Oakland advertising 
department of Kaiser Aluminum & 
Chemical Corp. Another addition | 
to the company’s ad staff is B. H. 
Werner, formerly national brand 
sales manager in Detroit of Hiram | 
Walker Inc. 
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| SPORTING—For the first 1,000,000 


magazine spreads, a contest with 


ucts sent in, Colgate-Palmolive Co. will give 10¢ each to help 
pay the costs (estimated at more than $1,000,000) of sending the 
U.S. Olympic team to Australia. The promotion includes four-color 


TEAM TO AUSTRALIA 
AnD T0 VieTORY 


wrappers or box-tops of its prod- 


four first prizes of round-trips for 


two to Melbourne, and point of sale promotion like the one shown 
here. Ted Bates & Co., New York, is the agency. 


COVER MORE OF MISSISSIPPI 
THAN ANY OTHER PUBLICATION 


Co-Owners WJTV (TV) WSLI (Radio) 


A.B.C. REPORT 
Sept. 30, 1955 


Botes 


OLYMPIC PLANNERS—E. H. Little, chairman of Colgate-Palmolive Co., 
discusses details of Colgate’s box-top drive to raise $100,000 for the 
U. S. Olympic Committee with Ted Bates, chairman of the executive 
committee, Ted Bates & Co., and W. L. Sims II, president of Colgate. 


Newspaper Fights Bait Ads 
The Washington Post & Times 
Herald is running periodically a 
three-column box on its classified 
pages against “misleading, fraudu- 
lent or ‘bait’ advertising.” The 
newspapers says that “All adver- 
tisements are accepted...on the 
promise that the product is prop- 
erly described...is available... 
and will be willingly sold to the 
consumer. If any reader ever en- 


counters anything less than faith-| 


ful compliance with these condi- 
tions...call or write the Better 
Business Bureau.” 


Balterman Joins Schenley 
George Balterman, formerly a 
vp of Emil Mogul Co., New York, 
| has rejoined Schenley Distillers 
Co., New York, as advertising 


pmanamee of Schenley Canadian 
_O.F.C. whisky and Schenley Gold- 
len Age gin. Mr. Balterman has 
| been associated with the liquor in- 
dustry for the past 20 years. He 
was advertising manager for sev- 
}eral Schenley brands before 1949, 
| when he became a vp of Storm & 
|Klein until it was merged with 
|Mogul recently. 


Kodak Plans Summer Push 

Eastman Kodak Co. has signed 
a contract for exclusive sponsor- 
|ship of the National Golf Tourna- 
;ment tv broadcast over NBC on 
|June 16. In addition, Kodak has 
|scheduled ads in 159 newspapers 
|in 97 cities for a summer push of 
its cameras, films and related 
equipment. Ten 800-line ads make 
up the newspaper schedule. 


MEREDITH 22deo ad Tdeision STATIONS 
affiliated with Better Homes and Gardens ana Successful 


KANSAS CITY 


- 


SYRACUSE 


Represented by 


PHOENIX 


Channel 8 
_ CBS 


KATZ AGENCY IN 


Channel 6 © 
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Seas VIS Ty. errs r r 


Bernard Kalb, sometime correspondent in the Antarctic for The New York Times, tells you 


How it feels to be put on ice 


BY WIRELESS FROM U. S. S. EASTWIND 


Sat., Dec. 17: Arrived McMurdo Sound. Nice place to visit, 
but I'd rather live in Gough’s (Ed.: Times Square groggery ). 


Mon., Dec. 19: Only reason I write this in my diary is 
because I am positive Saul Pett is not writing it in his. He’s 
A. P. reporter, and both of us took a stroll on the frozen waters 
of McMurdo Sound. Suddenly Pett slipped through crack. 
Only his head showed above ice. I was tempted to ignore him 
and have deep-freeze all to myself, but my Boy Scout upbring- 


ing won out. 


Wed., Dec. 28: Byrd and a bunch of us reporters visited 
the first Littlke America at 4:30 this morning by helicopter. 
Temperature and me both below zero. Byrd in fine fettle. By 
way of celebration Byrd and | boxed round or two. I lost. 


What are you doing New Year's? 


Sun., Jan. 1: Observed New Year’s Day on the ice with 
lonely, unshapely can of beer. Wondered what night rewrite’s 
up to. 


Thurs., Jan. 26: So far so good. Haven't used phrase 
“Bottom of world” in any story. A. P man, by contrast, crazy 
about it. However, both of us having hell of a time trying to 
find synonyms for “Ice.” 


Thurs., Feb. 2: Have switched to U. S. S. Wyandot. Boys 
aboard have been pressing me to ask WHD (Times radio) 
if there are any women on Soviet expedition. Personally, I’m 
not slightest bit interested; have my work. It would have been 
rude, though, to turn down fellows with whom I share ex- 
plorer’s life. Answer came back: “Russians have fourteen 
those rarities.” Took two (2) days before I could work again. 


Sun., Feb. 5: Switched to U.S. S. Eastwind at 4 A.M. (why 
must everything happen middle of night?) to race to L. A. 
(Little America) base set up for search for seven missing 
airmen. Before boarding ship, however, I was forced to spend 
couple hours cruising around McMurdo in landing craft. Had 
a little fun navigating the landing craft. Scared wits out of 
local killer whales. 


Always time for a change 


Thurs., Feb. 9: Priority messages dealing with airmen are 
tying up communications. I’m feeding my stories to Antarctic 
cod. It works like this. Story is written and turned in. New 
facts develop. Check with radio shack and learn original story 
not gone off. So story updated, and turned in again. Again 
new facts develop. Check with radic st.1ck; learn story still 


not gone off — and so on, and so on. However, when it isn’t 
life and death matter, as “twas in the case of lost fliers, Navy 
does its best to get our stories out fastest possible. 


Fri., Feb. 10: Well, I just returned to McMurdo from base. 
Learned that U. S. S. Wyandot was being sent to L. A. Fliers 
have been found and I want to get first-person story. Farewell, 
McMurdo. 


Thurs., Feb. 16: Am back at L. A. for nth time. Survivors 
recounted some of details but say they must keep juiciest to 
go into Saturday Evening Post story they're writing. C'est 
la guerre. 


Tues., March 6: Switched to U.S. S. Glacier. Couple of the 
boys singing “IGY (International Geophysical Year) I Love 
You.” Temp. down to 5 below. Rumor making rounds that if 
she doesn’t depart in next ten minutes, Glacier will be frozen 
in until next season. Remarkable sense of humor these Navy 


boys have. 


Bernard Kalb has worked for The New York Times since 
1946. He has been a general reporter and rewrite man. Last 
October, smooth-shaven, he left Times Square for Antarctica. 
Five months later, ready for the trip»>home, he looked the part 
of a veteran Antarctic explorer, beard and all. As you can see, 
The New York Times sends its reporters to the ends of the 
earth, if necessary, to get a story. And every day, working as a 
team, these staff members produce a newspaper that is lively, 
informative, interesting, different from any other. They put 
more into The Times. Readers get more out of The Times. 
So do advertisers. 


The New York Cimes 


“ALL THE NEWS THAT’S FIT TO PRINT” 
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Printing Industries Elects officers are George D. Beck, Ist 
Arthur H. Kinsley, chairman of| vp; John H. Luff, Paper Mer- 
the board of George H. Buchanan | chants, 2nd vp; Joseph F. Matlack, 
Printing Co. has been elected|Edward Stern & Co., treasurer; 
president of the Printing Indus-/ Keith Rosser, Dando-Schaff Print- 
tries of Philadelphia. Other new/ing Co., recording secretary. 


‘ 


For Editorial Evcellence 


Merchandising, Trade § Export Papers 
1956 AWARD OF MERIT 


Curtain & Drapery 
Department Magazine 


published during the period ending 
DECEMBER 31, 1955 

of the Eighteenth Annvel 

Editorial Competition 


Combe ted ty 
IMDUSTRIAL MARKETING 


Graphic Display Excellence Award 


CURTAIN and DRAPERY Department Magazine 
will continue to intrigue the interest of its readers 
with superior editorial presentation. This kind of 
leadership comes only from experienced and tal- 
ented personnel. We are proud of our staff. 


Published monthly by 
HALL PUBLISHING COMPANY 


Established 1888 


230 Fifth Ave., New York 1,N.Y. © MUrray Hill 5-5165 
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Real Kool Spurts 
Across U.S. in 
Push Button Can 


BALTIMORE, May 15—Real Kool 
fruit beverage concentrate, which 
ads refer to as the first and only 


drink field, is launching an ad 
campaign which will cover over 90 
markets by the year’s end. An ad 
budget of $500,000 is slated for the 
initial phase, and by 1957 it may 
reach the $2,000,000 level. 

Made and distributed by C. C. 
Lang & Son Inc., Real Kool has 
|undergone brief test campaigns in 
Florida. Its first major advertising 
campaign began early this month 
in Miami, with large-space two- 
color and b&w ads in the Miami 
Herald, and a one-hour juvenile tv 
Western on WTVJ. 

Masterminding the strategy of 
marketing and promoting the new 
product is Marc Smith, 39-year-old 
head of the newly formed Marc 
Smith & Associates, Baltimore. The 
agency will direct the campaign 
on a market-by-market basis, from 
Florida north to Maine and Cana- 
da. 


® Available in seven flavor con- 
centrates, with a base of natural 
fruit—orange, grape, lemon-lime, 
cola, root beer, strawberry and 
black cherry—Real Kool is pack- 
aged in lithographed pressure cans 
with dome tops. 

The idea of using an aerosol- 
type can to package and dispense 
soft drink concentrates originated 
a year ago with Robert Lang, vp 
lof C. C. Lang. 
| Both mechanical and chemical 
| problems had to be overcome be- 
|fore Real Kool could be prepared 
for the consumer market. The 


NOW! YOUR OWN HOME SODA FOUNTAIN 
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MAKES 18 DELICIOUS DRINKS 


raster Lavam Me. be — 
cree Howe Howe and ser cater 
eee es 


enon coat Arians tm sti wah exam 
ete 


ee 
Lares WErmcems Tom wact | 
Nie iy ae breton 

EAR MOONE ETAL me es 


REAL KOOL ===. =~ 


woot Rent ewertey Mer — 


here ae Sime Wines ten toe 
w 


ee ee 


PUSH BUTTON FIZZ—This newspaper 

ad is part of the campaign to in- 

troduce Real Kool market-by- 

market across the country. Marc 

Smith & Associates, Baltimore, is 
the agency. 


chemical formula called for a base 
which would be concentrated 
enough to make many glasses of 
soft drink, yet fluid enough for 
easy dispensing. 

The mechanical stipulation 
called for a push button effect 
which could dispense the natural 
fruit concentrate to the last drop. 


® The lithographed label for the 
can was designed by Mr. Lang and 
American Can Co. Each can con- 
tains 16 oz. of fluid concentrate, 
which yields about 18 glasses of 
beverage. The product is made to 
retail for approximately 39¢ per 
can. 

Tested in consumer and grocer 
sampling over a period of several 
months, Real Kool produced favor- 
able results. Apparently the highly 
aerosol-conscious public liked both 


Advertising Age, May 21, 1956 


the push button and the flavor. 

One of the largest packers of 
pickles and sauerkraut, C. C. Lang 
& Sons Inc. already has dealt ex- 
tensively with major chain and 
independent supermarkets, which 
will also handle retail sales for 
Real Kool. This, however, will 
mark the first time that the com- 
pany has undertaken consumer ad- 
vertising. 

Even before the consumer ad- 
vertising campaign has started, 


push-button beverage in the soft HANDY NEW “PUSH BUTTON” CAA a number of chains throughout the 


East have begun handling Real 
Kool, selling the product through 
in-store promotions. 


'@® The consumer campaign, 
launched in Miami, will hit at least 
43 major markets by June. A total 
of 93 markets east of the Mississip- 

|pi and in Canada will be reached 

| by the campaign before the year 
is up. The remainder of the mar- 
kets west of the Mississippi, plus 
some export markets, will be cov- 
ered by spring, 1957. 

The advertising budget estimate 
of $2,000,000 by 1957 is based on 
janticipated sales of Real Kool, 
| which will be promoted as a year- 
round staple. Mainstay of the cam- 
paign will be television, outdoor 
advertising and newspapers and 
radio spots in local markets. Real 
Kool will beam its tv programming 
at the younger set, its newspaper 
|ads at parents. 

In-store promotions will include 
dump displays, point of sale post- 

ers, mass displays, demonstrations 
and sampling. Although no major 
trade advertising is slated for the 
future, mailings are going out to 
grocers during the initial phase to 
acquaint them with the product. 

After market saturation is reached, 

direct mail will be used to keep 

the trade informed of the most 
successful case histories experi- 
enced in retailing Real Kool. 


® Coinciding with the ad cam- 
paigns nationally and in each mar- 


PPS. 


(PICK-UP, PRODUCTION, and SHIPPING) 


Ww 


You needn’t be concerned over schedules when 
you call us—we understand their importance. 
Every order handled promptly and efficiently 

from pick-up through shipment. 


PARTRIDGE & ANDERS 


ON COMPANY 


712 Federal Street, Chicago 5—Phone HArrison 7-3732 


for Electrotypes, Mats, Plastic Plates, and R. 0. P. Color Mats 
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MAMMOUTH MIAMI MASS DISPLAYS 
GET MASSIVE REAL KOOL MOVEMENT 


Exciting New Real Koo! Beverage Concentrate 
Goes to Town in Miami Kick-off 


MAMMOTH DISPLAY—This business 

paper page is used by C. C. Lang 

& Son as part of the introduction 
of Real Kool. 


ket will be a publicity campaign in 
both consumer and trade media. 
Sales will be made in each market 
through brokers. Executives of 
both Lang and the agency will 
spend much time in the field work- 
ing with food brokers and chain 
store people to effect greater sales. 

Television and radio plugs will 
emphasize the sight and sound of 
push button cans. Ads in the 
printed media will demonstrate 
the “fun and ease of mixing drinks 
with Real Kool.” 

The utility of the beverage dis- 
penser, which children can operate 
easily, and the economy of the 
concentrate, which costs less than 
3¢ a glass, will receive major pro- 
motional attention. 


® The Lang executives chiefly re- 
sponsible for sales and promotion 
comprise Charles Lang, president 
of C. C. Lang; Robert Lang, vp, 
and Harold Southard, general sales 
manager. 

Mr. Smith formerly was associ- 
ated with National Brewing Co. as 
director of advertising. Prior to 
this, he was a partner in H. W. 
Buddemeier Co., Baltimore agen- 
cy. He also was affiliated with the 
ad department of the Baltimore 
Sun. 

Other products being put out 
under the Real Kool label are 
packaged in non-aerosol containers 
and are not included in the initial 
campaign plans. These include 
Real Kool Nassau Punch, which is 
a blend of ten natural fruit juices, 
and Real Kool chocolate flavored 
ready-to-serve coconut milk drink. 


Stephens Named VP, Manager 


of American Advertising Co. 

Charles W. Stephens, formeri, 
vp and general manager of J. C. 
Williams Co., Asbury Park, N. J., 
for the past 18 years, has been 
named vp and 
general’ manager 
of American Ad- 
vertising Co., 
Long Branch, 
N. J., a division 
of United Adver- 
tising Corp., 
Newark. All are 
outdoor advertis- 
ing producers. 

Mr. Stephens 
succeeds Richard 
L. Wrigley, who 
will take over management duties 
at the parent company’s head- 
quarters. Mr. Wrigley will contin- 
ue as a vp and a director of Amer- 
ican Advertising. 


Charles Stevens 


DuPont Ad Includes Samples 
The fabrics division of E. I. 
du Pont de Nemours & Co. includ- 
ed actual samples of its new vinyl 
upholstery pattern, Dorchester, in 
all eleven colors, in its ad in the 
April issue of Furniture Produc- 
tion. One swatch, approximately 
2”x4”, and ten smaHer swatches 
were cemented to each ad by the 
publication. Batten, Barton, Dur- 
stine & Osborn, New York, is the 


agency. 


5 ‘Playboy’ Publisher to Launch 


‘*X’. Satire Magazine, in Fall 

HMH Publishing Co., Chicago, 
publisher of Playboy, will bring 
out a new satire magazine, X, in the 
fall. The magazine, to be published 
monthly, will aim to “spoof many 
aspects of the American scene— 
movies, tv, magazines, advertising 
—all the favorite social institutions 
|and sacred cows,” Hugh M. Hef- 
ner, president of the company, said. 

Harvey Kurtzman, creator of 
| Mad, has been retained to edit X, 
|and several of his associates at 
Mad will join him at HMH Pub- 
lishing. 


Applegate Joins Atkins Saw 

E. H. Applegate has been named 
advertising and sales promotion 
manager of the Atkins Saw divi- 
sion of Borg-Warner Corp., In- 
dianapolis. He formerly was ad- 
vertising director and distributor 
sales manager of the Regency di- 
vision of I.D.E.A. Inc., Indianapolis. 
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FASTEST GROWING c ) 


AREAS IN THE NATION 


Like Jack’s bean stalk, new industry and business is springing up all over 


the great Salt Lake Intermountain Market. Population is expanding 


This is 5.7 percentage points above the national average. 
*This entire market is served . . . and sold .. . by 
Salt Lake’s two metropolitan newspapers. For the biggest 


sales, use the medium that does the complete job. 


Your prospects are best in the Growing Wese! 


The Salt Lake Tribune 


(MORNING & SUNDAY) 


at a tremendous pace. The four-state Intermountain market, which now 
boasts 1% million prosperous prospects, is expected to havea 


population increase of more than 25% between 1950 and 1960! 


C; 
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“iis DESERET NEWS wo 
LA iS Salt Lake Telegram (EveNinc) 


“AGENY 


COLOR 


IM MEWSPAPER ADS ADDS EXTRA SALES 


Represented Nationally by: MOLONEY, REGAN & SCHMITT, INC., Metropolitan Sunday Newspapers 
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. . . dilly which portrays a strange lep-| on, “you’ll stumble over another | beat type advertising. “But gentle-| geois in asking these questions? 
ewln ] ts Wil idopterist clutching a bit of classi-| unmentionable. This is the case of | men,” he told the league meeting, | Shades of Messrs. Roebuck, Mont- 
| cal statuary, or a replica of same—| the octopus-armed man (of ques-| “I suggest to you that, for the most gomery & Ward! How badly the 


| Venus de Milo, I believe. Mind | tionable masculine dimension) who| part, the staunch householders of | good examples you gentlemen have 
America know little of these quasi-| set are being ignored, and, what 


‘ s 
Be-Bo School | you, this unlovely-looking, anemic|is preciously wrapped up in his | 
| gent somehow got in the way of| bath towel, sarong style. exotic creatures, and wish to know | is worse, corrupted!” 


| what might have been an honest “So that there would not be a/ nothing further. I submit to you Such “grotesquely tortured” ad- 
f Ad ti : |}and forthright advertisement for | jarring note of commercial vulgar-| that the $3 bill is still suspect in| vertising as described above “has 
0 ver 1SIng |an essential item in every gentle-| ity in this masterpiece, the adver-|most parts of America. | been slipped over on unwary ac- 
man’s wardrobe. And just a half-| tiser’s product is properly relegat-| “What in the world are these|/count executives, who in their 
(Continued from Page 3) dozen pages further along in the! ed to a decidedly second-class spot.| costly advertisements supposed to | eagerness to achieve high stoppage 
home, thumb through your favorite| same issue, you'll come to another|I just wonder what the folks in| sell—how—and to whom?” he| ratings, and to be clever, have lost 
magazine and see for yourself.| glorious stopper, the fellow in ar-| Joplin, Mo., think about that one! asked. “What, and where, is the sight of basic values,” Mr. Lewin 
What will you find? A full page| mor about to be served—or so it}/ Lord, save us!” product? How, and of what mate-| charged. 
depicting a pretty guardsman in| appears—his morning facial lo- rials, is it made? Where can it be! “More unfortunate is the fact 
full military dress, astride an ant-| tion!” s Mr. Lewin said he recognized | obtained? Would it be too much that the client is duped as well, 
eater, murmuring something devil- “Somewhat further west in the) that certain “specialized marketing to ask for a clue as to cost? led to believe that this strange off- 
ishly clever about his grandmother.|same magazine,” Mr. Lewin went) situations” may call for this off-| “Am I being insufferably bour- beat stuff, which some misguided 
Puzzle: Find the product. 

“Turn the page and a bizarrely- 
garbed female, thin of shank and 
narrow of chest, peers myopically 
at you through her cloisonne spec- 
tacles. She is uttering a devastat- 
ing headline-remark relating to her 
boss’s handwashing habits. Ponder 
this four-color piece for five min- 
utes or so and you may discover 
that copper tubing is being offered 
for sale. 


| ee 4| 


® “Overleaf, a fugitive from the s—- _ pet 
lesser ranks of the French Foreign a he a 
Legion swoons over a vial of un- 
identified liquid and observes in- 
dignantly that things have changed 
on the Quai d'Orsay. And the air 
is full of butterflies. 

“Now,” Mr. Lewin continued, 
“if you will please pick up the 
copy of that other magazine lying | 
there {America’s first favorite) 
based on paid circulation and mul- | 
tiple readership), you'll see more 


of the same as you fan the pages. 
“Observe in} particular, that In this all-picture story, the numbered, orderly 


sequence of pictures guides the reader across 
the spread and gets the idea off the page and 
into the reader’s mind with maximum impact. 


Although a map, cross-sections, and coregraphs 
are all on the same spread, logical arrange- 
ment gets the story off the page. The lead is a 
challenging question which the author answers. 


Heres an accurate method for making 


Gas-Pipeline-Network Flow Calculations 


Marketing Plans 


PAY OFF BETTER How To Make Art, 


when you use the : ‘ i 
MARKET DATA & Headlines, Pictures, =i 


DIRECTORY NUMBER 


Tih tantag 996-9uqn Aa And Text Work Together 


nual Number, June 25th, 


serves as a quick, easy guide | ° 
for investigating any indus For Better Readership 
trial market. Gives you basic 
information about every 
nial intel aad Binduees Important points are boxed 
“ , no as a supplement to the deck, 
Gives — authentic facts which serves as a form of 
upon which to shape your editors’ recommendation. 


initial marketing program. 


Yours with a year’s trial of 
Industrial Marketing (one 
copy each month plus the an- 
nual MD&DN) for only $3. 


Mail Coupon Today | We call it story organization at The Journal. It’s the 


INDUSTRIAL MARKETING ae ye: skill of our presentation editors to make the various 
This is the third in a series of : 
200 E. Mineis St., Chicago 11 | “workshop” advertisements on elements of an article work together so that all three 


"s tri 3. the technology of building better , 
ag nly ; a _ a | buninnel Eebiuads dnaderlip. levels of readership are served — the “scanners,” the 
a “skip-readers,” and the “thorough” readers. Thus by 


NAME . ° 6 . 
| “sampling,” the reader can participate in a story to 
COMPANY 


STREET. 
city. 
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Advertising Age, May 21, 1956 : ? 
ad genius is foisting on a, is win Shaffer, Mere -dith Publishing! approximately $2,000,000 of Mere- 
‘different’ and provocative. _:| Meredith Agrees to a New York, said: “Dear Ed: | dith’s total $6,000,000 book sales. 
| doubtedly these cae eb “ I agree price cutting of ‘Better 
| are seen and noted, like the flashy Drop ‘Boycott’ of Homes & a Pe can be omen ae bang Eight 
commercial drummer with the ; | effectively curtailed by control- Senior 's, Two Directors 
| loud tattersall weskit and the pink BOOk Discounters ing stock sources and hereby sub-| Foote, Cone & Belding hax 
spats. But who can be expected to| (Continued from Page 3) | mit my pledge to discontinue sell- named eight executives, all direc- 
remember the name of the adver-| pledge is designed to be a positive| ing to area discount houses and tors of the agency, senior vps. 
tiser, or the brand being offered | manifestation of the jobber’s faith| other outlets which sell below the | They are Frank Delano and El- 
for sale? |and confidence in the Meredith’ nationally advertised price. Signed | wood Whitney, in New York, and 
“And, most important of all—it! method of operation. Will you) [date] [firm name] [buyer].” William R. Forrest, John F. Hunt, 
would be nice to ring up a sale, please sign this and return as| The government complaint Robert J. Koretz, Fred Ludekens, 
wouldn’t it? These ads won’t do it!” soon as possible? | pointed out that Meredith itself; Milton Schwartz and A. Edward 
| “Price cutting of ‘Better Homes| functioned as a wholesaler in com-| Rood, in the Chicago office. 
Henke Associates Moves '& Gardens’ books can be wiped out! petition with the distributors in| At the same time, Mr. Ludekens| 
Henke & Associates, Chicago by such united action.” selling to many retail outlets. The| and Harold H. Webber, new exec 
agency, has moved to larger quar-| government estimated that the|vp in Chicago, were elected direc- 
ters at 1875 Clybourn Ave. | ™ The pledge, addressed to Ed-| New York market accounted for | tors of the agency, and Mr. Web- Horold Webber 


ber was named to the executive 
committee which includes Don 
Belding, Robert Carney, Fairfax 
M. Cone, Roy Campbe!! and Rol- 


oes’ glance behind and a look ahead... , land W. Taylor. 


Trans-Lux Names Carlton 

Richard Carlton, formerly east- 3 
ern sales manager of UM&M TV “tf 
Corp., has been named vp in charge g 
of sales for Trans-Lux Television 
Corp., New York. 
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Serves Management 


Massing before-and-after pictures makes them This spread illustrates the third level of edi- : ie 
work harder, and gets the story off to a run- torial presentation...skillfully written abstracts On Photoengraving = 
ning start. Such pictures have impact, and of a 48-page special industry-wide review and 
assure readers the article merits consideration. outlook section compiled by Journal editors. And Platemaking 


Because of their importance in 
production costs and printing 
quality, photoengraving and plate- 


= — dhdats et here ™ tLe Me making articles get prime reader- + 
tte ye SS SRE apg pa oat ship by AR’s 21,000 advertising 
bat == — managers. Here are typical arti- 
LE ere me —— cles which AR readers keep with- 
2 ¢ | | eed ry 2 handy reach: 
FA wel ibe | th Lite atti tees Double Valve for Production 
dn mee ...Refiners Will Have Coke to Burn Dollars 
x Ww eee wuss Saaee Cas eres “Do's and Don'ts for Better Elec- 
j a sc = - SS . trotypes” 


“How to Use Mechanical Screens” 


“What Every Adman Should Know ‘ 
arteries Sensis About Gravure” : 
eee Se eemsoere, Soe n ene “A New Look at Magnesium” 
gS SE = es “Production Man Looks at News- 
paper Reproduction” 
“You Can't Reproduce That!" 


Cikeh asbaberdtide 


ee as 


Be Sermons 
—: to 


Hitte 


Sells Management 
On Photoengraving 


Here the title of the article reads directly out Use of headlines as cutlines Editorial art conveys basic ’ 

of the illustrations of the equipment. This is an make both pictures and the trends for the “scanner;” at And Platemaking 

effective interplay, because the elements work title more effective. Unneces- the second level, it invites the = m . 
2 together for greater impact of the layout. sary captions overload layout. thorough reader into the story. x Coverage—Top Readership ; 
; —Top Response; AR offers all 


three to suppliers in top advertis- 
ing markets. Among leading firms 
using AR to reach buyers in the 4 
estimated $96,000,000 photoen- : 
graving market and the estimated 
$33,000,000 electrotyping market 
are such names as: z 


*OIL anp GAS 
Om The Rapid Electrotype Co. 


JOU RNAL Superior Engraving Company : 


Chicago Engravers, Inc. 


exactly the degree that it meets his requirements. 


This is the next dimension of modern journalism, and Cleer Fork Bustin’ Out Collins, Miller & Hutchings a 
4 4 : ‘ All Over Spraberry Trend .n Jahn & Ollier Engraving Co. 
at The Journal this multi-level presentation receives Shania tt dibeete  Aeedietes ; 
° Ten-Million-Dollar Brazilian : K 
as much editorial attention as the text of the story O Oi Search Scheduled S reek 6 
‘ . a ‘ ee : ’ Intaglio Service Corporation 
itself. Editing like this is new, progressive, and you'll ma ne catamaiiied : 


Reilly Electrotype Compcny Ms 
Don't nord Sempling Short Whether photoengraving and plate- * 


making represents your problems or 
your products—turn to AR for re- 
sults! 


find it only in leading publications. 


? 
he 
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GAS JOURNAL —_ er 
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This Week in Washington... 


FCC Ponders All-UHF Setup in East 


By Stanley E. Cohen 
Washington Editor 

WASHINGTON, May 16—The Fed- 
eral Communications Commission 
is moving toward some kind of 
action to “save uhf.” But in all 
honesty, not even the commission- 
ers themselves know now what the 
commission is likely to do. 

In the hope of reaching some 
kind of decision by June 1, the 
commission has held several secret 
meetings in recent weeks to discuss 
a variety of proposals, ranging 
from selective de-intermixture to 
a complete switchover to uhf in 
the eastern part of the country. 

Insiders say the commission is 
having a rough time agreeing on a 
de-intermixture plan. Many mem- 
bers are reluctant to withdraw vhf 
service from any community that 
has vhf authorized or on the air 
at the present time. 


RALEIGH 


North — 
‘Carolina 


$173,549,895 


(Mat. Area) 


9.9% Gain Over 1954 
NOT ESTIMATED FIGURES. ACTUAL GROSS 
RETAIL SALES AS REPORTED SY THE N. C. 
DEPT. OF REVENUE FOR THE 12 MONTHS 
ENDING JUNE 30, 1955. 


Busy, fast-growing Raleigh leads 
all other big N. C. cities in rate of 
sales gain in 1955. Here is other 
evidence of the importance of this 
"A" Schedule Market: 


© POPULATION 
1944—46,897 
1955—85,000 (est.) 
© BUILDING PERMITS 
1944—$2,957,000 
1954—$14,528,000 
@ WHOLESALERS 
1944—98 
1955—298 
... and here are your No. ! Sales- 
makers in this A-1 market— 


Since there are only a handful 
of all-uhf markets left (and the 
number continues to decrease as 
FCC goes ahead grinding out more 
| vhf permits), sponsors of selective 


feel the prospective market is so 
small that there would be no in- 
centive for further research on im- 
proved uhf equipment. 


® Quibbling over de-intermixture 
procedures is no measure of the 
sincerity of the FCC members. 
From Chairman George C. McCon- 
naughey down, they agree that 
uhf “must” be saved, if tv is to 
have room for future growth. 

As a result, there is considerable 
interest in the plan for “switching” 
the East to uhf. 

With stations broadcasting si- 
multaneously on both bands during 
the five to ten-year transition peri- 
od, set owners would have an op- 
portunity to get full service from 
existing vhf sets before investing 
in uhf receivers. 

In the meantime, sponsors of this 
plan assume the prospect of large- 
scale markets would inspire man- 
ufacturers to press ahead toward 
the development of more satisfac- 
tory uhf transmitters and receivers. 

* . = 

USIA—Up or Down? U. S. Infor- 
mation Agency chief Ted Streibert 
was before the Senate appropria- 
tions committee this week trying 
to “refloat” that Cinerama “idea 
ship” which was scuttled by the 
House appropriations committee 
late last month. 

Before closing its records, the 
Senate committee also heard Col. 
Eugene W. Castle, who fears USIA 
may propagandize the U.S. into a 
third world war. 

Arguing for a big cutback in 
USIA operations, he complained, 
“Reporting of news and govern- 
mental policies, as USIA attempts 
to on a global scale, is not a job 
for ex-radio hucksters, or gray 
flannel suit fellows from Madison 
Ave. It’s a job for trained and im- 
partial professional newspaper 
men.” 

Col. Castle lauded “the splendid 
effort of the U.S. Department of 
Commerce in sponsoring American 
participation in trade fairs through- 
out the world,” but he expressed 
dismay over USIA’s “People’s Cap- 
italism” exhibit. 

“The words ‘People’s Capital- 
ism’ are right out of the Commu- 
nist dictionary,” he complained. 
“We are showing deplorable weak- 
ness when we turn to the Soviet 
and Chinese Communist terminol- 
ogy in an attempt to sell the Amer- 
ican way of life. Surely we do not 
want advertising hucksters to turn 
us away from continuing to face 
the world under the proud and 
successful name of American en- 
terprise.” 

. e « 

Textile Labeling: Farm Bureau 
Federation was before the House 
commerce committee trying to 
stimulate interest in H.R. 9987, a 
bill requiring identification of all 
non-wool fibers used in textiles. 

Sponsors point out that the Wool 
Act of 1939 assures full identifica- 
tion of wool products. “Under this 
proposed act, a purchaser of any 
product made from a fiber or fibers 
other than wool can be reliably 
|informed with respect to what he 


de-intermixture are beginning to| 


| 
| 


KENNETH C. RING has been named 
exec vp of Wesley Aves & Asso- 
ciates, Chicago and Grand Rapids, 
Mich. Mr. Ring joined the agency 
early in 1955 as a vp to establish 
the Chicago branch. He previous- 


ly was with William Hart Adler 

Inc. and Weiss & Geller. 
| 
cal records of the young men who | 
consumed contaminated foods as 
members of Dr. Wiley’s famous 
“poison squad” are on display, as 
are articles by famous “muckrak- 
ing” journalists who backed his 
campaign. 

Food, drug and cosmetics indus- 
try has contributed substantially 
to various promotion funds to pub- 
licize the effectiveness of the na- 
tion’s pure food and drug laws. In- 
dustry members also played an 
important role in inducing the Post 
Office Department to go ahead 
with a special commemorative 
stamp, which will be issued June 
27, reproducing Dr. Wiley’s photo- 
graph. 


|country, died today in Magee soe-/ 


Home Non-Building: Not much! 
room for joy in the April housing} 
figures released by the Bureau of! 
Labor Statistics this week. While 
April ’56 starts were up 10% over| 
March, the month showed only| 
105,000 new homes started, com- 
pared with 130,500 in April, 1955. 

Home builders are desperately 
pressing for action to extend the 
GI home purchasing program. 
Elimination of the program comes 
at a time when liberal terms are 
most needed, the industry says. 
With the rate of family formation 
at the lowest rate in recent years 
(because of population factors) the 
potential housing market is small- 
er than usual. Housing industry 
members say they are looking for- 
ward to the 1960s, when huge war- 
time baby crops will begin matur- 
ing and will bolster the rate of 
family formation. 


]. H. Whitney Will Purchase 


90% of Gulf Television Co. 

J. H. Whitney & Co., New York, | 
has purchased a 90% interest, sub-| 
ject to Federal Communications | 
Commission approval, in Gulf Tel-| 
evision Co., operator of KGUL-TV, 
CBS affiliate in the Galveston- 
Houston area. Sale price was re- 
ported to be $4,500,000. Mr. Whit- 
ney, a brother-in-law of William 
S. Paley Jr., board chairman of 
CBS, bought the interests of James 
Stewart, movie actor; F. Kirk 
Johnson, Fort Worth oilman; R. 
Kempner, Galveston banker, and 
V. W. McCleod, Galveston attor- 
ney. Whitney & Co. also owns 
KOTV, Tulsa, CBS affiliate in east- 
ern Oklahoma. 


Paul E. Taft, president of Gulf 
Television, held a 40% 
he will retain 10% and will become 
president of the company and 


interest; | 
|died last night in Memorial Hos- 
|pital after a long illness. 


FRANK A. CANONICO 
New York, May 15—Frank A. 
Canonico, 53, for the past three 
years vp of the Liggett Drug Co., 
and before that vp and general | 
merchandise manager of the Unit- 
ed Cigar-Whelan Stores Corp., died 
yesterday in Englewood Hospital | 
after a short illness. | 
Mr. Canonico was graduated 
from Fordham University. Shortly 
afterward, he joined the United 
Cigar store chain. As general mer- 
chandise manager and vp he su-| 
pervised the company’s advertis-| 
ing. Three years ago he joined the| 
Liggett organization as a vp and/| 
was elected a member of the board 
of directors. 
In 1951, Mr. Canonico served as 
president of the Advertising Club 
of New York. 
| 
| 


ALVIN J. MYERS 

PirtspurGH, May 15—Alvin J.| 
Myers, 61, who spent a lifetime | 
working on anniversary editions 
of newspapers throughout the) 
pital. Originally from Passaic, N.J., 
he was working on the 50th anni- 
versary edition of the Vandergrift 
News when stricken this morning 
in Vandergrift, Pa. 


RALPH E. OVERTON 

MINNEAPOLIS, May 15—Ralph E. 
Overton, 40, assistant advertising 
manager of Archer-Daniels-Mid- 
land Co., died May 8 in a Min- 
neapolis hospital after a_ heart 
attack. | 

He had worked as an account| 
executive with the Fadell Co. and) 
Alfred Colle Co. in Minneapolis | 
before joining Archer-Daniels- 
Midland in 1951. 


HARRY SINIAWER 

STAMFORD, CONN., May 15—Har- 
ry Siniawer, 51, a member of the 
display advertising staff of the’ 
Stamford Advocate for 14 years, 
died May 3 at Stamford Hospital 
after a long illness. 


JOHN J. McLAUGHLIN 

PHILADELPHIA, May 15—John J. 
McLaughlin, 66, former managing 
editor of the old Philadelphia 
Evening Ledger, and later public 
information director of the Bell 
Telephone Co. of Pennsylvania and 
public relations director of several 
advertising agencies, died May 13 
at his home here after an illness 
of several months. He was affili- 
ated with the Beacon Agency Inc., 
local advertising and p.r. company, 
at his death. 

Before joining the Evening| 
Ledger in 1918, Mr. McLaughlin | 
had worked on several other news- | 
papers including the old Phila-| 
delphia Evening Telegraph and 
the Morning Public Ledger. He be- | 
came managing editor in 1931, and | 
in 1941 he became director of pub- | 
lic information for the Bell System 
in Pennsylvania and Delaware. 

During World War II, he han- 
dled publicity for the Third Fed- 
eral Reserve District. After the 
war he joined the former Ivey & 
Ellington, New York and Philadel- 
phia agency, as public relations di- 
rector. After the agency split up 
he remained with Neal D. Ivey Co. 
here until January, 1951, when he 
joined the Beacon Agency. 


JAMES R. CROY JR. 
Morristown, N. J., May 15— 

James R. Croy Jr., 68, one of the 

organizers of radio station WMTR, 


Looking for New 
Markets Abroad? 


Watch for the June 4th 
issue of Ad Age 


If international advertising 


manager of KGUL-TV under a} 
new corporation, Lone Star Tele-| 
|vision Corp., upon FCC approval | 
| of the transfer. 


Mr. Croy had been president of 
the Consumers Coal Co. for 25 
years and had retired three years 
ago. In 1948, he helped found the 
all-out to mark the 50th anniver- Morristown Broadcasting Co., op- 
sary of the nation’s original food| Publisher Names Davis AM | ¢tator of WMTR, and was active 
and drug law. P Dale L. Davis, formerly with|i™ its management until his death. 

Thousands of visitors to Wash-|Gates Rubber Co., Denver, has! 
ington this spring are seeing a|been named advertising manager Hearst Ad Names Garrett 
special exhibit at the Smithsonian |of National Live Stock Producer,, James Garrett, who joined the 
Institute highlighting Dr. Harvey | Chicago. Mr. Davis also has been | Hearst organization in 1946, has 
Wiley’s 23-year fight to secure a | copy chief of Shwayder Bros. and| been named New York sales man- 
|federal law curbing the sale of|an account executive with Galen ager of Hearst Advertising Serv- 


contaminated food. Actual medi-|E. Broyles Co. ice, a new post. 


|is purchasing.” 

With enthusiastic support from 
the food, drug and cosmetics in- 
dustry, the government is going 


| problems have had you up in 
‘the air, watch for the June 4 
International Advertising Issue 
of Ad Age. Here you'll find 
down-to-earth information on 
what’s what, in the interna- 
tional advertising picture. 

TRICE Se 8 EN 


“MORNING & SUNDAY ~ 


THE RALEIGH TIMES 


‘Evening 


Daily — 137,820 
Sunday — 133,513 
(ABC 9/30/55) 
Represented by THE BRANHAM COMPANY 
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NUMBER 11 IN A SERIES 


A DOG'S 
LIFE 
$875 
MILLION 


A YEAR! 


This is the king of them all — the hunting dog. 
Sportsmen ran up a bigger bill on him than 
they did to see every major sports event — 
baseball, football and racing included. 


Why this “urge to splurge”? The real sports- 
man is a special breed of man — he’ll spend 
to-the-hilt to enjoy his favorite hobby. 


This free-and-easy attitude toward money car- 
ries over into his daily life, as well. That's 
why advertisers find him such a good cus- 
tomer for every kind of product — “ee. 
liquor, tobacco, toiletries. 


And nowhere else do they find almost 
900,000 like him, in as mellow a mood to 
buy, as in Sports Afield. That’s why this mag- 
azine has enjoyed such impressive linage 


gains. 


Ask your Sports Afield representative to intro- 
duce you to “The Man With The Urge To 
Splurge.” 


SPORTS AFIELD where sportsmen get the urge to splurge 


A Hearst Magazine, 959 Eighth Avenue, New York 19, N. Y. 
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Letter Slashes 


Couponer’s Open 


boys can push your private label; more suspect you all become, and 
brands in greater volume. The big|the more likely some of the big 
manufacturers are wise to this one,| manufacturers are to take action 
Mr. Mott, and are not likely to be| to protect their large investment in 
fooled. They know the worth and | couponing. 


value of their trademarks. 

“Can you imagine what your 
lives and businesses would be if 
products of the big coupon users 


Back at Mott 
such as Lever, P&G, Colgate, Gen- 


(Continued from Page 2) ‘eral Foods, Lipton, Standard 
justify each coupon with the mer- | Brands, Nestle and dozens of others 
chandise or specific brand for|well known to you, were off your 
which it calls,” because “coupon|shelves and out of your stores? 
handling has become a major/Try selling Mott’s Fuzzy Wuzzy 
cause of delay and inconvenience | soap against a Lever, P&G or Col- 
at the checkout stalls” (AA, May/| gate product and see where you 
7). will end.” 

Mr. Johansen accuses Mr. Mott 
of indulging in “unadulterated 
gobbledegook which will not con- 
fuse, deter or even cause the 
large users of coupons to hesitate 
making the same broad-scale plans 
that they make each year—to use 
coupons as a major medium for 
their sales promotional drives.” 


s “Perhaps you want to frighten 
the users of coupons,” Mr. Johan- 
sen suggests, “‘so they will increase 
the handling allowance to 3¢ or 
even 4¢ per coupon. Mr. Mott, you 
and the members of the institute 
lare getting plenty at 2¢ per cou- 
pon. I know. 

“I handle coupon redemptions 
for national manufacturers and do 
it at a profit to our company at 
1%¢ per coupon or $15 per M. For 
that charge we receive the cou- 
pons, count them, issue checks and 
mail them together with a return 
envelope to individual grocers— 
with a protective minimum, of 


e Mr. Johansen accused Mr. Mott 
of “riding” coupons for three ma- 
jor reasons, as follows: 

1. “To have the users thereof 
discontinue coupons and give all of | 
the money formerly spent on cou- | 
pons to you and other members of | 
your institute for cooperative ad- 
vertising. Stop dreaming, Mr.! course. 

Mott. It just won’t happen. The; “This, Mr. Mott, we do at a 
abuses of cooperative advertising | profit for 1144¢ per coupon. All you 
are so many, so varied and well/have to do is count them, mail 
known as to make this an impos-|them in and get your money. For 
sibility. You boys have about that you get 2¢ per coupon. Ac- 
killed that pigeon.” jtually you don’t spend an extra 

2. “To discontinue coupons so | dime, regardless of how many cou- 
that brand name products will) pons you redeem. You know that, 
have a weaker position and so you! and so do I. Your regular clerks do 
|that as part of their work. 


© SC/SSORS-T/P ARTs 3 “Let an old direct mail cam- 


The most convenient ond the quickest way to paigner give you a little well-in- 
Pp smart printed pr is to use 
the Clipper Scissors-Tip way. Free 


A 


|tended and sincere advice,” Mr. | 


“You say that 50% of the supers 
are redeeming coupons willy-nilly, | 
in any way they want to redeem | 
them. I don’t believe you. Have 
you ever read the face of a cou- 
pon? Or don’t you read? Every 
coupon you and other retailers 
take in that is not redeemed as} 
part of the purchase of the prod-| 
uct couponed is in direct violation | 
of the terms that are printed on 
the face of the coupons. 

“Mark this carefully: You can’t 
stop Lever, P&G, Colgate, General 
Foods, Standard Brands, or any 
other of the ‘bigs’ with ranting and 
gobbledegook speeches. You are 
inviting them to take protective 
measures, and some day one of 
them will start it. When that hap- 
pens, sell out fast... You will not 
be worth 10¢ on the dollar inside 
of 60 days if you have only your 
own unknown and unaccepted pri- 
vate label brands to sell. 


s “Why not become ethical, de- 
cent and clean-cut?” Mr. Johan- 
sen asks. 

“You can handle coupons in a 
proper manner at your checkout 
points and do it easily. The mer- 
chandise is all laid out before your 
cashiers and, if a dishonest cus-| 
tomer tries to offer a phony re- 
demption, you could stop it. 

“Coupon campaigns, if you will! 
but recognize the facts,” he in-| 
sists, “are tailormade for super- 
markets. They are local to every) 
store in every city. They are| 
mailed or delivered to your cus- 
tomers—to the people who keep 
retail stores alive and prosperous. 

“If you have any vision and ap- 
preciation of advertising and sales 


copy, yours te use, no obligation. Address... 


MULTI-AD SERVICES, INC. 


| Johansen continues. “Don’t kill the! promotion, you should welcome 
|goose that lays the golden eggs. every coupon campaign with open 
|The more you how] about coupons arms and thank every company 


Box W908 Peoria, Illinois 


land talk unclean handling, the! 


that makes an investment in cou- 


We're not referring here to the fact that we have the tallest 
tower in Michigan, nor that we alone cover an area served 
by 14 daily newspapers and 11 radio stations, nor even to 
the prideful fact that we are a Primary CBS affiliate and 
also affiliated with ABC. Rather, we're up in the air be- 
cause 1956 will see approximately 9,000,000 tourists visit- 
ing Michigan, with more than half of that number spending 
an average vacation of 12.3 days in the area served by 
WWTYV! Let your nearest WEED Television office show 
you how economically your schedules can reach this 
high spot of summer sales on the ONE television 
station serving the MOST of Michigan's fabulous 
year-round playground. 


CADILLAC, MICHIGAN 


SPARTON BROADCASTING COMPANY 


CBS — ABC 
CHANNEL 13 


NAT'L REPS. 
WEED TV 


| 
| 
| 


| advertising " 
|News becomes the 51st newspaper | of the Alcoa account and as direc- 


pons for its help, and you should 
cooperate to the fullest. 


a “You can’t stop couponing any 
more than you can stop the tides 
that flow or the sun that shines,” 
Mr. Johansen says, “because the 
American housewife loves them. 
She respects a bargain. She wants 
to save her money. She has to: If 
you don’t believe me, direct your 
next survey to housewives and not 
to a few supermarket owners who 
think as wrongly as you do. 
“Ask the housewives of America 
what they think of coupons. As a 
matter of fact, your own attitude 
proves my point. If coupons did 
not return a big total, you wouldn’t 


be able to say that they bother} 


you. 

“Here is another interesting 
fact,” Mr. Johansen says. “In 1955 
there was $212,000,000 worth of 
trading stamps issued against $10.6 
billion worth of merchandise. Of 
these totals, 76% was in retail 
stores. 


“If supermarkets can take the) 


time at the checkout to tear off 
trading stamps, certainly they can 
spare the much shorter time it 
takes to redeem a cash value cou- 
pon. 


s “Have you ever thought that in! 


many ways a trading stamp is also 
a form of coupon? They have much 
in common. 

“The man who first said ‘Never 
underestimate the power of a 
woman,’ was a very wise man. So 
let me say in closing,” Mr. Jo- 
hansen writes, “take heed before 
it’s too late.” 


‘Polio Living’ Launched 

Polio Living, a magazine for 
polio patients, has been launched 
by Raymond Cheever, publisher 
and editor, 12 Ryan Dr., Blooming- 
ton, Ill. A quarterly, the summer 
issue of the digest-size magazine 
was published last week. Advertis- 
ing rates are $500 a b&w page; 
$300 for % page; $175 for % page 
and $105 for % page. One color and 
black is $110 extra. A guaranteed 
circulation of 25,000 will go to 
polios through professional persons 
who have polios and other handi- 
capped persons under their care. 
Subscription price is $2 a year; 
single copy, 50¢. 


‘Lima News’ to Cullen Co. 

The Lima News has appointed 
John W. Cullen Co. its national 
representative. The 


of Cullen’s Ohio Select List. 


Advertising Age, May 21, 1956 


Illinois Newspaper 
Markets Gets Data 
on National Tea Ads 


Cuicaco, May 15—H. V. Mc- 
Namara, president of National Tea 
Co., last week disclosed that the 
company spent two-thirds of its 
$6,387,795 advertising budget for 
1955 on newspaper advertising. 

In his talk at the annual meeting 
of Illinois Daily Newspaper Mar- 
kets here, Mr. McNamara said the 
rest of the ad appropriations went 
into radio, television, direct mail, 
circulars, point of sale material 
and promotion. About 75 news- 
| paper executives from 29 member 
| newspapers outside of Cook Coun- 
ty attended the meeting. 

Edward Jenison, of the Paris 
Beacon News, was elected presi- 
dent of the organization. He will 
;succeed William K. Todd of the 
| Rockford Morning Star and Regis- 
|ter Republic on July 1. 

Succeeding Mr. Jenison as vp is 
Burrell Small, of the Kankakee 
Daily Journal. The new secretary- 
| treasurer, succeeding Mr. Small, is 
Kendall White of the Elgin Cour- 
ier-News. 

New directors are Mr. Todd; 
P. H. Wire, East St. Louis Jour- 
nal; H. L. Nelson, Kewanee Star- 
Courier; Oldham Paisley, Marion 
Republican, and A. M. Richmond, 
Mount Carmel Republican Regis- 
ter. 


Discounter’s Action Signals 
Parker's Return to Fair Trade 
One of New York’s largest dis- 
count house operators has agreed 
to “fair trade” Parker pens, ac- 
cording to David H. Gullett, new 
|eastern sales manager of Parker 
Pen Co., Janesville, Wis. It was be- 
lieved he referred to E. J. Kor- 
vette Co. 
| Mr. Gullett termed it a “critical 
| action because it signaled the re- 
| turn to fair trading of Parker mer- 
| chandise in key retail outlets in the 
|New York metropolitan area.” The 
| company’s policy, Mr. Gullett said, 
is to push fair trade policies as 
long as “it was in the best interest 
of the main body of its 30,000 deal- 
ers and the company.” 


Tempo Names Poister VP 
Tempo Inc., Chicago agency, has 
|elected John J. Poister a vp. He 
will continue as account supervisor 
in charge of the agency’s segment 


tor of the contact department. 
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LAKE SHORE scone ow. 


* CHICAGO 7, ILL. 


1224 W. VAN BUREN ST. 
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Texas’ largest concentration of 
people - wealth - and television homes! 


And blanketed by WFAA-TV’s 
powerful 316,000-watt 

selling signal from atop Texas’ 
tallest structure! Inside the 
Channel 8 picture area reside 
2,344,800 people — pro- 
viding the Dallas-Fort Worth 
market with a lion’s share 

of the total retail sales in the 
State of Texas! 


EDWARD PETRY & CO., National Representatives 
Ralph Nimmons, Station Manager 


A television service of the Dallas Morning News 


S.M. SURVEY OF BUYING POWER 


1956 Preliminary Estimates* 


RETAM. SALES. ww ww ope te cs ce hs 5 ee ee,O00 
FOOD SALES 6 wk 5 ae oe eer ee 
GENERAL MERCHANDISE . . . . ..... «~~ « «+ $459,495,000 
FURNITURE, HOUSEHOLD, ETC. . . . . . .. . = ~ « « $115,545,000 
MIIGUORINES So OS RR SS. 90S 000 
Oe. .  . . Co i ees es ees > RE 989,000 
ON? 5.24. a eee, oo ee, 4. gare Ae OOD 
NIMES OF CAMBS...) ieee ee a, oe. SORT 
EFFECTIVE BUYING INCOME . ..... .. .. .« «  $3,559,408,000 


*42-county Dallas-Ft. Worth television market, as deter- 
mined by Television Magazine 


Set Count A. oR re 4 060 
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The Best Way is th 
to Sell the Wor 


More than 1,600,000 men and women read the Journal-American daily - 
the largest consumer audience of any five-cent New York newspaper. 


ay) 


« 


‘They spend $804,000,000 per year at food stores. 


6) 


e 


Their checks at eating and drinking establishments 
up to a staggering $329,000,000 yearly. 


$180,000,000 per year goes for turniture, radios, TV sets 
and various household appliances. 
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Family Way 
Gneoteat. Market 


“Consumerism’ Begins at Home, Where the > 
New York Journal-American Has Always 
Provided Deep and Dominant Penetration 


Rowe PATTERN for sales success 
has emerged in the New York mar- 


ket. “Sell the family” is now the theme 
because today’s buying for home and fam- 
ily is invariably a family affair. 


In this huge complexity of interwoven 
communities, where the current ‘“con- 
sumerism” prosperity reaches its peak, 
getting through to family buying con- 
ferences is the prime target for advertis- 
ers. And that means getting into the home. 


Evening after evening, the Journal-Amer- 
ican goes into far more New York homes 
than any other newspaper. The “new” 
New York middle-income market, where 
the bulk of today’s buying power is con- 


centrated, has always been the Journal- 
American market. In ABC circulation, 
the Journal-American tops all other five- 
cent New York newspapers, evening and 
morning. The daily average for the three- 
month period ending March 31, 1956 was 
716,456 — a fabulous increase of 71,684 


over the previous three months. In mul- 


tiple family readership—limited only by 
the number of persons under the same 
roof—the Journal-American’s leadership 


is equally pronounced. 


For sales success in New York, sell more 


New York families when they’re more 
in the buying mood...in the New York 


Journal-American. 


You can’t cover New York without the 


family entrance to the world's greatest market 


Represented Nationally by Hearst Advertising Service Inc. Offices in 15 Principal Cities 
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More Sense, Less 
Fluff in Milady’‘s 
Ads, Adwoman Urges 


(Continued from Page 3) 
women want to know the simple 
facts about the product. 

3. Products bought by women 
which give unsatisfactory end use. 
4. Poor automobile service by 


dealers who give women shabby 
treatment, thinking they don’t 
know the difference; and by man- 
ufacturers who seem to _ think 
“women care only about the color 
of an auto.” 

She went one step further to 
say that, when women write let- 
ters to companies asking for in- 


formation or offering suggestions, | 


the letters received in reply are 


‘often “third class treatment.” 


We ve ve Got Something to CROW About! 


FASTEST IN THE 
© second in ECONOMY! 


-.. 


| RILMACK te is 
proud to be a 
winner twice in 
BILLBOARD'S 
Survey of TV 
* NATION...and placed | j Commerciale ! 


tener waenee 


fuses FILMACK 


1323 S. 


NEW YORK, WY. 
Mi W. 4th ST. 


STUDIO 


According to a large number of 
women who have written Mrs. 
Montgomery complaining about 
how their letters were answered, 
the types of replies may be cate- 
gorized as: no reply; mimeo- 
graphed replies (such as “our 
product may be found in any store 
that carries our display in the 
window”); replies insinuating the 
writer was trying to get something 
she didn’t deserve, and “wet- 


nosed answers,” which seem to try 
to “simply get her 
| backs.” 


off their 


® “Mrs. 1956 is a smart gal, who 
wants news, excitement and fun 
Mrs. Montgomery observed. “She 
likes new products and grabs the 
new things; if they are good, she 
uses them.” 
| She urged advertisers when 
thinking of new products for Mrs. 
1956 to divorce themselves from 
the problem and think “what does 
everyone want,” not “what do I 
want.” 

She told of a cake mix adver- 


tiser who was advised to promote 
serving cake while watching tele- 
vision late in the evening. He re- 
plied, “No, I wouldn’t like cake 
with a highball’”—never suspect- 
ing that half the people in the 
country, more or less, do not drink 


| highballs at 11 p.m. 


= “Women in advertising have a 
job in knowing Mrs. 1956. Keep 
close to other women,” she said. 
She also urged adwomen to 
see changes as they occur. 
“Keep an open mind, learn what! 
is box office, and then go a little 
further than the measured mile,” 


:’|she advised. 


Four changes which Mrs. Mont- 
gomery expects to sweep the 
marketing world soon are: han- 


|dling and marketing food products 


for easy purchase and storage; in- 
troduction of packaged lunches and 
frozen sandwiches; a revolution in 
the home furnishings field to 
make these goods easier to buy; 
and vastly needed better service 
on appliances. 


Another thinly disguised WJR success story 


i can’t go to sleep until I hear Bob Reynolds! 


Unusual? Not really. It’s surprising how many 
people enjoy willful insomnia because of Bob Rey- 
nolds and his 11:15 p.m. “Sports Final’ on WJR. 


A while back Bob interested a potential spon- 
sor. The sponsor knew all about the report on 
WJR listeners by Alfred Politz Research, Inc.* 


But Bob wanted to add the personal touch. He 
asked listeners to drop him a line telling him 
where and why they listen. 


They did—by the thousands. A university dean 
was one of a score vr more who reported they 
can’t go to sleep until they hear Bob. Another 
dean, supervisor of dormitories, vowed to get 500 
signatures from students who end every day with 


Bob. And a Toledo executive wrote on behalf of 
ten of his friends. 

A publisher’s representative says, ““The pro- 
gram is as much a habit as brushing my teeth.” 
Hundreds echo the Ohioan who calis it “the most 
complete sportscast given by any station or net- 
work.” 

And this happy fellow: ‘Tell that sponsor that 
if he sells a product I can use he’s tops on my list.”’ 


Ah, the listeners! Men, women, students— intel- 
ligent, sports-loving, all believing in WJR and 
Bob Reynolds. That’s WJR’s part of the 
16,000,000-person audience in the Detroit-Great 
Lakes market, where smart advertisers choose 
WJR to move goods fast. 


The Great Voice of the Great Lakes 


WJR .... 


50,000 Watts 


"showing, among other things, that 38% of all the people in 


the area get their sports news from WJR and Bob Reynolds. 


CBS Radio Network 


Don't oversleep Sunday. 
It's time for church. 


Advertising Age, May 21, 1956 


PRs 


ios 


MONEY TRICK—Bills put into the bill- 
fold come out of the coin purse in 
this Buxton Inc. four-color page 
ad for a new purse in its Lady 
Buxton line. It was part of a series 
that won Buxton a merit award 
from the Advertising Club of 
Springfield, Mass. 


LADY 
BUXTON 


Buxton, Monsanto 
Win Top Honors from 
Springtield Ad Club 


(Continued fom Page 2) 
ing the winner was Monsanto 
Chemical Co. and its agency, 
Needham, Louis & Brorby, Chi- 
cago. 

In institutional newspaper ad- 
vertising, top honors went to the 
Springfield Five Cents Savings 
Bank and its agency, Gibney & 
Barreca, Springfield. Winner in 
the retail newspaper advertisng 
category was Casual Corner Inc., 
Springfield. 


® The top award for direct mail 
advertising went to F. A. Bassette 


EXACTING—“The challenge of cy- 
anoethylation” is the theme of this 
Monsanto Chemical Co. ad, part of 
a series that won Monsanto a top 
merit award from the Advertising 
Club of Springfield, Mass. Need- 
ham, Louis & Brorby is Monsanto’s 
agency. 


Co., Concord, Mass., while in the 
public relations material category, 
John R. Breck Inc., hair and 
scalp preparations manufacturer, 
Springfield, was the winner. 
Contest judges were John E. 
Jamison, art director of J. M. 
Mathes Inc., New York; Paul H. 
Provandie, president of Hoag & 
Provandie Inc., Boston; Margaret 
Divver, ad manager of John 
Hancock Life Insurance Co., and 
Robert F. Donahue, business man- 


| ager of WMAS, Springfield. 


Rachoi Succeeds Strickler 

Albert A. Rachoi, formerly west- 
ern sales manager, has been 
named newsstand circulation man- 
ager in charge of publisher sales 
relations for Hearst Magazines, 
New York. He succeeds Harry J. 
Strickler, who is retiring after 37 
years with Hearst. 
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HOW LIFE FITS YOUR MARKET. 


There are 48 million passenger cars 
operating in the U.S.... 


This is one of the good reasons why automobile manufac- 
turers invest more dollars from new-car advertising in LIFE 
than in any other magazine. LIFE’s total weekly audience 
of 26,450,0007 is larger than that of any other magazine. 


%Based on A Study of the Household Accumulative 
Audience of LIFE, by Alfred Politz Research, Inc. 


{A Study of Four Media, 
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and more than 30%* of the households in which a car ; 
is owned are reached by an average issue of [RU MF) i 


\ Fly Beane, 


Caterpillar, Ayer 
Get Top ‘Saturday 
Review’ Ad Awards 


New York, May 15—Caterpillar | 
Tractor Co., Peoria, Ill., was first 
among 25 corporations and in- 
dustry associations receiving ci- 
tations in the Saturday Review's 
fourth annual awards for dis- 
tinguished magazine advertising 
in the public interest. N. W. Ayer 
& Son Inc., Philadelphia, pre- 
pared the Caterpillar advertising. 

In addition to Ayer, J. Walter 
Thompson, Batten, Barton, Dur- 
stine & Osborn, and Young & Rubi- 
cam led the field, each having 
prepared three winning campaigns. 
They were followed by Kenyon & 
Eckhardt, with two award-win- 
ners. In all, 19 agencies prepared 
winning campaigns. 

Programming citations in the 
public interest were voted to three 
tv shows and one radio program. 
The Advertising Council’s “Care- 
less Driving,” “ACTION” (slum 
clearance) and “Religion In Amer- 
ican Life” campaigns also were 
cited. The late Fred Allen was 
voted a special citation for his con- 
tinuous fight for artistic freedom 
on the airwaves. 

The 1956 winners were chosen 
by a committee of 28 judges, in- 
cluding leaders in the field of ed- 
ucation, publishing, journalism, ad- 
vertising and public relations. Ov- 
er 400 campaigns were studied. 


@ Here are the results, listed ac | 
cording to agencies. 
N. W. Ayer & Son—Bell Tele-| 
phone System, Caterpillar Tractor | 
Co., and Container Corp. of Amer-_ 
ica. 
BBDO—General Electric Co.,! 
Timken Roller Bearing Co., and the 
Minneapolis Star and Tribune. 

Calkins & Holden, New York— 
Rand McNally & Co. 

Campbell-Ewald Co., 
Advertising Council 
Driving” campaign. 

Cole & Weber, Portland, Ore.— 
Weyerhaeuser Timber Co. 

Cunningham & Walsh Inc., New 
York—Western Electric Co. 

Compton Advertising Inc., New 
York—New York Life Insurance 
Co. 

Foote, Cone & Belding, New 
York—Watchmakers of Switzer- 
land. 

Griswold-Eshleman Co., Cleve-| 
land—Warner & Swasey Co. 

Hazard Advertising Co, New 
York—American Cyanamid Co. | 

H. B. Humphrey, Alley & Rich-| 
ards, New York—Cast Iron Pipe| 
Research Assn. 

Kenyon & Eckhardt, New York 
—Chase Manhattan Bank, and the 
Equitable Life Assurance Society. 

J. M. Mathes Inc., New York— 
Union Carbide & Carbon Corp. 

McCann-Erickson, New York— 
John Hancock Mutual! Life Ins. Co. 

Morey, Humm & Johnstone Inc., 
New York—Sinclair Oil Corp. 

Roberts and Reimers Inc., New 
York—Better Vision Institute Inc. 

J. Walter Thompson Co., New 
York—Massachuseits Mutual Life 
Ins. Co., Shell Oil Co., and the Ad 
Council “Religion In American 
Life” campaign. 

VanSant, Dugdale & Co., 
more—Glenn L. Martin Co. 

Young & Rubicam, New York— 
Metropolitan Life Ins. Co., Parke 
Davis & Co., and the Ad Council 


Detroit— 
“Careless 


Balti- 


Assn., American Motors Deseo 


|Courtaulds Canadian Ltd., Derby 


Foods Inc., and Swift Canadian Co. | 
(ABC-TV). 
Twenty-two 


corporations and| 


| associations and six radio and tv) 


programs were named runners-up 
for awards. 


Sunbeam Reports Sales 
and Profit Set Record 

Sunbeam Corp. and its domestic | 
subsidiaries have reported sales) 
and earnings for the year ended 
March 31, 1956, were the highest | 
in the company’s history. President | 
R. P. Gwinn in the annual report 
said sales amounted to $107,192,769, 
compared with the $90,119,826 of 
the year before. Net profit rose | 
from $6,853,824 to $10,178,280, and 
earnings per share climbed from 
$2.24 to $3.33. 


a 


“Sure I'm courteous- 
it’s always the 
other gug” 


PLEASE, LET'S ALL WORK 
AT TRAFFIC SAFETY 


pill wine ple STEERE 


DO UNTO OTHERS—A traffic safety campaign for Ferguson-Steere Co., 

Dallas, petroleum transportation company, urges drivers to “think of 

the other guy.” The campaign is the winner of a certificate of 

achievement from the American Public Relations Assn. Taylor- 
Norsworthy, Dallas, is the agency. 


Mr. Gwinn reported that despite 
a recession in Australia, total Sun- 
beam sales—including foreign sub- 
sidiaries—rose 19%, from $106,- 
527,000 to $126,773,000. 


Plan Magazine for Russia 


ot eee Ne 
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|will sell for five rubles, about 
}$1.25. It will be printed in West 
| Berlin. 

| Publishers Printing, Rogers 
‘Kellogg Merge, Move 
Publishers Printing-Rogers Kel- 
jlogg Corp. has moved to a new 
105,000 sq. ft. combination letter- 
|press-lithography plant at 36th St. 
land 47th Ave., Long Island City, 
N. Y. Publishers Printing Corp. 
and Rogers Kellogg Stillson Inc., 
|which operated since 1949 from 
|the same physical location at 207 
W. 25th St., New York, decided to 
imerge and move to Long Island 
'City last September. 

The merger, not announced, 
took effect several months ago. 
‘Stanley Moves N. Y. Office 
Stanley Publications, Chicago, 
publisher of Jobber Product News 


is being prepared by the U.S. In-|and Transportation Supply News, 


America Illustrated, a new Rus- formation Agency. Soviet authori- will move its New York office to 


sian-language magazine intended ties have agreed to the sale of 50,- larger quarters at 51 E. 42nd St. 
for circulation in the Soviet Union, 000 copies monthly. The magazine | on June 1. 


PETROLEUM WEEK Advertisers 


While Universal Oil er Company, developer and licen- 
sor of petroleum refining processes, primarily aims at the re- 
fining segment of the 
Director HARVEY BLANKENSHIP uses Petroleum Week 
to promote the UOP story in all four divisions of the oil 


business. 


LUTHER MENDENHALL, advertising manager of National 
Aluminate Corporation, Chicago, uses a strong color campaign 
in Petroleum Week to carry the Nalco products story to key 
oil men he must reach at both engineering and management 
levels. 


petroleum industry, Public Relations 


Men who know the market best know that . 


U. S. Steel’s sales coverage of the petroleum industry cuts 
across all divisions and through all decision-making ranks, 
REED SCHREINER, U. S. Steel Director of Advertising, 
Pittsburgh, uses Petroleum Week regularly for sales 
that’s both industry-wide and industry-deep. 


sales support 


Baroid Division, National Lead Company, located in Houston, 
a major manufacturer and supplier of drilling muds, markets its 
products and services throughout the world. CHARLES A, 
BRYANT, advertising manager, uses PW to carry Baroid’s 
sales story to buying influences at engineering, supervisory 
and management levels. 


Selling Oil Men is Easier Now 


Right from the start, leading ad- 
vertisers recognized that Petroleum 
Week filled a vital need in the com- 


and industry-deep, Petroleum Week 
includes up-to-the minute news of all 
important developments in explora- 


non-technical—in every job classifica- 
tion. The variable-speed technique, as- 
suring faster, easier, more rewarding 


“ACTION” campaign. di 
ed reading, puts every page—advertisin 


and editorial—in the main stream o 
reader traffic. 

Advertising in Petroleum Week 
thus shares the high attention value 
of oil's fastest- Figen | magazine 
—thoroughly read throughout the in- 
dustry, and still pe new. 


tion, drilling and producing, process- 
ing, transportation and marketing— 
written and interpreted on an industry- 
wide basis for management, engineer- 
ing and supervisory personnel. 

Every issue of Petroleum Week is 
designed for cover-to-cover reader- 
ship. Every page can be easily compre- 


x yet closely integrated oil indus- 
“ They backed - this conviction 
wih space contracts—and renewed or 
increased them for 1956. Their rea- 
sons for doing this are clearly defined. 

Petroleum Week's unique editorial 
concept gives balanced coverage of 
all segments of the oil industry to all 


® The winning television and ra- 
dio programs are: 

“Omnibus,” sponsored by Alumi- 
num Ltd. of Canada, J. P. Stevens 
Co., and Scott Paper Co.; CBS-TV. 

“The Metropolitan Opera,” spon- 
sored by the Texas Co. (ABC ra- 


i a ndward R. Murrow’s “See It | important buying levels. Industry-wide  hended by every reader—technical or 
"3 Now,” with Fred Friendly (sus- 
a taining, CBS-TV). 
ay Walt Disney’s “Disneyland,” | PETROLEUM WEEK e OIL S MOST READABLE MAGAZINE 


we sponsored by the American Dairy 
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FOR SERVIC E— 
Robert W. Sar- 


ing Co., is pre- 
sented with a 


| 
| mer. 


Borton, president 
and general man- 
ager of the AFA. 
The award was 
presented for Mr. 
Sarnoff’s contri- 
butions as gener- 
al chairman of 
the AFA’s pro- 
motion of Nation- 
al Advertising 
Week. 


Two Join Calkins & Holden 


| Foote, Cone & Belding, have joined 
Robert K. Malkmus, formerly Calkins & Holden, New York, as an 
with Lawrence Fertig & Co., and | account executive and copywriter, 
Dick Anderson, previously with | respectively. 


Snow Crop, Dixie 


New York, May 15—Snow Crop | 


division of Minute Maid Corp. is g In th ss TS 
plaque by ElonG. | tying in in all directions this sum-| o Etate Cup tie-in, Show 


Starting in late June the frozen | tomers who buy a three-can carry- 
foods company will conduct a dual | home carton of Snow Crop lemon- 
promotion with Dixie Cup Corp. in| ade will receive a coupon worth 
which home paper cup dispensers 10¢ on the purchase of a Dixie 
and Snow Crop frozen lemonade dispenser—and vice versa. 
will be featured. 

At the same time, the company’s| by the two companies in an ad 
trade figure, a polar bear called| scheduled for Life, June 28, and 
“Teddy Snow Crop,” will be ven-| for July issues of Everywoman’s, 
turing into the textile field, as the Family Circle, Parents’ Magazine, 
label for a line of infants’ soepens Western Family and Woman’s Day. 
}and boys’ underwear to be mar-/It will also be promoted on the 
_keted by Hanes Knitting Co. The/| Steve Allen show and “Queen for 
“Teddy Snow Crop by Hanes” line|a Day” (NBC-TV), on ABC Ra- 
is now being placed in department] dio’s “Breakfast Club” and via 
and clothing stores across the coun-| Snow Crop tv spots in major mar- 
try, according to P. H. Hanes Jr.,| kets. 
president of the knitting firm. 


ee Gl ne ae ed ees ne ea Dees 


At a Hanes kick-off in Atlanta) 
last month, Snow Crop contributed 


noff (right), Cup Will Exchange —_° only its name but a battery of 
president, Na- : | dispensers which poured out port 
cial Siteiibiads. Coupons in Tie-In | than 3,100 servings of orange juice 


| at two parties. 


| Crop takes part in a reciprocal cou- 
|pon offer for food store use. Cus- 


The offer will be made jointly 


Both companies are developing 


PETROLEUM 


Readers 


Some typical reactions and reading habits 


Hiram |. Walker Eugene D. Lambeth 


Hiram 1. Walker, Independent Drill- 
ing Contractor gets PW at the office 
but generally takes it home to read. 
Starting with the “60-Second Sum- 
mary” for a quick fill-in of industry- 
wide events, he proceeds to articles of 
-specific interest: foreign developments, 
new drilling areas, latest equipment 
reports. These he regards as bread-and- 
butter items of information. His part- 
ner reads PW when it gets back to the 
office. 


Eugene D. Lambeth, Oil Company 
Production Superintendent is a charter 
subscriber and hasn’t missed an issue 
yet. Copies that arrive while he’s out of 
town are saved for him to read when 
he returns. Particularly likes the News 
of Washington and coverage of politi- 
cal and international developments. 
Reports that PW is doing a needed 
job of educating the oil industry on 
over-all developments. 


What’s New 


Reader preference surveys are always 
of interest — particularly to a new mag- 
azine. Latest study, re, all seg- 
ments of a typical Major Oil Company, 
revealed a significant trend. Only nine 
months after its first issue, PW showed 
up in the Number Two spot among 
the five oil publications named by re- 
spondents. All votes were “write-ins” 
on a blank ballot! 


Canadian Oil Company "Whodunit"'! 
A letter revealed the fact that an uni- 


dentified person or persons had ab- 


A McGraw-Hill Publication, 330 West 42nd Street, New York 36, N. Y. 


~~. 


f 


Charles R. Harwood 


D. E. Pinion, Independent Producer 
goes through every issue from cover to 
cover — and so do three other men in 
his office. All bold-face paragraphs are 
scanned, and articles of interest read in 
detail. Finds it so complete and so 
timesaving that it has become his chief 
source of information about the week’s 
happenings in all phases of the world- 
wide oil industry. 


Charles R. Harwood, Oil Company 
Geophysist reports that PW gives him 
over-all information on the petroleum 
industry that he would not read else- 
where. The bold-face paragraphs help 
summarize up-to-the-minute reports on 
exploration and new drilling proce- 
dures, and the personal items keep him 
in touch with friends and fellow work- 
ers. He ranks it among the top maga- 
zines in its field. 


in Petroleum Week 


sconded with all copies of a recent 
issue of PW. The motive — keen inter- 
ést in an article on a stock purchase 
plan for employees. Solution—two new 
copies were forwarded by return mail. 


Up, up, up, up . . . More advertisers are 
discovering that now “‘it’s easier to sell 
oil men.” There are already 47 new 
advertisers in PW this year. The signifi- 
cant average-pages-per-issue figure is 
now up nearly 50% over the compar- 
able figure for 1955. 


PETROLEUM WEEK 


Personals 


Where the news 
is, there you'll 
find the “tall 
man from Tex- 
as." Six foot four 
without his Stet- 
son, mud boots 
and camera are 
standard — P 
mentas he trecks Glen Green 
through the oil country interviewing 
oil men on the job, — from tool-pusher 
to research engineer. That’s Glen 
Green, PW Senior Editor —a_ native 
Texan and oil reporting veteran of long 
standing, assigned to on-the-spot cover- 
age of exploration, drilling and produc- 
tion news in the Southwest. 


™ Many letters 
| come to PW ad- 
dressed to Wal- 
ter Jablonski — 
to Mr. W. M. 
Jablonski, or 
simply Mr. Ja- 
blonski. But 
most oil men the 
» world over know 
that the pee ee col- 
umn bylined “W. M. Jablonski” is 
penned by deceptively slender, darkly 
attractive Wanda Mary Jablonski. 
Daughter of a major oil company ge- 
ologist, Wanda’s early years were spent 
in oil camps at Eastland and Midland, 
Texas. She received her B.A. from 
Cornell and gained her early reputation 
as a top flight oil writer with the New 
York Journal of Commerce. 


Ww. da M. Jabli Li 


In February— 
for the first time 
— an oil writer 
was invited to 
the weekly meet- 
ing of Sinclair's 
ge board. 

he resulting 
PW story was 
heralded by a 
number of readers as a milestone in oil- 
magazine coverage of management pro- 
cedure. Sinclair ordered thousands of 
reprints for distribution to employees 
and stockholders. John Barton, PW 
Senior Editor and Management Spe- 
cialist, wrote the story. Barton has 
broad experience as an oil writer — in- 
cluding Managing Editorship on a 

rize-winning National Petroleum 
None staff. 


John Barton 


59 


point of sale displays. The agencies 
involved are Ted Bates Co., for 
Snow Crop, and Hicks & Greist for 
Dixie Cup. 


MINUTE MAID SELLS 
PLANT TO H. P. HOOD ; 

New York, May 15—Minute ° 
Maid Corp. has completed arrange- if 
ments to sell its juice concentrating 
plant at Dunedin, Fla., one of two 
it agreed to dispose of by terms of 
a consent decree with the Justice 
Department, (AA, Sept. 12, ’55). 

The purchaser is H. P. Hood & 
Sons, Boston dairy, which will thus 
make its entry into the citrus con- 
centrate field. The plant is to be 
transferred at the end of the cur- 
rent citrus packaging season in 
June. 

Minute Maid still has to sell a 
plant at Frostproof, Fla., under 
terms of the decree, which met 
government objections that the 
company’s acquisition of Snow 
Crop division of Clinton Foods had 
given it too big a share in the fro- 
zen juice industry. Both of the 
plants to be disposed ef were Snow 
Crop plants. 


IBK envio 
IS THE 
BIT STATION 


In their homes, in their cars, for the 
best in news, music and sports, con- 
sistent high tune-in night and day 
proves that WJBK is 
PART OF DETROITERS’ 
DAILY LIVING 
To reach deep into the pocketbook 
of this big-spending market, take 
advantage of this fact! Make WJBK 
PART OF EVERY = 
DETROIT RADIO BUDGET 


AM-FM 
DETROIT 


MICHIGAN'S: MOST POWERFUL 
INDEPENDENT STATION 


10,000 wees 1,000 watts nights 


STORER BROADCASTING COMPANY 


HARRY R. LIPSON 
Vice Pres. and Managing Director 
TOM HARKER 
Vice Pres. in Charge of Sales 
118 E.57th,New York 22,MU 8-8630 


Represented by 
THE KATZ AGENCY, INC. ve 
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More than 
18,000,000 
families 


have a 
PERSONAL 


INTEREST 
in this article 


Why? Because there are more than 18,000,000 families 
living in friendly, family-filled towns... people who 
work and live beyond metropolitan centers 
. . . countryside people. 

These countryside people are interested personally 
because articles like this mean money in their pockets 
... newjobs ... new payrolls. . . new opportunities for 
themselves and their children. Because of where they 
live and how they live, these people have extra interests. 

As they say, “We raise our young people. We 


Here’s a formula that’s paying 
off for many communities in 


iene 
‘“s 
™ 


Then form an industrial 
development corporation. 


educate them. Then they run off to cities to find jobs. 
What can we do?” 

That’s why this article appears in the May issue of 
TOWN JOURNAL... the how-to-live-better magazine 
for countryside families. The above article tells how a 
town of 3,000 population attracted 15 new industries 
in 10 years. Quite a story? It’s a blueprint for action 
published for people who live in countryside towns. 

TOWN JOURNAL not only tells its readers what other 
countryside families are doing to make their com- 


CO Ee Ne Oe 


Wisconsin. First, stir up interest 


“ot snmcea 


6 i? 
a ch 
ay aae 
ee , Y 
ie = ee 7 ae . 
ye ie 
mes 
ate 
at | ee 
shai 
oer ae . 
et } 
oF a 
HS ee igee 
oN a i 
pe i.) 
ay i 
ee i 
ee 8 
wl ee 
belt i) ) 
a 
Sa : 
pe Noe | 
Goes +¥ | 
ets hy bs : i 
ae pe ee take eeceen R eae 1 ae 
ees % ea 5 ee 
ae ye! * fee . 
ie O | e | 
Eta ss APs Pt Lee ioe @ 
rae Pees 8 oe a one ee ee | 
es 3 me oe i’ ae A ees 3 “he * ge. . oa e 1 
gd ‘5 ee Aiea: Bilt nee ity 2 | 
a woes eo | 
We ee { : 73a 38 
i ae be 
ei  —_—e Ju coe 86 
ere SS rr ee: | 
Wer mae Gee aw payee. eis fod eS! ss 4 
Pe ne mr . cred ‘ nS Z 4 
ae aS, ae > 
~ a . * a i : 15 
eae meer! © Ae me ep nag | el ee 
Eo? : ne Pre ee Re oo Seen eee 3 te 
eget A i 3 cp AS: Pres em | 
pele ; a ot, eae co ees! ets mt pee ee ge i es ; 
Bc, oa? "e F ' 
n Be’ es Bi ‘ 
eo Pane me ‘ 
a) Sa aS Anon ae . 7 
- a Ps —— Gt ans aa Roe hae aoe és ie i . ‘ 
is, tec eles soem Ag ee "aaa 
Kay i : : 
WS ee iy ne 
et f 
Le 
Ss 
= ae 
apn. 
ae . 
ee: ‘ {| 
Atte ; 
i ; 
EES 
ea ee | 
7 ea 
page : 
eee 
aay 
pees PN ¥ “7 ' C ay 
Gi). sectecdeetaretete > i 9 
a steageetetesies s 7 i 
co” coraccreteesa “1 Z ' 
: ar : es cotecetetaPatad ) s sp ov { 
fees bececscsssneet g al nile 
es Besssicrenisn \ ‘ 4 = 
eee pects tcatets tor. , # 
a Beretststeseiete: ~.7 | A 
a * peececereeteteesN 4 
hee SIBSIVoe ‘ 
eo Teleletetetete! Ag of ++. Or town ooe@ amber 
eee = = — AIR IO OOOO OO Re ; : 
ae wletahatatetat ate eateteteteteeeteenatantetatstataatatatetetatetet ateteteteteeeeetaretatstatatetatstatetatstatstatstetatettettteatrarstetstatstetetatatetatetatstatetatatatatetetstaststetetitett te pettteeerare: — atereterets merc ts get counc ats of Co erce 
:: sSegpapisestepecsratesetepecetoteenetetacstareserecstececanssnessescsesosmsenetenenenateenetesececasarsrsnssasnessansmmeneseneteterntatetenetetensnstetenetetenstssetececssetsmsnnsnmnssmmnsnmmensseneaeeessesesonamnmsesterenecetenststss their my the d hee start@me ball ; 
on sbasensgunshcessstaesseee ese eae a oA togetiy - - rolli 
oa pecidesettgetereresetesetattaaterengeccerstsseesseteeneaeasseiesesecnnmneteeteneteneeeretesececonsnasseiesseeeeneamanensneneneseemeneeteseteterecerereececosenanansnsescosopansssesssesesesesesetessnesssenesenenennnmtmmmmenenenenesessesetet 
bit wsieecctig 
ae SRR 
Bilaed ji we ee a's r 
" “eee ee ee - ’ 
al ~ ceteletete rete” \% Pa - 
a Sosa ; UL i 38 
ae Eesecececetececes all - : 
ia Ring ine 
4* ad Moonee ete te® r eee 
4 ough BOOonr ey = 
Li mists t, 
Keke weleteieleleteny 
e ototetatens * : ; ; ‘te g 
= a i ils || 
te a wee 2 
Nae 
Dee 
ee: 
frente 
aT 
a on 
b. 
>.’ ‘ 
oi; ! 34 
4 
ee — 
=" . 
a \ 
x | 
al 
nal a 
FS 
es 
ea } 
oe 
we | 
a 
‘ .° 
i | 
<4 . { 
+ 
Rs 
4 
i 
oJ 
3 is 
E 
4 
“si 
og } 
ns ‘ > 
. ' 
a 
b 
oe iy, ; | ro o—OOeEeEeEeaEeEeEeEeEeEeEeEeEEeEE_E——E Eee | 


idl ati a cape 


By Etwoop R. McIntyre 


in the countryside. I saw it, a little 

while back, when I came home to 
Wisconsin. I saw it all over the state, 
but especially in Elkhorn, a town of 
around 3,000 population. 

What I discovered there was noth- 
ing less than an answer to that common 
complaint of country towns: “We raise 
our young people. We educate them. 
Then they run off to the cities to find 
jobs. What can we do?” 

Elkhorn. which I recalled chiefly 
as a dairy center. has met this problem 
squarely with new industrial payrolls 
—jobs that never existed before. Re- 
cently established factories, none more 
than 10 years old. make chemicals and 
paints, parts for TV sets and parts for 
aerial bombs. burial vaults and bowling 
trophies, saw sharpening machines and 
band instrument cases. Other new 
plants turn out harvester silos, electric 
welders, machinery trailers, electronics 
gear, tools and dies. One even special- 
izes in the polishing of stainless steel. 


Oe ae even dramatic is happening 


How has Elkhorn succeeded 
in luring 15 factories where many 
towns have failed to bring in one? Why, 
for that matter. has new industry set- 
tled in other Wisconsin towns like 
Eagle River, Lomira and Waupaca? 
Just how, too, did Baraboo in the Devil 
Lake country snare 12 new payrolls 
totalling some $2 million annually after 
its woolen mill closed and Ringling 
Brothers abandoned this town: of 7.500 
population as quarters for its circus? 

I was full of such questions as I 
traveled around and witnessed first 
hand the industrial revolution taking 
place in the Wiscensin countryside. 


4 
4 


‘e authorities. Choose energetic, capable 


citizens to head it up. 


Each time, I got the same explanation: 
“The factories didn't just come. We 
used a ‘persuader'—a locally-organized, 
locally-financed industrial development 
corporation.” 

There is a vital difference between 
the old-time booster committee to bring 
in new industry and the development 
corporations which nearly 100 Wis- 
consin towns have organized. The differ- 
ence is that one word, “incorporated.” 
With a charter from the state and ap- 
proval fram the State Securities De- 
partment, the development corporation 
can do things that the booster commit- 
tee can’t. For example, it often will: 

@ @ Render financial assistance to 
a manufacturer interested in setting up 
a plant (this money being raised local- 
ly—often by selling development cor- 
poration stock or floating bonds, occa- 
sionally through bank loans and ap- 
propriations from tax revenue). 

© ©@ Buy up land, or get options, 
so a manufacturer can obtain a site 
from the corporation at a fair price. 

© @ Erect a factory building, then 
lease or sell it to a manufacturer at 
terms consistent with the benefits his 
payroll will bring. 

“When there's an industrial devel- 
opment corporation in a town,” says 
Professor R. J. Colbert of the Bureau 
of Community Development at Univer- 
sity of Wisconsin, “the manufacturer 
can expect no flamboyant subsidies, 
no outright gifts or grants, no special 
tax concessions, no wholesale buying 
of his capital stock. But he won't get 
gypped, either, and that’s a big induce- 
ment. He knows that his problems will 
get sympathetic treatment, that he will 
pay his fair share of taxes, no more. He 


+. and bonds, or 
even by using tax 
money. 


will feel wanted, needed and important.” 

Here is a concept “hich, while not 
new, is currently catching on fast; one 
that is spelling the difference in many 
country towns between prosperity and 
the economic doldrums. now that milk 
checks and the resort business no long- 
er provide enough jobs. It offers farm- 
ers opportunity for part-time jobs, hope 
that young people can work near home. 


Just how does one start an in- 
dustrial development corporation? Of- 
ten, the Chamber of Commerce will 
take the lead, or (in smaller towns) 
perhaps a high school principal or a 
couple of merchants with vision. It 
takes but a few to begin, though almost 
always the leaders seek financing sup- 
port from the whole town. Usually, lo- 
cal people buy stock or bonds of the de- 
velopment corporation in hope of rea- 
sonable profit; sometimes they expect 
none. In rare cases, they prefer a mu- 
nicipally-sponsored corporation so tax 
funds can be used for at least part of 
the financing. 

That's how it happened in Elkhorn, 
whose citizens grew wary of the town’s 
dependence on dairying and voted in 
1939 to allot $2.000 a year in tax money 
to a special “industrial expansion 
fund.” That built up a nice kitty dur- 
ing the war; to spend it without risk 
of political chicanery, the town fathers 
arranged in 1945 to set up a separate 
Elkhorn Industrial Development Cor- 
poration, independent of the local gov- 
ernment (in the same way that a town’s 
water works is often independent). 
Four Elkhorn lawyers gave their time 
to draw up incorporation papers and 
get clearances from state authorities. 


Use funds to buy 
factory sites... ~.—} 


«++ maybe erect 
factory buildings... 


A seven man board—including a law- 
yer, excavating contractor, doctor, gro- 
cer and three retired farmers—was to 
spend the corporation’s money “in any 
way it saw fit to bring in new industry.” 


“We began big,” recalls Jack 
Gunyon, the contractor, “by selling 
bonds to build a $76,000 factory for a 
milking machine company from Minne- 
apolis. Our corporation bought some of 
them with its kitty; banks and local 
people the others. 

“The milking machine firm didn’t 
stay long. but another company—mak- 
ing frames for auto bodies, and seam- 
less pipe for the oil fields—promptly 
moved into the factory, expanded it, 
and now employs more people (271) 
than its predecessor.” 

(Local investors take no serious 
risk in building a factory for a manu- 
facturer, Professor Colbert asserts. 
“Buildings and grounds in a growing 
community are bound to increase in 
value, though communities should think 
twice before erecting specialized build- 
ings like condenseries. General purpose 
factory buildings are safer.”) 

Elkhorn’s Development Corpora- 
tion never found need again to build 
a factory. “We let the manufacturer do 
that, now,” reports Gunyon. “Our 
funds go mostly to help him with financ- 
ing problems and to buy sites along 
the railroad. We put in streets, water, 
sewers, electricity and natural gas. The 
manufacturer pays us the land cost, 
plus the prorated improvements at ac- 
tual value. We give nothing away and 
take no rake-offs either.” 

Nearly every manufacturer con- 

(Continued on page 52) 


Hunt prospects by 
advertising . .. 


... spreading word with 
traveling salesmen... 


TOWN JOURNAL MAY, 1956 


... sending out scouts. 
35 


... or help finance new industry. 


munities more prosperous, it shows its readers—step 
by step—how they can do the same thing in their 
own communities. 

Countryside families represent a huge and grow- 
ing market of progressive and self-reliant people. And, 
because they are progressive and self-reliant and 
family-minded, they want to know all sorts of things 
...how to be a personal success... how to have 
more attractive homes... how to have even more 
interesting and more prosperous communities. 


This, indeed, has created a wonderful opportunity 
for TOWN JouRNAL, the family magazine of home- 
town America, now bought and read every month by 
more than 2,000,000 families. 


TOWN JOURNAL 


The Family Magazine of Home-Town America 


Published Monthly By Farm Journal, Inc. 
Washington Square, Phila. 5, Pa. 
Graham Patterson, Publisher Richard J. Babcock, President 
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Tolson 


Petry Lindquist 
PARTYGOERS—On hand to help pretty up the place at the KMTV, 
Omaha, party in New York recently was Bettie Tolson, director of 
the station’s “Your Tv Home.” With her are Edward Petry, whose 
company represents KMTV, and Lance Lindquist, McCann- 

Erickson vp. 
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Shippee McCain Bronson Clough Taylor 


caucuS—Members of the North Texas chapter of the 
National Industrial Advertisers Assn. meet at the 
heliport on top of the Statler-Hilton, Dallas, to dis- 
cuss travel plans for attending the national NIAA 
convention in Chicago. Wearing tool pusher hats, 
which will be worn by all North Texas members 


Mehran Gibson * Barrett Klusmeier Silha Brown 


NEWSPAPER PROMOTERS—Renewing old acquaintances at the 26th national convention of 
the National Newspaper Promotion Assn. were Larry Mehran, New York World- 
Telegram & Sun; Bettie Gibson, Pittsburgh Press; Ted Barrett, Dallas Morning News, 
newly elected president of the association; Bill Klusmeier, Rockford Morning Star 
and Register-Republic; Otto Silha, Minneapolis Star & Tribune; Joseph Brown, De- 


Brownell Royer Ardizone Carter McNeil 

HOSTS AND GUESTS—The first five men on the left are members of the Cleveland Press, 
one of the three host newspapers for this year’s meeting of the National Newspaper 
Promotion Assn. They are John Brownell, manager of research and promotion; Ar- 
nold Royer, manager of general advertising; Art Ardizone, manager of retail advertis- 
ing; George Carter, business manager, and Leon McNeil, circulation promotion man- 
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during the convention, are: Max Shippee, Oil Well 
Supply Division, U. S. Steel Corp.; Ken McCain, 
Briggs-Weaver Machinery Co.; Pat Bronson, Dres- 
ser Industries; Charles Clough, Texas Instruments 
Inc.; Jack Taylor, Taylor-Norsworthy Advertising, 
and Abbott Sparks, Petroleum Engineer. 


TEDDY BEARS UP—Teddy Snow Crop presides at a party for youngsters 

after introducing a new line of infants’ sleepers and boys’ under- 

wear labeled “Teddy Snow Crop by Hanes.” Parties at Rich’s De- 

partment Store, Atlanta, were held to signal the new label alliance 

between Snow Crop Frozen Foods and Hanes Knitting Co. The new 
; Hanes line features the polar bear image on both labels and designs. 
(Story on Page 59.) 
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Marlboro 


6 filter... 


y f 


Sparks 
DOUBLE DUTY—The 20’x21’ cutout of Andy Armstrong, vp in charge 


of art of Leo Burnett Co., Chicago, appears on one of six rotating ~ 
bulletins used by Marlboro in the Los Angeles area. Other designs 
feature a diver, yachtsman, radio operator, farmer and cowboy. 
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Taubkin Lynch Stern Wilcox Burke Harding 
troit News; Irv Taubkin, New York Times; Joe Lynch, Washington Post & Times Her- 
ald, outgoing president of NNPA; Dan Stern, San Jose Mercury Herald & News; How- 
ard Wilcox, Indianapolis Star and News; Marty Burke, New Orleans Times-Picayune 
and States, and Clarence Harding, South Bend Tribune. The three-day convention 
was held in Cleveland. 


Sprague 
ager. Among the member guests in Cleveland were Don Burum, Honolulu Star Bulle- 
tin, who makes the long trek from Hawaii to the NNPA convention every other year; 
Mel Barker, promotion director, Chicago Sun-Times; Wallace Sprague, Parade Publica- 
tions; John Blatt, Oklahoma City Oklahoman and Times; Harry Lund, Saginaw News; 
Robert Reese, Detroit News, and Deen Malotte, Kalamazoo Gazette. 
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Coming June 2 Mlid-America’s 
brightest T’'V publication 


The Chicago Tribuhe’s % 


New size and format! 


TV WEEK will offer an 814 x 11” trim size page 
with conventional three-column makeup. No need 
to crowd your copy or abbreviate your message. 
You'll have room to present your full story with 
suitable display and art. 


High quality paper! 

TV WEEK will use top grade, 45-lb. enamel- 
coated paper stock throughout. You’ll get clean, 
sharp reproduction of tonal values in both color 
and black and white. Magazine plates and ma- 
terial with 120-line screen are recommended for 
best results. 


Top circulation! 


TV WEEK will afford the biggest concentrated 
circulation package you can buy in metropolitan 


Chicago—over 730,000 families. That’s one-third 
more than any other Chicago newspaper TV sec- 
tion has—nearly three times that of any national 
TV magazine. 


Impact plus long lifel 


TV WEEK will give your advertising a week- 
long opportunity to sell. It will combine the 
smash impact and action setting of the newspaper 
with multiple referral value. Prospects will be 
exposed to your message again and again. 


Maximum flexibility! 


TV WEEK will offer substantially shorter dead- 
lines than general magazines. Orders for mono- 
tone close only 16 days before publication—color, 
only 28 days. You can tailor your copy exactly 
to take full advantage of current market con- 
ditions. 


exciting’ new 


KR 


S em TV weex 


Heavy reader promotion! 


TV WEEK will be launched with an all-out pro- 
motion campaign, which will build powerful in- 
terest in its debut. That means bonus attention 
and readership for your advertising right from 
the first issue. 


New rate structure! 


TV WEEK will be available to advertisers at the 

lowest milline rate of any TV magazine, national 
or local. In addition, advertisers can benefit from 
an attractive continuity discount schedule. 


Get the full story! 


TV WEEK deserves your immediate considera- 
tion if you want an additional way to build sales 
in the booming Chicago market. Your nearest 
Tribune representative will be happy to give you 
the full story. Call him today. 


Chicago Tribune 


Chicago 
W. H. Hattendorf 


1333 Tribune Tower 


SUperior 7-0100 


The World’s Greatest Newspaper 


New York City Detroit San Francisco 

E. P. Struhsacker W. E. Bates Fitzpatrick Associates 
220 E. 42nd St. Penobscot Bidg. 155 Montgomery St. 
MUrray Hill 2-3033 * WOodward 2-8422 GArfield 1-7946 


Les Angeles 
Fitzpatrick Associates 
3460 Wilshire Bivd. 
DUnkirk 5-3557 


MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 
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Rail Yearbook Issued 

The 1956 edition of the “Year- 
book of Railroad Information,” 
published annually by the East- 
ern Railroad Presidents Confer- 
ence, New York, was just issued. 
New features included in the cur- 
rent edition are: a table and chart 
reflecting net working capital of 
the railroad industry; a_ table 
showing the yearly passenger 
service deficits as computed un- 
der the ICC formula, and a trans- 
lation of figures on distribution 
of intercity freight and passenger 
traffic into chart form. 


Brandt Launches Scaleograph 

A new device, the Scaleograph, 
for scaling and cropping photo- 
graphs is being brought 
Brandt Corp., P.O. Box 465, New 
Orleans. Two L rules attached to 
thumb-nuts may be manipulated 
along a diagonal connecting rod, 


enabling easy composing and 
cropping of a picture. Price is 
$12.50. 


out by! 


-1,000,000-Ton 
‘Newsprint Gap by 
“60 Seen in Study 


New York, May 15—Indications 
are that newspaper advertising 
will exceed 2.9 billion lines by 
1960, as against 2.8 billion in 1955. 

New circulation patterns are 
taking shape in the newspaper 
field. 

At least 1,000,000 more tons of 
newsprint will be needed by 1960 
than the amount now scheduled. 

These are among the highlights 
of a new newsprint study recently 
issued by American Newspaper 

|Publishers Assn. to its members. 

The study is based on experi- 
ence in the period from 1950 

through 1955 and was made as a 
check on the study and forecast 
|made Oct. 3, 1951 by Dr. Charles 
W. Boyce, former secretary of the 
| American Paper & Pulp Assn. The 
original study, “Newsprint Now 


te ye 


nN 


ie 


tate Times 


—first in evening advertising in 
all these categories, according to 
latest Media Records statistics: 


FIRST in Total Advertising by ....... 
FIRST in Retail Advertising by....... 
FIRST in Automotive Advertising by. . . 
FIRST in Classified Advertising by... . 
FIRST in Department Store Advertising by 


8.7% 
16.5% 
98.8% 
30.8% 

4.7% 


FIRST in Drug Store Advertising by... . 48.3% 
FIRST in Food Store Advertising by .. . 175.4% 


and the StateTimes 


(EVENING AND SUNDAY) 


delivers 18.3% more 


dealer and carrier circulation in the Jackson 
city zone than any other evening newspaper! 
(A.B.C. publishers statements, 
6 months ending September 30, 1955.) 
To tap Jackson’s rich $175,000,000 buying 
power, you only need one paper...the 
leading evening paper... the State Times! 


Represented by 


BURKE, KUIPERS & MAHONEY, INC. 
New York, Chicago, Detroit, Kansas City, Atlanta, 


Oklahoma City, Dallas, 


Charlotte, San Francisco 


and in the Next Decade,” has been 
brought up to date by Dr. Boyce 
in his current study, “The First 
Five Years—Report on the Decade 
1951-1960 of Newsprint Supply 
and Demand.” 

The current study shows that 
the forecasts made in the original 
study are more accurate than any- 
one believed in 1951. 


® Probable demand for news- 
print by 1960, Dr. Boyce believes, 
will total 9,500,000 tons. This is 
750,000 tons more than demand of 
8,750,000 tons cited in the 1951 
ANPA study. The difference is in 
overseas shipments, originally es- 
timated at 750,000 tons, which 
have been increased in the cur- 
rent estimate to 1,500,000 tons. 

It is expected that U. S. news- 
papers in 1960 will require 7,000,- 
000 tons, and that another 500,000 
tons will be needed for other con- 
sumption in the U. S. Canadian 
needs are estimated at 500,000 
tons. 


New Book Discusses 


Bank Public Relations 

“The Bank and Its Publics,” a 
new book by Robert Lindquist, 
presents a philosophy and tech- 
nique of bank public relations. 
Mr. Lindquist is vp of Harris 
Trust & Savings Bank, Chicago. 
Public relations in banking is 
traced from its beginnings to the 
current day. Salesmanship in 
banking, advertising and _ the 
media also are discussed in sev- 
eral chapters. 

Publisher is Harper & Bros., 
New York. Price is $5. 


‘Chilton Names McClenachan 

Chilton Co., Philadelphia, has 
appointed Blair McClenachan 
sales manager of Tele-Tech & 
|Electronic Industries. The publi- 
| cations, recently purchased by 
| Chilton from Caldwell-Clements, 


HATTER PATTER—Lilly Dache, fashion and beauty authority, adds a 
sales pitch for Modernfold doors in this page and a half b&w ad for 
New Castle Products Inc., New Castle, Ind. The campaign will run 


in American Home, Better Homes 


& Gardens, House Beautiful, Liv- 


ing for Young Homemakers and Sunset. Batten, Barton, Durstine & 
Osborn, Chicago, is the agency. 


will be moved to Philadelphia 
June 1. Mr. McClenachan succeeds 
Howard A. Reed, who will con- 
tinue as general sales manager of 
Caldwell-Clements, devoting full 
time to Mart and Technician. 


Three to ‘Philadelphia News’ 
The Philadelphia Daily News) 
has appointed Theodore L. Reimel | 
Jr. and Robert Santella to its ad- 
vertising sales staff and Arnold 
A. Canter to its promotion depart- 
ment. Mr. Reimel formerly was 
regional sales supervisor of Mrs.}| 
Paul’s Kitchens; Mr. Santella| 
was with the Philadelphia Inquir- 
er, and Mr. Canter with Lit Bros. 


Closing Set June 15 for 
Annual Reports Contest 

Closing date for entering an- 
nual reports for 1955 and early 
1956 in the 16th annual survey 
sponsored by Financial World is 
June 15. The publication reports 
more than 4,000 annual reports of 
industrial corporations and finan- 
cial institutions have already been 
entered, and that the contest this 
year will be limited to the first 
5,000 reports submitted. 

Awards will be made for the 
best annual report advertise- 
ments, cover designs, post-meet- 
ing reports of shareholder annual 
meetings and statistical yearbooks 
prepared for security analysts. 


| 
| 
| 
| 
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tential. 


1032 Carondelet St. 
New Orleans, La. 


A QUICK GUIDE FOR PLACING 
THEATRE SCREEN—ADS 


1. 40-Second, 60-Second, or 80-Second film commercials are 
standard length. Films in natural color are preferred. 


2. One theatre up to as many as sixteen thousand theatres 
may be used during a week. 


“A week” means a showing of the film commercial at each 
performance of the theatre for a full week, usually seven 
days, Monday through the following Sunday. 
4. First-run indoor theatres usually have 24 to 30 perform- 

ances during a week with a showing of the film commer- 

cials as a regular part of each performance during the 

full week. 


Drive-In theatres usually have 14 performances during a 
week with a showing of the film commercials as a regular 
part of each performance during the full week. 


6. The audience of a theatre for a week will equal about 30% 
of the theatre’s adult potential audience. The adult poten- 
tial averages about 75% of the population in the area 
served by the theatre. 


The cumulative audience, different people during six weeks 
in succession will equal about 60% of the theatre’s potential; 
during thirteen weeks in succession 75% of the theatre’s po- 


8. Bookings may be placed through advertising agency or 
direct by advertiser. 


Proof of showing, postal cards signed by theatre owner and 
sent through U. S. Mail, are supplied on request. 


10. Production of films and distribution of films to theatres on 
a nation-wide basis can be arranged with one film com- 
mercial producer and distributor as follows: 


MOTION PICTURE ADVERTISING SERVICE CO., INC. 


MAPA 
os 


70 E. 45th St. 
New York, N. Y. 
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Advertising Age, May 21, 1956 


Advertising Pages and Linage in Consumer Magazines 


April and Year-to-Date Figures for U.S., Canadian and Foreign Publications Reporting to Advertising Age 


8990.7 1,587,922 1,575,226 
tTwo issues in April 1956; three issues in April 1955. }Five issues in April 1956; four issues in April 1955. §Four issues | 


April 
1956 

Weeklies, Bi-Weeklies, Semi-Monthlies 
Capper’s Weekly ............ 17.4 
Christian Advocate .......... 19.4 
SD Sicha d odes 40 odin 87.8 
BEI R 68.8 
DET Auun scales Cecesgeeinee 36.2 
REPRE. 2 RE ee 517.0 
ENE ree 123.7 
RS: RE aE 454.2 
CE tins eietendanee 335.5 
tPresbyterian Life .......... 12.5 
& ee 12.0 
§Saturday Evening Post ...... 361.0 
Saturday Review ............ 69.7 
Sporting News .............. 30.5 
Sports Illustrated .......... 117.8 
ME eiahs duns te hacwadpe ee 409.8 
eee 31.1 
§U.S. News & World Report . 284.2 
BT EE cent wae we aan 2,988.6 


in April 1956; five issues in April 1955. 


~~ Jan.-Apr. Jan.-Apr. 


1955 


120.7 


* April 
1956 


3,624 


April 
1955 


12,146 
6,773 
88,671 
32,029 
26,506 
352,911 
83,905 
197,023 
112,531 
8,065 


127,390 


Women’s 
Ce SOR Gre ici ci nseekc. 24.8 
§Bride’s Magazine .......... 145.0 
Everywoman’s ............... 39.8 
2 ee 59.3 
Good Housekeeping .......... 162.8 
Ladies’ Home Journal ........ 124.0 
McCall's Magazine .......... 106.0 
tParents’ Magazine .......... 65.7 
EES Ea My hac adcveess 151.8 
Western Family: 
Southwest Edition ........ 26.5 
Mountain Edition ........ 23.1 
No. Calif. Edition ...... 24.3 
Northwest Edition ...... 25.9 
Se 57.3 
Woman's Home Companion .... 42.4 
_ i Serer: 18.5 
a ere 1,023.9 1,034.4 


page). ZNot included in totals. 


General 
American Artist ............ 33.2 
American Forests .......... 19.7 
American Legion ............ 23.9 
American Magazine .......... 29.0 
CE: Gedcnvast-ces 6c bicecs 26.2 
ee ee 35.7 
Christian Herald ............ 50.2 
BEE 55 aguwesdaceenekee 7.4 
RUN ER s v.00 <6 on trbdlaes 31.0 
Coomepetitan ... 2... cccccess 20.8 
Eagle Magazine ............. 8.1 
BE aah Oe ae 5 idws-s on ceh ae 71.7 
SD NE ibis svvatacebes 12.7 
0 Ee 82.0 
ia 6 tod <b eeeens on 21.0 
ee ee 18.0 
EE Sc cwenavibecn 27.8 
 iicehin dA me-v-eondt es 31.0 
a er 58.8 
Harper's Magazine .......... 36.0 
SE ccdeumkeusc<ovecse aes 92.5 
Improvement Era ............ 31.0 
0 EP 38.7 
ee 139.2 
National Geographic ........ 63.1 
Sticke cspnncaghes 23.0 
— PE bn b oc tened 41.0 
SC a A 8.6 
te EE aoe 30.7 
PET: akebmedsbnaccessaga 8.4 
ee 12.6 
Town & Country ............ 67.1 
2 ere 48.1 
Wee ned dss atbibadaececdaryss 35.5 
WR ancivscpadsdddavce 110.4 
TEED GHD. ibs de tecracecce 1,325.3 1,278.1 


sOgSezSuikaean! 


~~ 
BWEURK KR ONOKONWEENWH io oun 


De wee we 
SSSassBRxo 


BbehbeeieSsh 


3,209.8 3,292.0 
§Published in January, April, July, and October. tIncludes linage carried i 


571,001 . 775, 
special Shopping Scout Section (572 lines per 


“679,810 


tlarger page size (628 lines) in April 1955. {Started ‘accepting advertising in April 
shown are for March-April issue. Not included in totals. |||No issue in April 1955. 


Home 
American Home ............ 107.7 
Better Homes & Gardens .... 219.1 
DP basecwetseacee 75.2 
House Beautiful ............ 156.5 
House & Garden ............ 112.8 
Wouschold ........cecececes 53.7 
RR Se ee 111.9 
Sunset Magazine ........... 206.0 
TE RE is ccresescwss 1,042.9 
Fashion 
ES ask take 0.0 0 oe cbaa dl 121.6 
DE tbh ceuahdgaeetiwen 120.2 
Harper's Bazaar ............ 97.4 
Mademoiselle ............... 112.6 
ee a 140.0 
DE I inc desis ins 60 591.8 
Movie-Romance-Radio 
Dell Modern Group: 
Modern Romances ......... 31.9 
Modern Screen ............ 33.4 
Screen Stories ............ 25.1 


Fawcett Wom<n’s Group: 
Motion Picture & TV Magazine 14.7 
1 


True Confessions ......... 95 
Hillman Women’s Group ..... 16.4 
Hillman Romance Group ...... 14 
Ideal Women's Group: 

Intimate Romances ........ 20.1 

GUN GD adios sbeense esc 22.3 

Movie Stars Parade ........ 22.3 

Personal Romances ........ 18.9 

TV Star Parade .......... 16.8 
a . 11.8 


a 


SR -SOh RRS 
> 4OUnR BUD 


vu SBOWVr ANN 


103. 
95. 
83. 
67. 
84. 
63. 
11. 
81. 
84.8 
84.6 
80.7 
65.6 

9.1 


571,019 


65 


April 
1956 
Secrets Romance Group: 
#tDaring Romances ....... 21.4 
8Confidential Confessions . 13.5 
Revealing Romances ...... 13.3 
Re ee 148 
#|||Silver Sereen ......... 13.2 
True Story Women's Group 
PEE Sah cesscdhaanbte 43.0 
_ ff ees 70.2 
Lk re “334.1 


Lines—— —--——_——_ - 
April dan.-Apr. Jan.-Apr. 
1955 1956 1955 
14,146 


_— 15,891 —_—_ 
6,640 28,459 29,453 
6,651 29,709 31,160 
5,163 + 10,184 5,163 


17,039 61,578 57,893 
25,946 96,272 87,610 


169,069 601,307 594,563 


tMarch-April issues combined; started publication asa bi- monthly with March- April 1955 issue. {March-April issues com- 
bined. §April-May issues combined. ||/April-May issues combined; started publication as a bi-monthly with April-May 1955 


issue. ZNot included in totals. 


NOTE: Figures for each publication in the Dell, Fawcett, Ideal and True Story groups include all advertising carried by the 


Group as a whole PLUS additional advertising carried by each individual publication. 


Magazine Linage Trend. Ficures in thovsonds 


WEEKLIES 
1956 5 


GENERAL 


APR.| |, 588 


APR.| 680 | 


MAR.| 1.489 


| 


APR. BYE) 


WOMEN’S 
1956 


APR.| 571 __ 


1955 
571 
Business 
CREE, wawscctusdvaensds 102.3 
tBusiness Week ............... 487.7 


Dun’s Review & Modern Industry 103.6 
Financial World ............ 62.4 


Mechanics & Science 
Mechanix Illustrated ........ 66.4 


Popular Mechanics .......... 47.3 150.6 
Popular Gelemse .......ceeee 139.1 140.8 
tScience & Mechanics ....... 99.3 : 

Wade GOOD .cccccccseess 452.1 457.2 


tPublished bi-monthly; figures shown are for March- April issue. 


Detective & Fiction 


Dell Men's Group .......... 13.1 
Thrilling Fiction Group ..... 6. 


Total Group ............. 19.5 


Newspaper Sections (I) 


man 48] man 466 


SEEBEBEE 


HOME 
1956 


are 
man (420) 


1955 


DEEN sacauhesteudacidains 74.7 , 25,235 115,530 98,724 
DD. sacndulimecte sgeciue 190.8 . 104,280 415,224 318,528 
Nation's Business ........... 46.5 s A 
\ ee “T0680 994.2 878. 3,485.4 483,282 1,913,078 1,697,156 
tFive issues in April 1956; four issues in April 1955. {Four issues in April 1956; five issues in April 1955. 
Youth 
gg ee 27.4 10,509 44,893 38,486 
fo Pere Te 31.7 21,667 84,569 72,159 
PL atdbswnss<ecpnndas 2.0 7 6,691 3,199 
Scholastic Magazines ......... 32.2 12,457 67,168 49,515 
Scholastic Roto ........... > 7.7 4,552 23,797 18,005 
Total Group .............. 101.0 49,953 227,118 181,364 
Outdoor & Sports 
American Rifleman ......... 58.1 26,117 93,853 99,062 
Field & Stream ........... 99.3 40,123 128,225 120,790 
Fur-Fish-Game ............ 21.1 9,800 33,858 36,507 
GD. WE wewiecc<coe. { 100.1 43,274 130,887 128,778 
PED Ces ce vcccedce 78.0 36,174 107,040 101,684 
De GE Sacicc evans. 356.6 362.4 151. 134, . 155,488 493,863 486,821 


(Nationally distributed with Sunday ne 

tAmerican Weekly ........... 67.1 

Family Weekly ..........-. 34.2 

GOED. wawaadevectetesctes 77.0 

tThis Week Magazine ...... 87.6 
ee rere 265.9 241.1 


tFive issues in April 1956; four issues in April 1955. 


Newspaper Sections (II) 


(All other newspaper sections yA comics) 
+First 3 Markets Group ..... 
New York Mirror Magazine ... a8 


¢New York Times Magazine. 331.7 203.6 
Puck—The Comic Weekly .... 8.2 
Yeled Groene .......0...- 136.9 


roup 
tFive issues in April 1956; four issues in April 


Comics Magazines 


tAmerican Comics Group .... 7.0 
tArchie Comic Group ....... 4.3 
National Comics Group: 
(Total 2 Units) ........ 10.6 
Red Unit ..........-.-.- 4.3 
#Blue Unit ............. 6.3 
Quality Comic Group: 
(Total 2 Units) ........... 12.0 
Comics Unit ........... 6.0 
Romance Unit ........ 6.0 


Total Group ............. 33.9 e : “758 
| ¢Published bi-monthly; figures shown are for March-April issue. #Not “included in totai. 


(Continued on Page 66) 
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37,230 164,433 153,638 


173,102 910,764 += «737,859 
5921 80,708 59,270 


Bienes SEs 


. - | Cee Se ee ee Robe Aes CC : 
é x 
} ee _ 
idl 
; \ 
} 
dan.-Apr. Jan.-Apr. April Jan.-Apr. Jan.-Apr. April * 
6 iz 1956 1955 1955 1956 1955 1956 2: 
1 60.9 17,383 67,077 60,867 ee ee eS ~ 
5 85.6 8019 34,160 35,439 —) a a: oe 
2 3305 59,618 214.339 —-224,703 = Sa SS Se ; 
6 272.0 29,532 116.102 116,726 ao SS — oo 5 
0 1154 36151 134,020 115.417 : ; 
5 1,445.9 351,548 1,014,867 983,233 j 
: a Re sim eae 22 ot oe ss a fo 
6 1,356.3 194,859 648.919 581,832 05 _ 2204 208.2 30,126 i 
9 9138 140,898 440,531 383,786 ’ ; 
0 676 5,244 24,344 28,381 ‘i 
5 768 5.024 9811 30859 32,271 
3 1,201.9 245,532 291,716 808,062 817,265 ; 
| S "DBS 29,256 34.860 128,306 «129,296 | 
9 100.0 33,110 40,021 98.647 108,489 
8 203.0 50,533 20,058 135,029 87,076 
lg ig a | 
7 579 5660 2,763 21,050 10,531 
5 967.0 119,369 MM 447,926 406,123 ~ 
967.0 _119.369 I 1 447,926 —_ 406,123 
1956 cial 
ms 147 og ase sve oie | | mar[63) | ¢ 
3122 301.0 91,640 87848 197,312 190.232 | -| 631 | i 
1361 1618 17,125 14,068 58170 69,131 | 1955 1955 j 
2258 275.9 25,440 33,646 «= 96,864 118,342 | i 
4se4 4291 eoieas © S.1as 20000 | Fo: Ce ms 
399.7 395.1 84.317 82,413 271,775 268,592 | 
306.7 287.3 72217 63,366 208,530 195,338 
219.8 207.0 28,292 30.167 94,548 89,020 
436.6 419.1 103170 91.128 296,883 285,004 | a BUSINESS FASHION | 
1956 1956 
975 1241 11,374 15,269 41,809 53,230 | . 
87.7 1162 9930 14.226 37,632 49,849 | ppp S34 | apr. |[302| 
923 1221 10,419 15,108 39,605 52,382 | a A 
968 1233 102 15012 41518 52,888 MAR.34) | 1 
205.6 243.0 24,595 28,240 88.213 104,242 ¥ 
179.1 213.2 28,832 43,569 121,784 144,969 1955 1955 mz a 
a — 3.825 26,090 23,651 ani ape 330 | are 
ae 
19 359.1 67,121 47,177 235,548 ~—-193,067 
4 1045 13937 13,676 50,582 43,887 529.3 18738 1 204,821 222.310 787,009 761.250 & 
0 74.6 8,274 6,160 29,820 31,332 | 68.1 297.7 63,842 41,935 183,399 174,941 f 
5 2 74.4 10,035 9805 31,602 31,259 | 245 7 2 29 69: 90 010 ws : 
8 1080 12,209 13462 41510 45,337 : 
2 75.7 12.230 10,203 34.406 «32,468 i 
7 1084 14971 13,083 58,272 45,509 = 
5 1648 21516 19,629 74855 70,690 ; 
5 261 3106 1635 11545 10,968 : 
| 8 1013 5580 6660 19,310 18,226 a 
a0 79.208 934s«B686 = 34,070 = 33,943 | 
; 5 385 3415 3604 14921 16,172 
3 2406 48,774 47,590 162,737 163,624 : 
5 519 5454 4657 24245 22,283 | 
218.1 55,742 51,183 192,787 148,289 | , 
49.1 8834 8912 30.534 30,821 | 2 
81.2 12,373 15,931 50,855 55,843 | 
91.7 71. —— 44940 38,507 < 
99.2 13,295 12,230 42510 42,573 | = 
139.2 25920 19,350 65,825 61,389 | ~ 
100.3 15,097 = 12,192 62,229 42,127 | i 
273.5 62,847 57,537 214,257 185,970 | 
110.0 1299 13540 40911 46,198 re 
119.1 26,483 22,261 84300 81,472 | 
592.1 81,830 79,968 372,340 348,166 | : 
180.1 15,018 15,792 44,035 42,865 ~ 
92.9 9852 10,736 40,796 39,853 i 
32.0 7,462 5.824 23,114 5,824 * 
409 3694 4695 15517 17,536 ‘ 
906 13197 11474 45894 38878 ee ot lancdlte . 
' iy 4, - . be *' s! . '" iy rt 
ao by: Drow pf ny 4 592.1 590.6 32,984 33,726 132,622 132,300 
268.9 42,437 45,463 161,465 169,926 565.3 563.5 31,164 31,542 126,635 126,231 7 
143.3 20637 18432 70.946 61,461 aes es a. SM EM ‘ 
96.6 15,203 15,625 40,433 41,426 esis 01202 02387 373221 30987 
392.7 64915 70972 232.435 230,907 
. 658,456 2,424,380 2,292,081 e 
1955. §Published bi-monthly; figures | iy . 
ess skews 2s Ser‘ 2 
u 95 305 383 1,448 2,135 6,827 8,582 
es =—235 C2 «(C1005 =«7078=S—iCOS—(«“C276~—S«C( 3S 28S ; 
89.4 305.8 250.6 68,093 56,521 193,293 158,390 4 
2084 5662 5228 138510 131,689 357,827 330,423 | [nn ihe 
83.7 2609 288.7 31,598 35,140 109592 121,240 — : 
1636 406.6 4046 98928 103,406 256,961 255,724 Pak 
172 2792 216971305 74.066 176.450 174978 ae a ae ee ae SS f 
1065 2863 2439 70,714 67,336 180,969 154,168 a 4 48 i —~e— ee 
178.5 561.1 504.0 86,537 74979 235,642 211,659 “ = : . — ™ oa 
T0058 2842.0 26741 SBE7IS S6B.21E 1.586172 1,484,926 | | — — oe —_— ee , 
} t an 
| 137.3 405.7 «= «423.0 «Ss «52,150 58,916 = :174,028 += 181,463 a b 
1107 3865 3672 51,567 47,506 165,811 157,507 | t 
1078 427.4 397.5 61,564 68,148 270,090 251.142 8 1935 1808 47,558 2 
| 1319 4020 4128 48,288 56598 172,441 177.080 1482 1515 40,290 
| 1568 601.2 600.0 88,479 = 99,123 379.983 379,214 1,071.5 868.1 281,909 ‘ 
GAS 72228 72005 52088 530201 162353 i106406 a i ee 
| 14556 12315 385305 252463 1301132 1Oes1i ; 
| 1955. 
| 110.0 13706 13973 arama en | i 
| 104.3 14.349 12206 44762 41.056 80 0 «14. | 2,646 3,024 5,292 6,048 S 
86.2 10,750 10,891 36983 35,842 43 9.0 1607 1,607 3,403 4,159 i 
60.6 6309 8,067 25976 28,774 70 2 43.6 3969 2,646 16,503 16,632 A. . 
74.7 8366 10102 32,026 36,148 300s 23 1607 1,134 8,063 8.127 on 
) 68.6 7,026 7,326 29,406 27.046 40 223 2,362 1,512 8,440 8,505 
9.2 618 740 3,946 4,893 it 
120 8649.0 4536 4536 18522 18,522 : 
76.7 8609 10,902 32891 34,946 6.0 25.0 2.268 «= 2.268 9.450 9,450 £ 
83.9 9,574 9,873 35,972 37,387 60 24.0 2,268 2,268 9,072 9,072 
23.0 839 9574 9873 35,992 36,317 ————— —— Ties «~43720 «45341 ry 
| 233 758 8145 10846 32497 34,617 — oe _ 
186 0 64.5 7.201 7998 27,657 28.159 
91 23.0 5,068 3,918 9,862 3,918 a iB 


66 
Pages— Lines- ! Pages a REP PCRS 
April April dan.-Apr. Jan.-Apr. April April dan.-Apr. Jan.-Apr. | April April Jan.-Apr. Jan.-Apr. April April dan.-Apr. Jan.-Apr. 
1956 1955 1956 1955 1956 1955 1956 1955 1956 1955 1956 1955 1956 1955 1956 1955 
Canadian National Weekend Newspapers (Rotogravure Linage) Reader's Digest 

SEE 6.6 od obedeusséus 87.2 69.7 251.1 248.0 87,201 69,682 251,064 247,990 SED. GA vecenaeaned 46.0 — 211.3 — 7,498 34,994 —- 
et DEED .ciccedbeeceedte 70.3 79.0 227.4 248.7 70,252 78,989 227,392 248,680 | eee 49.0 36.0 149.0 125.5 8,918 6,552 27,118 22,841 
See WRUUN cae conccaséas 85.1 106.8 272.0 337.0 80,803 101,421 258,431 320,128 | SED we canes covevas 69.0 48.5 234.5 175.2 12,558 8,827 42,679 31,894 
{Weekend Picture Magazine ... 116.9 124.2 356.4 360.6 113,898 121,056 347,510 351,537 Dt ‘scccgausetovensd 52.0 50.0 195.0 169.0 94,464 9,100 35,490 30,758 
Total Grow ............. 95 3797 Ties Tiss 352158 S7iias [080507 Ties sss British .............0.00, “5 60 62975 63510 «61ST 3S GSES 
tFive issues in April 1956; four issues in April 1955. {Four issues in April 1956; five issues in April 1955. | Caribbean 5.2.6... essen 870 83.5 265.0 2585 15,834 15,197 48,230 47,067 
Pt eiud.cpedaunewes 45.5 50.5 136.3 140.2 7,735 8,585 23,169 23,825 
| PD ~cpunkovecceoetsa —— 16.0 52.6 57.0 2,976 9,788 10,602 
Canadian | French (Gelgium) ........ 5S 440 1336 1560 7,788 (7.700 23,383 27,300 
Canadian Home Journal ...... 39.7 51.9 143.6 138.3 27,002 35,298 97,629 94,028 | NS ee 108.5 88.0 341.5 298.0 18,988 15,400 59,763 52,150 
Canadian Homes & Gardens .. 56.3 53.0 151.2 138.5 38,287 36,011 102,841 94,043 French (Provincial) ..... 103.5 96.0 356.5 326.0 18,113 16,800 62,388 57,050 
Chatelaine Shed ecaaee 59.2 47.5 160.2 148.8 40,245 32,324 108,929 101,162 | French (Swiss) .......... 28.5 22.0 87.5 59.0 4,988 3,850 15,313 10,325 
RE le Fee eh, oy oS 36.4 37.5 112.9 118.9 15,627 16,078 48,434 51,022 | German (Germany) ....... 108.0 96.0 337.5 277.0 19,656 17,472 61,416 50,414 
errs tr 129.2 1655 3498 371.9 87,881 112,557 237,860 252,881 German (Swiss) .......... 31.0 24.0 95 67.5 5,642 4,368 18,109 12,285 
Ts ctetecaete. 44.9 47.6 153.4 140.0 30,554 32,345 104,300 95,212 Iberian 60.0 48.0 202.0 169.5 10,920 8,736 36,764 30,849 
Reader's Digest: Indian 37.0 250 141.0 104.0 6,734 4,550 25,662 18,928 
English Edition .......... 102.0 90.3 303.8 263.3 18,569 16,425 55,287 47,911 Italian 84.0 69.0 260.0 209.5 14,448 11,868 44,720 36,034 
French Edition .......... 110.0 94.8 321.3 284.5 20,020 17,244 58,467 51,778 40.0 30.7 145.5 113.7 6,720 5,152 24,444 19,096 
Revue Moderne .......... 34.7 30.2 82.3 88.1 16,762 20,506 55,975 59,891 37.0 34.5 107.5 140.5 6,734 6,279 19,565 25,571 
Revue Populaire ........... 29.9 41.9 94.5 99.0 20,914 29,340 66,125 69,277 Mexican ...... 66.0 54.5 216.5 184.0 12,012 9,919 39,403 33,488 
MIN, « ousethdeesaseane 51.8 40.8 137.4 134.2 36,204 28,518 96,188 93,949 a—_ Nee 24.0 18.5 98.0 645 4,368 3,367 17,836 11,739 
pSaturday Wight .. .......... 48.7 89.6 165.5 257.2 20,466 37,623 69,518 108,038 ED 4 85 ond 6 ep din’ 49.0 46.5 144.0 126.0 8,330 7,905 24,480 21,420 
§Time-Canadian  ...... 267.6 212.9 742.7 635.2 112,385 89,425 311,920 266,770 nee a Pere 86.0 83.0 298.0 286.0 15,050 14,525 52,150 50,050 
fae. 1,000.4 1,003.5 2,918.6 2,817.7 484,916 503,694 1,413,473 1,385,962 South African ............ 97.0 74.0 322.5 258.0 17,363 13.246 57,726 46,182 
+Two issues im April 1956; three issues in April 1955. {Two issues in April 1956; five issues in April 1955. §Five issues | Southern Hemisphere ...... 43.5 47.0 141.0 148.5 7,917 8.554 25,662 27,027 
in April 1956; four issues in April 1955. j DD caveadeeocesed ame 61.0 62.5 164.0 180.5 11,346 11,625 30,504 33,573 
. DED nis vec cueni 99.0 80.3 338.8 302.5 41,580 33,705 142,275 127,050 
Foreign ° tTime-Latin American ...... 107.6 102.3 354.0 361.2 45,185 42,945 148,680 151,690 
Life International: $Time-Pacific : 89.3 75.3 318.9 277.0 37,485 31,640 133,945 116,340 
+English Edition ......... 843 553 2558 208.0 «57,290 «37,570 «173,910 —138,720 | Visao (Portuguese) 8 678.0 = 309.0 223.4 = 35,630 32,760 = 129,780 93,870 

Spanish Edition .......... 629 57.8 247.3 229.0 42,755 39,270 168,130 155,720 | #!|||Vision (Mexican) ........ a -., a 34.8 Samos 3,220 14,980 
{Newsweet-European ........ 578 397 1988 1500 24255 16,660 83,480 as.enn | Vielen (Spenich) ........... 3 S48 1889 167.7 23,660 23,030 79,380 70,420 
SitNewsweek-Pacific ......... 64.0 52.9 208.3 204.8 26,892 22,225 87,482 86,030 | SO 2,265.1 1,988.4 7,498.5 6,693.5 616,330 531,700 2,064,365 1,830,458 
Popular Mechanics: tThree issues in April 1956; two issues in April 1955. tFive issues in April 1956; four issues in April 1955. §Asian and 
Mecanica Popular (Spanish) 36.3 32.8 102.3 94.5 8,149 7,330 22,920 21,174 | Tokyo Editions combined as of March 5, 1956. Figures shown above represent the combined edition and the average of the 
Mecanique Populaire (French) 27.3 33.5 103.0 1118 6,106 7,504 23,075 25,032 | two previous editions. |||Started publication in January 1956. ||||Started publication November 1955. Not included in totals. 


Should Home Office or Local Subsidiaries 
Control Overseas Ads? Conferees Disagree 


New York, May  15—Who;tion that Ford allows its overseas 
should control advertising done in|companies to pick “any agency 
foreign markets—the home office | they want so long as it is J. Walter 
in the U. S. or local subsidiaries Thompson Co.” He pointed out that 
and distributors in the field? | there are markets where JWT does 

This question tended to dominate |not service Ford. 
three panel discussions conducted 
at the annual convention of the|® A. S. Hart, president of Quaker 
International Advertising Assn. (Oats International, reported that 

The 42 international advertising | his office approves budgets—and 
leaders who sat on the panels came | then usually doesn’t see campaigns 
to no final conclusions. There “until after they have run.” 
zeemed to be general agreement, | 
however, that it is advisable for | 
U. S. companies to maintain some 
control of overseas advertising, 
particularly over budgets. How 
much depends on a number of} 
factors. ‘but picks its agencies—there are 

‘now 30 of them—locally. 
® Companies with manufacturing; William H. Bray, group head at 
facilities abroad reported that their| McCann-Erickson Corp. (Interna- 
foreign subsidiaries are granted a|tional), said in his experience 
good deal of autonomy. For ex-|90% of ad budgets are approved 


ample, Tom Lilley, assistant gen- | locally. 


eral manager of sales and assem- | 
bly activities for the international | ® Exporters, as opposed to com- 
division of Ford Motor Co., said' panies manufacturing abroad, re- 
Ford’s overseas managers run their | tain more home control. Merle M. 
own shows, including selection of|Schneckenburger, vp in charge of 
an advertising agency. |advertising for the House of Sea- 

Mr. Lilley denied the sugges- gram Ltd., Montreal, reported that 


WKOW Country... Yes! 
but RETAIL SALES, too. 


7 
Oe 


charge of advertising for Colgate- 
Palmolive International, reported 
that Colgate favors local marketing 
control. He said Colgate does not 


Cow bells and cash registers 
play a merry tune in wKROW 
Country. With over 86% of 
the state’s dairy cow popula- 
tion and over $2 billion in 
retail sales, wKOW Country 
offers both stability and 
Prosperity. It’s a 51 county 
market worthy of your con- 
sideration. Headley-Reed 
Company has the answers to 
your questions. 


IL 10,000 watts 


1070 Ke. 
Wisconsin’s Most 
Pewerful Radio 


WKOW «=... 


| in the heart of America’s Dairyland 
Madison, Wis. 


| every time Seagram has allowed | 
|overseas distributors more free-| 
dom, they have botched the job. | 
| Revlon International Corp. was 
|held up as an example of a com-| 
| pany maintaining a centralized op- 
eration with strong New York con- 
|trol. Edmund F. Buryan, general 
/manager of Revlon International, 
|said his company has an ad director 
|in New York who is charged with 
over-all responsibility for adver-| 
tising in 96 overseas markets. 

Revion never allows a distribu-| 
|tor’s name to appear in an ad and} 
demands that every ad in every! 


| Showing a consumer benefit. 
|@ Many of the panel members ad- 


| vocated “flexible control,” with 


use an international agency as such | the U. S. office setting basic policy| ment has been achieved only by 


lines and allowing overseas outlets 
to make their own decisions within 
| this general framework. 
| The control problem touched off 
ja heated exchange at one point 
between Ovid Riso, vp in charge 
of advertising for Philco Interna- 
tional, and Arthur Kron, exec vp 
of Gotham-Vladimir Advertising. 
Mr. Riso said one of the factors 
favoring local autonomy is that 


association, had this caustic reply | 
to the Europeans: “Who doesn’t 
want to make more money?” 


s Harry Schwartz, Russian spe- 
cialist of the New York Times, told 
a luncheon meeting that the “firm 
of Khrushchey & Bulganin has 
taken over the Soviet account and 
the two head men are personally 
acting as the account executives” 
in a new-style campaign promoting 
economic assistance to under- 
developed countries. 

Mr. Schwartz said the shift in 
Soviet tactics represents a serious 


William B. B. Fergusson, vp in| overseas market feature a headline | “economic challenge to the West.” 


| However, he told the international 
'admen that they can meet this 
challenge by making three points: 

1. Russian economic develop- 


| tremendous suffering and depriva- 
| tion. 
2. Close comparison of goods | 
will show Russian output to be | VERSATILE BOX—Mohawk Business 
| shoddy. | Machines Corp., Brooklyn, is pack- 
| 3. Russian trade promises have | aging its miniature tape recorder 
|seldom been fulfilled. in a new shipping-display box 
which, according to the company, 
|eliminates double packaging and 
takes up % less space on the 


® Mr. Schwartz said that we have 
passed through the military phase 


of the cold war and are now in the 


distributors on the scene are able| battle of words and goods. “You, 


to get lower rates from media. Mr. | 
Kron denied that this is so. He| 
said that an export agency can| 
do as well as any local distributor 
through its associate agency 
abroad. | 

Mr. Riso retorted that any time | 
| Mr. Kron wants to visit his office, | 
‘he will show him a full-page ad| 
bought by a Philco distributor at 
a lower price than the card rate. 

To which Mr. Fergusson 
cracked: “Who pays card rates 
anyway?” 


. A band of European agency 
/men, led by the vocal Dr. Rudolf! 
Farner of Zurich, made a frontal) 
| assault on the split-commission | 
system used in American export) 
_advertising. Dr. Farner and agency | 
|heads from the Netherlands, Den-| 
mark, Sweden and Norway all in-| 
|sisted that they could not ade-| 
quately service American export) 
accounts unless they were granted | 
the full 15% commission. 

Dr. Farner added that not only| 
couldn’t he service these accounts | 
at 7.5%, “but I wouldn’t.” | 

He was opposed vehemently by | 
|South American agency men, es- 
| pecially Mario Garcia-Pena of Co- 
|lombia. Mr. Garcia-Pena said he| 
|has found the _ split-commission 
|method a “profitable” arrange- 
|ment. Since the American agency 
develops the account, it deserves | 
to share the commission, he as- 
| serted. 

Alberto Blanco-Uribe, head of 
the Venezuelan advertising agency 


| 


| 


;can be made available. If you do 


ladies and gentlemen,” he added, | 
“have the task of stimulating the | 
consumer, educating him to the) 
wealth of goods and services which 


that job successfully, demand will 
be high, production will have to be 
increased and the depression the 
Communists hope for will not take 
place.” 

Walter Sauer, advertising man- 
ager of Home Products Interna-| 
tional, was named International} 
Advertising Man of the Year, in| 
recognition of his work as chair- 
man of an IAA committee which 
drafted a code of ethics, standards 
and practices. The code is the re-| 
sult of a four-year research proj-| 
ect. The third and final volume 
has just been completed. 


Barrett Named Columbia Dean 


Edward W. Barrett, who is now 
exec vp of Hill & Knowlton, has 
been named dean of the graduate 
school of journalism at Columbia | 
University, New York. He will 
assume his new duties Aug. 15 as 
successor to Carl W. Ackerman, 
who retires July 31. 


dealers’ shelves. 


‘Eddy Duchin Story’ Will 
Be Promoted on CBS Radio 
Columbia Pictures Corp. will 
sponsor 25 segments of eight CBS 
radio shows to promote its picture 
“The Eddy Duchin Story” star- 
ring Tyrone Power. The programs 
are “Edgar Bergen Hour,” “Bing 
Crosby Show,” “Amos ‘n’ Andy 
Music Hall,” “Jack Carson Show,” 
“Galen Drake Show,” “Juke Box 
Jury,” “Mitch Miller Show” and 
“The Robert Q. Lewis Show.” 
Donahue & Coe, New York, is the 
agency. 


WQXR Increases Rates 
WQXR, New York, will increase 
its daytime program rates 25%, 
effective June 1. The revised pro- 
gram rates apply only to Class C 
time: weekdays from 6 a.m. to 6 
p.m. and after 11 p.m., and Sun- 
days from 8 a.m. to 6 p.m. and 
after 11 p.m. Minute announce- 
ment rates for long-term cam- 
paigns will be raised 5%; daytime 
station breaks go up from 5% to 
16% depending on the frequency. 


BERNARD P. 
Negotiator 


PURCHASES — SALES — MERGERS 
APPRAISALS — FINANCING — COUNSEL 
CONSUMER & BUSINESS PUBLICATIONS 


147 West 42nd Street, New York 36, N. Y., LAckawanna 4-1631 


GALLAGHER 
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’ America, Tenth District convention, Sham- 


Reece oon a ---- 


JOY BUNDLE—“Your baby’s weight 
in gold” is the major award offered 
by Swift & Co. in a contest for its 
baby foods. Ending June 2, the| 
contest is being promoted by b&w 
pages in 70 dailies, plus ads in the 
May issues of Modern Romance, 
Parents’ Magazine, Baby Talk, 
Baby Post, and Congratulations. 
McCann-Erickson is the agency. 


Coming 
Conventions 


May 20-23. National Industrial Advertis- 
ers Assn., 34th annual conference, Palmer 
House, Chicago. 

May 21-22. Seventh annual Distribution 
and Advertising Forum, Chicago Tribune, 
main studio, Station WGN, Chicago. i 

May 24-27. Associated Business Publica- 
tions, annual spring conference, The 
Homestead, Hot Springs, Va. 

May 25-26. Midwestern Advertising 
Agency Network, 2nd quarterly business 
meeting and advertising clinic, Hotel | 
Schroeder, Milwaukee. ! 

June 3-6. National Sales Executives | 
International Distribution Congress and | 
Sales Equipment Fair, Conrad Hilten Ho- | 
tel, Chicago. 

June 10-13. Advertising Federation of 
America, annual convention, Bellevue- 
Stratford Hotel, Philadelphia. 

June 10-13. Poster Advertising Assn. of 
Canada, Thousand Islands Club, Alexan- 
dria Bay, N. Y. 

June 17-19. New England Newspaper 
Advertising Executives Assn., summer 
meeting, Sebasco Lodge, Sebasco Estates, 
Me. 

June 17-22. National Advertising Agen- 
cy Network, 25th annual management 
conference, Oyster Harbors Club, Oster- 
ville, Cape Cod, Mass. 

June 20-22. American Marketing Assn., 
spring conference, William Penn Hotel, 
Pittsburgh. 

June 24-28. American Newspaper Clas- 
sified Advertising Managers Assn., 36th 
annual convention, Long Beach, Cal. 

June 24-28. Advertising Assn. of the 
West, 53rd annual convention, Los An- 
geles. 

June 28-30. Newspuper Advertising Ex- 
ecutives Assn., summer meeting, Empress 
Hotel, Victoria, B.C. 

June 29-July 1. Northwest Daily Press 


Assn., summer meeting, Northernaire, 
Three Lakes, Wis. 
July 22-27. Photographers’ Assn. of 


America, annual convention and trade | 
show, Conrad Hilton Hotel, Chicago. | 

Aug. 24-28. Mail Advertising Service | 
Assn., 34th annual convention, Drake Ho- 
tel, Chicago. | 

dps. 2.-s5. Advertising Specialty Na- | 
tional Assn., annual convention and spe- 
cialty fair, Palmer House, Chicago. 

Sept. 23-25. Advertising Federation of 


rock Hilton Hotel, Houston. 

Sept. 27. Magazine Publishers Assn., 
fall meeting, Westchester Country Club, 
Rye, N. Y. 

Oct. 1-3. Direct Mail Advertising Assn., | 
Statler, New | 


annual convention, Hotel 
York. 
Oct. 8-10. American Photoengravers 


! 
Assn., 60th annual convention and avers 
it, Hotel Statler, Detroit | 
Oct. 11-13. Pennsylvania ubtahoss | 
Assn., annual convention, Bellevue-Strat- | 
ford Hotei, Philadelphia. | 
Oct. 15-16. Inland Daily Press Assn., | 
annual meeting, Drake Hotel, Chicago. | 
Oct. 15-16. Agricultural Publishers Assn.., | 
annual convention, Chicago Athletic Assn., 
Chicago. 
Oct. 18-19. Audit Bureau of Circula- | 
tions, 42nd annual meeting, Drake Hotel, | 
Chicago. | 
Oct. 22-23. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 
Oct. 22-24. Assn. of National Advertis-| 
ers, annual meeting, Drake Hotel, Chicago. 
Nov. 11-15. Outdoor Advertising Assn. of 

America, Hotel Ambassador, Los Angeles. 


English Language Daily 
Starts in Puerto Rico 

Angel Ramos, Puerto Rico pub-| 
lisher, is renewing publication of 
his World Journal, a full-size Eng- 
lish language daily newspaper | 
originally published from 1940 to} 
1945. William Dorvillier will edit | 
the Journal. 

Up to this time, according to the 
|publisher, non-Spanish speaking | 
Puerto Ricans have had only a} 
half-tabloid size, four to six-page | 
offset daily, the Compass, and a) 
weekly tabloid, the Island Times. 


WITI-TV Names Sandison 

J. Grant Sandison has been 
named general sales manager of 
WITI-TV, Milwaukee, which will 
begin commercial operation as a 
color station May 21. Mr. Sandison 


formerly was sales manager of General Mills Boosts Plattes 


| WISN and was with WTMJ, both 
|in Milwaukee. 


Godwin Waddington Whitehead 


Milligan 
ATLANTA ADMEN—William A. Godwin of the Ward-Griffith Co., new- 
ly-elected president of the Atlanta chapter of the American Assn. 
of Newspaper Representatives, is shown with other new officers of 
the chapter: Don Waddington of the Branham Co., vp; Richard 
Whitehead of J. D. Whitehead & Associates, secretary, and Francis 
Milligan of General Advertising Service, treasurer. 


General Mills, Minneapolis, has 
C. W. Plattes, manager of the been named manager of creative 
public relations department of services for advertising. 


ithan $100,000 in 


N. Y. State Collects on 
Mail-Order Cigaret Ban 

As a result of New York state’s 
crackdown on buying cigareis by 
mail, the state has netted more 
revenue. The 
drive was started in 1954, and the 
sum was collected from about 10,- 
000 persons who atiempted to by- 
pass the state’s 3¢-a-pack tax by 
buying cigarets by mail, mostly 
from Virginia. 


Daily Newsletter Bows 

“The Overnighter,” a daily 
newsletter designed to give busi- 
ness executives a five-minute 
digest of the morning news, is 
being published Monday through 
Friday by Newsletter Inc., New 
York. Paul F. Eliis, formerly as- 
sistant night news editor of the 
United Press, is editor. Subscrip- 
tion rate is $25 per month. The pa- 
per accepts no advertising. 


Reaching new heights... 
of product presentation. 


of reader response... 


of advertising investment 


INTERNAT! 


among all U. S. overseas editions. 


First and second in advertising linage 
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Want and Product Called \star, or between a product and a 
radio or tv personality? It seems 


the Important Association | ; 

To the Editor: I have read with|to me that all of these relation- 
some interest the article, “Do TV | Ships are comparatively unimpor- 
Viewers Know Sponsors?” in your | tant. : 
issue of April 23, but I am won-| The real association we want, in 
dering just how much importance | ™Y opinion, is association between 
to attach to the problem under 4 consumer need, or want, and the 
discussion. |advertiser’s product. It is certainly 

This article and others like it conceivable that this association 
that appear from time to time lead|might well be made without 
me to think that perhaps we are|achieving any great success with 
puzzling ourselves over the wrong|@My of the other associations to 
association. Are we, in our adver-| Which I have referred. 
tising, trying to form an associa-| In other words, you want me to 
tion between a program and its| think of your product when I need 
sponsors, or between a sponsor and it or want it, and you don’t care 
his program, or between a program | whether that association was cre- 
and the emcee, or between a pro-|ated by this program or that pro- 


gram and an emcee or the program | gram, by this star or that star, or 


There’s An Easier Way 
To Get Attention... 


‘ THE BEST WAY... 


Sell to men? Catch your customer's atten- 
tion in a subtle way! Reach 1,200,000 
reader-buyers. 99% male. Concentrate in 
THE SPORTING NEWS. Men buy it, like it, 
read it from the front page to the last. 
And have confidence im it. It's almost as 
old as baseball itself and just as lively! 


The Voice of the Advertiser | 


This department is a reader’s forum. Letters are welcome 


‘For complete information write rf = 
( LES C.. SPINK & SON, Publishe 


>) PRIBADEL 


| 


| 


how it was created, just so rela-| 
tionship between want and product 
is so firmly made that I will buy 
what you want to sell. At least 
that’s the way I see it. 

However, there is one more! 
thing to be said in connection with | 
this whole matter. Some advertis- | 
ers undoubtedly feel that some) 
consumers buy their products be- 
cause of a feeling of gratitude for 
the program. Undoubtedly this is 
true, but I have never seen any 
studies that would indicate any 
very large percentage of sales re- 
sulting from gratitude alone. I am 
of the opinion that this viewpoint 
is greatly overrated. 

Atvin Lone, 

President, Long Advertising 

Inc., San Jose, Cal. 

. @ 
The Champeen! 

To THE EprTor: RE YOUR ISSUE 
RECEIVED TODAY, Pace 2, BH&G 
CLAIM OF BIGGEST MAGAZINE ISSUE 
YET. PLEASE PLAY THIS TO THE TUNE 
or “THEY Can’t TAKE THAT AWAY 
From Us.” Apri. BH&G HELD THE 
RECORD FOR ONLY NINE DAYS. LIFE 
ISSUE APRIL 9 PIB BILLING $3,963,- 
401. APRIL WINNER AND STILL 
CHAMPEEN: LIFE. 

Hup STODDARD, 
Lire MaGazine, New YOorK. 


= J a 
Milwaukee County TV Set 
Count Put to Rights 


To the Editor: In your April 30 
issue, on Page 92, you published 
the new Advertising Research 
Foundation’s set counts for “The 
Top 100 TV Counties.” We are, of 
course, more than perplexed with 
the omission of Milwaukee Coun- 
ty. From all the information we 
received from both local and na- 
tional sources, Milwaukee County 
should rank as the No. 14 or 15 
county in the nation. 

The last report we received re- 
garding Milwaukee’s set count to 
appear in the ARF census figures 
was 262,600 as of January, 1956. 
This figure, we understand, will 
appear in Sales Management’s 
“1956 Survey of Buying Power” 
to be released on May 10. These 
figures, we understand, are the of- 
ficial “ARF Milwaukee Set Esti- 
mate.” 

All sources show Milwaukee as 
one of America’s top markets set- 
count wise. Television magazine’s 
“1956 Market Book,” published | 
last August, showed Milwaukee 
with a total of 263,710 television 
homes. The Milwaukee Journal’s 
“1956 Consumer Analysis,” pub- 
lished in April, based on a samp- 
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ling conducted during January,|sides me who are beginning to be 
1956, shows a total of 291,859| ashamed to be identified with a 
households in greater Milwaukee | business in which that kind of ju- 
with 95.8% television ownership, | venile sloppiness is tolerated. What 
which would give Milwaukee|kind of writer, what kind of ac- 
County a set count of 279,601, or|count man, what kind of adver- 
a ranking of 13th nationally. tising manager would let a horror 
We would greatly appreciate it | like this one get into print? 
if you would bring these figures J. M. JEWELL, 
to the attention of your readers.| Advertising Manager, Arvin 


We cannot understand how Mil-| Industries Inc., Columbus, 
waukee could have been left out! Ind. 
of such a release by the ARF. - . , 


WILLIAM H. Ryan, 

Director of Promotion and 
Publicity, Station WXIX, Mil- |Ad Art for Distribution 

waukee. | To the Editor: I wanted you to 

| receive with our compliments a set 

The Advertising Research Foun-| of prints suitable for framing. . . 

dation inadvertently omitted Mil-| For your information, this art- 

waukee County from its list of | work is adapted from some of our 

top 100 tv counties (see letter be-| 1956 advertising and the back- 

low). The error was made in typ-| ground on the artists is explained 

ing the list when a card flicked) on the flap attached to each set 


United of Omaha Adapts 


over. 


* 

To the Editor: We have discov- 
ered clerical errors in the list of 
100 counties having the largest 
number of television households 
which we sent to you recently, 
and which you published in your 
April 30 issue. 

Milwaukee County in Wisconsin 
should appear in 15th place, with 
243,080 tv households; and Stark 


County, O., should appear in 74th | 


position, with 77,640 tv households. 
The number of television house- 
holds in Suffolk County, Mass., 
actually is 226,050. This would 
put it in 18th position. 
With these corrections in the 


tabulations, the two counties which | ' 
originally appeared in 99th and|-: 


100th positions would be eliminat- 
ed from the top 100 counties. 

We're sorry that these errors 
should have occurred in this spe- 
cial compilation, and wish to make 
it plain to your readers that this 
was our—not your—oversight. The 
data as shown in the published 
ARF report are correct. 

Epwarp F. Herrick, 

Secretary, Advertising Re- 

search Foundation, New York. 

* + * 
‘Sloppiness’ Worries Him 

To the Editor: Are the people 
who are writing some of today’s 
illiterate advertising copy delib- 
erately trying to make a farce of 
the entire business? 

Some of the current crop of 
writing in the so-called “conversa- 
tional” style is, at best, in ques- 
tionable taste. Now comes a real 


lulu that seems to be written with | 


an entirely straight face. Millions 
must have shuddered when they 
read this headline in a Sunbeam 
appliance ad in The Saturday Eve- 
ning Post of May 5: “The enthusi- 
asm of people who own them have 
made these appliances America’s 
favorites.” 


There must be lots of guys be- | 


lof prints. We have made these 
|available in limited quantities to 
jour agents to distribute as they 
jsee fit. 

To better understand how these 
|were used in our national adver- 
|tising, I am also enclosing two 
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Save... with United of Omaha Cashin Cana) Vtam 
inet all poe prey ee ce le we era, 


ss 
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|reprints of ads appearing in a 
May and June issue of Look and 
Life. The remainder of the animal 
series will appear in later ads. 
After reviewing the ads, we felt 
| that the artwork afforded us a 
‘marvelous opportunity to create a 
tremendous amount of good will 
with, not only our agents, but some 
of their choice customers as well, 
and we had a limited number of 
sets made for this purpose. 
N. M. LONGworTH, 
President, United Benefit Life 
Insurance Co., Omaha. 
. e 7 


Analyzes Executive Shortage 
and Offers Some Advice 

To the Editor: Mr. Crain’s 
|“Good Men Are Hard to Find” 
feature article (AA, Feb. 20) is a 
|provocative piece on a_ subject 
| which is very much alive today... 
In my view, the most valuable 
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service we render our clients 


| plied specifically to 


industrial 


when we do executive recruiting | marketing. . . 


’ find” 


work is not so much in the find- | 


ing of likely candidates as it is in 
making sure that the individual 
recommended is not only capable 
of doing the job for which he is 
hired, but also qualified as a per- 
sonality to fit well into the com- 
munity where he and his family 
will live. 

As a matter of fact, it is com- 
paratively easy to find, and quick- 
ly, a sizable number of interested 


and technically qualified candi- | 


dates for virtually any given job. 
The real task is to interview these 
men in depth and with great care 


so that the finalists can be con-| 


scientiously presented to our cli- 
ents as individuals fully qualified 
by capacity to perform, and by 
personality, for the job to be filled. 

This is worth emphasizing be-| 
cause it is my observation that | 
management tends to select men 
on an emotional basis, even for 
top-level positions. Knowing | 
this, our screening is especially 
rigorous, thus making it entirely 
safe for the ultimate selection to 
be made emotionally. We say to 
our clients, in effect: “Meet these | 
three men. They are equally ca-| 
pable of doing your job. Select) 
the one you like the best as a 
person.” ... 

The growth of companies, the | 
decentralization of their organiza- | 
tions and the diversification of | 
their businesses all combine to | 
create new jobs at the manage-| 
ment level. It is difficult for any | 
company to breed within its or- 
ganization all of the executive 
talent which such expansion makes 
necessary... . 

While “good men are hard to 
because good men are 
scarce, they are not always at- 
tracted to a new job by the offer 
of substantially more salary mon- 
ey. One important influence is the | 
promotion which the change may | 
provide. It means a great deal to) 
an able and ambitious man to 
make the transition from general | 
sales manager to vice-president of | 
sales or from the vice-presidential 
level to that of president. A higher 
salary alone is not much of an 
inducement with our income tax 
structure as it is. 

I frequently advocate a com- 
pensation package which will in- 
clude the combination of an in- 
centive bonus usually predicated 
upon improvement in profit before 
taxes, deferred compensation, a 
stock option or stock purchase 
privilege, an adequate retirement 
program, and variations of these. 

Thinking specifically of the 
marketing phase of business, it 
seems to me that a very great 
shortage exists in industrial sales 
management personnel. While it. 
is an oversimplification to put it 
this way, generally speaking, the | 
men who have headed up indus- | 
trial sales for the past 10 to 15) 
years have not, with rare excep- 
tions, had to do very much selling. 
Business has been too good, and 
save for those men who instinc- | 
tively seek to improve their minds 
and techniques, sales managers 
generally have not learned very 
much during that period. These 
men are now entering into what 
is by comparison a hard-sell era | 
with little knowledge of the mar- | 
kets they seek to reach and with 
little ability to comprehend, let | 
alone use, the modern tools of | 
marketing management. | 

I applaud Mr. Crain’s advice to. 
the young man planning his col-| 
lege career that he get ready for | 
a job in marketing. I would also 
add a word of advice to the sales 
managers and assistant sales man- 
agers whose market is industry to 
take the time and trouble really 
to learn what has been going on 
in our industrial markets since the 
end of World War II and to be- 
come acquainted both in theory 
and in practice with the modern 
tools of sales management as ap-— 


| 


Jutio F. SorzaANno, 
| Roberts, Sorzano & Associ- 
ates, New York. 
* * ae 

Ascaro’s Annual Report 
‘Includes Pictorial Survey 

| To the Editor: Your readers may 
|be interested to know how one 
company supplemented the facts 
|and figures contained in its annu- 
jal report with a pictorial survey 


ican Smelting & Refining Co., dis- 
| tributed the enclosed booklet “As- 
‘caro Products and Processes” to 
\its 28,000 stockholders with the 
/annual report and also sent the 
booklet to the 16,000 persons em- 
|ployed in its U. S. operations. 


| We think the booklet is one of 
|the most impressive collections of 
industrial photographs 
that we have seen. The color re- 


productions are particularly well 


done. 


of the company. Our client, Amer- | 


69 


these services under our direction 
|that produced the beautiful and 
|informative booklet. 
| It seems to us the booklet is an 
| excellent example of good stock- 
| holder relations and, by being sep- 
arate from the annual report, the 
booklet can be used for employe 
jand general public relations. 

Frep C. KELLY JR., 
Account Executive, Publicity 
and Public Reiations Depart- 
ment, John Mather Lupton 
Co., New York. 

s s 


Agencies Are Unique 

To the Editor: Neatest trick of 
| the year is AA’s report (May 7) 
that of 5,077 agencies in 1954, there 
were 1,809 without employes. 

Is there any other business in 
which over 35% of the supposed 
“firms” actually don’t exist? 


in print) 


a minor part in its creation. The; Francisco and Hollywood. The 
photographs were taken by G. publication was printed by Inde- 


W. F. RANDOLPH, 
Randolph Associates, Welles- 
ley, Mass. 
It just goes to prove that the 


We do not take full credit for William Holland of Philadelphia’ pendence Press of Philadelphia. It agency business is really a small 


| the job—in fact, we played onlyand Cal-Pictures 


Inc. 


of San |was the contribution of each of | business. 


“Where's the mystery here? Affidavits! 
Certifications! Red Tape! Blast it—you 
don't have to fumble for facts about the best 
read paper in Baltimore. Audit Bureau of 
Circulation figures put it on the line! More 
than half of Baltimore’s families read the 
Baltimore News-Post and Sunday American.” 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE, INC. 
Offices in 15 Principal Cities 
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Western Union Ads Push Century-Old 
Company's Latest Electronic Marvels 


New York, May 16—Western 
Union Telegraph Co. has a double 


anniversary this year—its 100th 
birthday and its 10th year as a na- 
tional advertiser. 

The telegraph company expects 
to spend more than $1,000,000 this 
year in national advertising—20 
times its initial expenditure of 
$50,000 in 1945. 

Virtually none of it, however, 
will be spent to commemorate the 
company's centennial. Despite the 
fact that its first 100 years have 
been packed with romantic inci- 
dents, the company feels that 
stressing the wide range and flex- 
ibility of its current services is a 
more pertinent objective for its ad- 
vertising. 

In short, the management be- 
lieves in making the most of the 
present and in laying as firm a 
foundation as possible for the fu- 
ture. That means selling present 
services to the hilt today, and de- 
veloping new services for tomor- 
row’s new needs as changing con- 
ditions warrant. 

That a company as well known 
as WU has been a national adver- 


incidentally, that now tops an an- 
nual rate of $30,000,000 and which 
provides WU with more than 11% 
of its gross income. 

“Telegrams in business,” Mr. 
Gittings says, “have several ad- 
vantages over other forms of com- 


Today, WU uses consumer mag-| a . - 
munication. They provide a writ- 


azines, business papers, newspa- ; 
| pers on occasion, radio and tv. ten record, compel attention, get 
| Publications on WU’s current|@¢tion, and put order in business. 
schedule include Business Week,| These, and:other ‘reasons why’ are 
| Fortune, Life, Look, Nation’s Busi- the features of current WU adver- 
|ness, Newsweek, The Saturday tising aimed at the business user.” 


Evening Post, Time, and U.S. News _. Like many other national adver- 
|& World Report. tisers, WU finds it difficult to 


measure advertising response spe- 
|@ While this list is used primarily | cifically. However, Seymour Mar- 
| to reach men in business and in-| gules, director of advertising, says 
| dustry, last year the program was/that the company recently ran a 
| bolstered by use of “Monitor”! series of ads to sell the advantages 
(NBC Radio) during the summer | of a WU leased wire system. 
| and by sponsoring “Down You) 
| Go,” a panel quiz show Thursdays | ® “We pointed out,” he says, “how 
(ABC-TV). a private wire provides fast, direct, 
As T. B. Gittings, vp of public | two-way communication over short 
relations and revenue require-|or long distance at low cost. In 


ments, says, “Today, the business | less than 60 days we received 170 


|He also is the man who leases | pects. Three private-wire systems, 
private wire systems—a business,| involving substantial revenues, al- 


|man is the big buyer of telegrams.| inquiries from big-business pros- | 
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and paid for their cost many times 
over.” 

The company has had three ad- 
vertising agencies in the ten years 
it has been a national advertiser. 
Until July, 1950, J. Walter Thomp- 
son Co. handled the account. Then 
Albert Frank-Guenther Law serv- 
iced WU advertising until Jan. 1, 
1956, when the account was moved 
to Benton & Bowles. 

Commenting on some aspects of 
WU advertising, Mr. Margules says 
that newspapers are used region- 
ally to do specialized jobs. They 
are continually being tested in va- 
rious ways. “We use them,” he 
says, “to pinpoint a local situa- 
tion.” 

“We also use a good slice of our 
budget for point of purchase ad- 
vertising—window and _ counter 
cards and streamers for display in 


AID TO BUSINESS—Western Union| telegraph offices—and for a wide 
| variety of sales promotional mate- 
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stresses its services to business| *' if by WU sal ‘ 
men in this recent ad. a oe oe a ee 

| atives. 
ready have been sold, and other “The advertising department 


sales are in prospect. These leads also designs and prepares displays 
were directly traceable to the ads for exhibits at conventions, fairs, 


} 


i 
| 


tiser for only ten years indicates a 
relatively recent major change in 
its policy and operations. 


= WU’s first venture into national 
advertising was timed to accom- 
pany its postwar modernization 
and mechanization program, car- 
ried out under the leadership of 
Walter P. Marshali, who was 
elected 13th president of the com- 
pany in December, 1948. This pro- 
gram, involving expenditures of 
$185,000,000, has produced a “com- 
pletely new” Western Union. 

Message capacity has been dou- 
bled. Telegrams now flash coast- 
to-coast over high-speed printing 
and facsimile systems. The compa- 
ny’s range of services has been 
broadened, and the services are 
being merchandised more effec- 
tively, not only by direct selling, 
but by vigorous advertising and 
sales promotion. 

Before World War II, WU’s ad- 
vertising was primarily local. It 
consisted largely of display cards 
in small local offices, stickers and 
pamphlets distribuied with de- 
livered telegrams, and some direct 
house-to-house advertising. 


Ss Ba ¥ 
Explanation: ~~ . 
TULSA, No. 2 Market , 
Plus 
MUSKOGEE, No. 3 Market 
Equals 
OKLAHOMA'S BIGGEST 
MARKET! 
and only 


KTV xX 


has complete facilities to serve 
BOTH Tulsa and Muskogee. 
* STUDIOS IN BOTH CITIES 

* 316,000 WATTS 

* BILLION DOLLAR MARKET 

Ask Your 


Avery-Knodel 
Representative 


Channel 


L. A. (Bud) BLUST 
V. P. and Gen. Mgr. 
BEN HOLMES, Natl. Sales Mgr. 
TULSA BROADCASTING CO. 
Box 9697, Tulsa, Okla. 


77,440 | 


READERS 
every week! 


that’s why BeT 

is the Best 
Advertising Value 
in the radio and 


television fields . 
write for ARB 


Continuing Readership 
Study, April, 1956 
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trade shows and other places, and, telegrams for Mother’s Day. Each | 


we find this medium,” he says, “ef-| telegraph blank and envelope of a 


fective to reach specialized audi- 
ences at a low cost per impression.” 

President Marshall told the com- 
pany’s stockholders at the annual 
meeting last month that the man- 
agement is “continuing to expand 
and intensify our sales, advertising 
and promotional activities, and we 
are conducting a never-ending 
search for new ways to make our 
various services more convenient 
and appealing to the public.” 

In this connection, Mr. Margules 
notes that “while the business man 
provides WU with most of its mes- 
Sage income, the social user of 
telegrams is by no means neglected. 
On special occasions, such as 
Christmas, Easter, Mother’s Day} 
etc., WU runs page units in Life 
and The Saturday Evening Post. 
Aware of the potential in this field, 
we have been promoting special 
occasions with increasing effective- 
ness. 

“Last year for the first time, 
WU introduced what we called the 
‘scentsational’ idea of perfumed 


Mother’s Day greeting was deli- 
cately scented with the fragrance 
of carnation. The idea proved to be 
a smash hit,” Mr. Margules says, 
“and is being repeated this year. 


® “Children also are receiving spe- 
cial attention, with Bunnygrams 
and Santagrams. The former is a 
special telegram from Bunnyland 
signed by Peter Rabbit. The Santa- 
gram comes straight from the 
North Pole and is signed Santa. 
Telegrams with gay designs in four 
and five colors are used to give 
these messages extra zip and eye 
appeal, and they are proving to be 
very popular.” 

It is interesting to note that WU 
in 1946 had a net loss after taxes of 
$11,000,000. During the remainder 


of the ’40s this loss was nibbled 
down. In 1950, the company had a| 
net profit of $7,000,000. In 1955, net | 
was $13,000,000—up 39% over the 
$9,000,000 reported in ’54. In the 
first quarter of 1956, WU chalked | 
up its highest first-quarter earn-'| 


OBR om — 


GOING BACK—This replica of an early telegraph office shows a lot of 
fine, old early equipment, using which, an expert operator could 


transmit 30 words a minute. 


FIRST 


Broadcasting ¢ Telecasting (again in 1955) 


carried more pages of radio-tv 


advertising than all other vertical publications in its field combined. 


SECOND 


FOURTH 


Business Week 5663 pages 
Ber 3832" 
Time 3302 “* 
U.S. News & World Report 3020 “ 
Newsweek 2954 * 


Broadcasting ¢ Telecasting (again in 1955) 


weekly magazines in total advertising pages: 


Business Week 5663 
New Yorker 4529 
Life 4398 
Ber 3832 
Sat. Eve. Post 3687 
Time 3302 


& 
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* excludes industrial journals 


Executive and Publication Headquarters 


Broadcasting ¢ Telecasting (again in 1955) was second in the newsweekly field: 


was fourth among all* national 


ie 


Broadcasting ¢ Telecasting Bldg., 1735 DeSales St. N.W. 


Washington 6, D. C. 


71 


| ings in 27 years, Mr. Marshall told 
stockholders. The company’s net 
|for the quarter was $3,225,000, a 
{gain of $565,000 over the first 
| quarter of '55. 

| The present company is a 
| vastly different organization from 
|the original Western Union Tele- 
| raph Co. which was founded on 
j Rees 4, 1856 at Rochester, N.Y., 
| through a merger of several small 
short-line companies. The name of 
the (then) new company was in- 
|sisted upon by Ezra Cornell, pio- 
neer line builder, who used part 
of the telegraph fortune he made 
to found Cornel] University. 


® WU’s first contribution to Amer- 
ican economic progress was unifi- 
cation of the country’s telegraph 
lines. It completed the first trans- 
continental telegraph line in 1861. 
With the nation divided by Civil 
War, it was imperative that Cali- 
fornia and the rest of the West be 


the Washington government, which 
needed western gold and silver. 

Hiram Sibley, first president of 
the company, decided to build the 
line, even though President Lincoin 
doubted whether it could be done 
because of hostile Indians and the 
lack of poles on the vast treeless 
plains. 

Given ten years to complete the 
line, WU amazed the nation by 
finishing it in three months and 20 
days. The first transcontinental 
telegram was sent on Oct. 24, i861 
by Stephen J. Field, chief justice 
of California, to President Lincoln, 
assuring the President of Califor- 
nia’s loyalty to the Union. 

In the years following the Civili 
War, WU gradually unified the 
country’s telegraph lines, standard- 
ized tariffs and set up uniform 
standards of efficiency. It absorbed 
540 independent short-line tele- 
graph companies and built up a 
national telegraph system. The 
latest step in this development took 
place on Oct. 7, 1943 when WU 
merged’ with the Postal Telegraph 
system. 


® For the record, it should be 
noted that WU’s 100th birthday 
was celebrated by the company 
April 4, with special ceremonies at 
Rochester, N.Y., in cooperation 
with the Rochester Museum of 
Arts and Sciences, where the 
original one-room WU office is 
preserved, even to such details as 


Sales Idea #2 by PIONEER 
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ADVERTISING 
BALLOONS 


imprinted with your message 
as premiums 
inserted in packages 


Guaranteed by 
od Housekeeping 


placed in close communication with ~ 
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cluded in its advertising and sales 

promotion programs. 
“Probably as much as, if not 
What ? | more than, any other company,” 
deliver them ‘Mr. Margules says, “Western Union 
all at once?) i. everywhere a part of the Amer- 
ican scene. It would be difficult to 
find anyone whose daily life is not 
influenced in some way by mod- 

‘ern telegraphy. 


an iron cuspidor. messages annually, and transfers 

At the Rochester ceremonies, to|more than $500,000,000 a year in) 
show how times have changed, a/| telegraphic money orders. It op- 
1,500-word page of the Bible was | erates 23,000 telegraph offices and 
transmitted by a modern facsimile | agencies, services 3,500 quotation|man, provides a direct contact 
machine. At the same time, an op-| tickers serving 20 leading stock| with the nearest telegraph center. | 
erator, using a model of Morse’s|exchanges, and every hour syn-|A tiny “electronic eye” scans the 
original instrument, sent the words/|chronizes 63,000 clocks in 2,000| telegram and flashes an exact pic- 
“What hath God wrought!” from | cities. ture of it. 
the same page of the Bible. This Nearly 26,000 of these machines | 


WU pioneered in developing fac- 
simile telegraphy. Desk-Fax, a fac- 
simile machine which is placed, 
right on the desk of a business | 


was the message which Morse used/® As part of the company’s exten-| were in service at the end of 1955. 
in the first public telegram in 1844. | sive mechanization program to in-| Another 23,000 business offices are 
The Morse speed was four words a| crease the capacity and efficiency equipped with WU’s teleprinter 
minute; the facsimile, 500 words a| of telegraph service, a nationwide| Machines, making a total, at the 
minute—-125 times faster. network built around 15 high-|end of 55, of nearly 50,000 cus- 
Today, WU has available 3,600,-|speed message centers has been|tomers directly connected with 
000 miles of telegraph channels,|completed. This system 
including 2,900,000 miles of car-|telegrams to their destination with-| work. 
rier-equipped telegraph circuits. It}out manual transmission at any| 


handles hundreds of millions of ; - 
services. Reports of quotations by 


message and ticker are available 
from stock and commodity ex- 
changes. Running story accounts of 
sporting events are also furnished. 


only once—at the point of origin. 
Radio beam telegraphy, which) 
substitutes radio towers about 
every 30 miles apart for the old 
familiar telegraph poles, now is 
being used to link New York, Phil-|}e The company’s Operator 25 
adelphia, Washington and Pitts-|service supplies names of local 
burgh, and is being extended to/dealers in nationally advertised 
|Cincinnati and Chicago. | products to prospective customers 


WINSTON-SALEM © 


{Or Geepasono 
channel 12 en 


CALL HEADLEY-REED, REP, 


speeds| WU’s high-speed electronic net- =: 


point, and each message is typed! ® WU also has a number of special ° 


tit 


' 
’ 


Wesrenn 
‘Stococmsalle 
MERCURY OUTDONE—Emphasis in this 
Western Union ad is on the trans- 


mission capacity of its radio beam 
transmission. 


i 


Ty 


by phone. This service, originally 
developed by the Distribution 
Council of National Advertisers in 
1948, was taken over exclusively 
by the telegraph company in 1954 
(AA, March 15, 54). 


e The Advertising Distribution 
Service operated by WU distrib- 
utes annually 15,000,000 circulars, 
samples and sales promotion pieces 
for advertisers. Addressed or un- 
addressed samples of printed mat- 
ter, coupons, catalogs or sales 
literature are distributed direct to 
consumers. Window and counter 
displays are set up in retail stores 
or in other specified locations. 

WU also will deliver a telegram 
with a magazine or newspaper held 
open to show an advertisement. 


e Through telephone interviews, 
or by messenger delivery and pick- 
up of questionnaires, WU will 
gather data for a customer and 
flash it by wire, if such speed is 
required, at any hour from any 
place as part of its market and 
opinion survey service. 


e It sells the private forecasting | 


services of the National Weather 
Institute; it will make hotel reser- 
vations for travelers; it will sell 
advertising space in its office win- 
dows; it will render a shopping 
service for you in a distant city; 
and advertisers who wish to show 
a picture of their products on a 
telegram can be accommodated. 
These are all regular services 
rendered by WU, and all are in- 


“That is why WU today is organ- 
| ized as a complex but smooth op- 
jerating instrument to meet the 
| needs of national defense, to facil- 
| itate the sale and delivery of goods, 
| to aid the development of business 
jand industry, and to meet the 
| social needs of the nation. And the 
| primary purpose of WU’s advertis- 
ing is to further public understand- 
ing and appreciation of these 
facts.” 


Tatham-Laird Advances 
Five; Adds Two to Statt 
Tatham-Laird, Chicago, has re- 
assigned and promoted five men. 
They are James Fitzmorris, from 
account executive to account super- 
visor on the Wander Co. and Si- 
moniz Co. accounts; Marvin Astrin, 
from assistant account executive 
on Wander and Simoniz, to account 
executive on Simoniz; Robert Ur- 
ban, who becomes account execu- 
tive on Wander in addition to simi- 
lar duties on Parker Pen Co.; 
James McEdwards, from account 
executive on the White Rain por- 
tion of the Toni account, to ac- 
count executive on Campbell- 
Swanson, and Guy Mercer, who 
recently joined the agency, ac- 
count executive on White Rain. 
The agency also has named Er- 
nest Allen, formerly director of 
experimental graphic projects and 
a group art director with Needham, 
Louis & Brorby, Chicago, art di- 
rector on Procter & Gamble’s 
|Fluffo shortening. Harry Kinzie 
| Jr., previously creative director of 
| Evans & Associates, Fort Worth, 
|has been named to the copy staff. 


Reynolds Ltd. Promotes Six 

E. W. Reynolds Ltd., Toronto 
and Montreal, has made six execu- 
tive promotions. They are N. Stuart 
Walton, with the agency since 
1935, exec vp and director of cre- 
ative planning; H. Douglas R. 
Newby, a director since 1951, vp; 
Howard A. Shrimpton, vp and 
group supervisor; Henry E. Kar- 
pus, vp in charge of radio and tele- 
vision; G. Sune Anderson, vp, and 
Robert C. Elvin, vp. 
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The Bulletin goes home...delivers more copies 


to more people every seven days in 


Greater Philadelphia than any other newspaper 


Practically all buying in Greater Philadelphia begins at home with the entire family in 
on the decision. And the family newspaper is The Evening* and Sunday** Bulletin. 


The Bulletin packs selling power throughout a market noted for its buying power. 
Philadelphians like The Bulletin. They buy it, read it, trust it and respond to the 
advertising in it. The Bulletin is Philadelphia’s home newspaper. 

* Largest evening newspaper in America **R.O.P. editorial and advertising color 
ADVERTISING OFFICES: Philadelphia, 30th and Market Streets + New York, 342 Madison Avenue 


Chicago, 520 N. Michigan Avenue + REPRESENTATIVES: Sawyer Ferguson Walker Company in Detroit 
Atlanta + Los Angeles + San Francisco 
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where your dollars 
buy the most 


REPS’ REP—The Los 
Angeles chapter 
| of the American 


The San Francisco Call-Bulletin concentrates its circulation (and your Assn. of Newspa- 
aie ‘ ‘ per Representa- 
advertising dollars) in the prosperous, productive Target Market— dees has Gee 

the 3 rich West Bay counties (San Francisco, San Mateo and Marin). Donna Lynne as 


Miss R.O.P. to 


The most for your money where it counts the most . . . emphasize the 
a ewe | importance of 


ee SAN FRANCISCO a San Francisco's | “authentic fig- 


ures” in selecting 


setae | CALL-BULLETIN | coss--- [RS 


Special 

Toes & Tubes Son 

PASSENGER 
Truck 


Farm 


“Unconditionally P 
“WHERE To Buy THEM” 
WAREHOUSE DISTRIBUTOR 


‘4 
©9219 Lorain 
1-6800 
DISTRIBUTOR 
& Battery Co 


12503 Union LOneacr 3.6280 1 


tee 


GET ON THE TRACK TO 
INCREASED SALES WITH 
THE ‘YELLOW PAGES’! 


Use the “Express Route” to sell your 
products or services by buying Trade 
Mark Service in the ‘Yellow Pages’ of 
telephone directories. It’s a first class 
salesbuilder that brings your dealers 
within easy reach of prospects! 


Making stops in the ‘Yellow Pages’ to 
find out where to buy is a national 
consumer habit! That’s why so many 
advertisers — Armstrong Tires, Aetna 
Life Affiliated Companies, Burroughs 
Adding Machines, State Farm Insur- 
ance, and Congoleum-Nairn to name 
just a few — make Trade Mark Service 
an integral part of their complete adver- 
tising program. 


Find Your 
Nearest Dealer 
In The 


‘Yellow Pages’ 


a 


if So, flag down more business! Spotlight 
‘ your trade mark and list the name, 
‘| address and telephone numbers of your 
authorized outlets in any selected city 
4 or regional markets...or cover the 
A country in over 46 million telephone 
y directories. 


Se ©. 4 


Displaying this emblem in your advertising 
means more sales for your dealers. 


‘ For proof on how the ‘Yellow Pages’ pay off in sales results . . . call your Bell telephone business office 


Mihic Lawsuit Is 
Dismissed After 
Agency Man’s Death 


New York, May 15—A damage 
suit in which an advertising agen- 


/ey sought $800,000 was dismissed 


“with prejudice” in supreme court 
here last week. The dismissal came 
after both sides signed a stipula- 
tion agreeing to the entry of such 
a judgment. 

The action—involving H. L. Mi- 
hic & Co. versus about a dozen 
defendants allegedly involved in 


|alienation of clients—was filed in 


January, 1955. The complaint 
charged that several former agen- 
cy employes conspired to destroy 
the agency’s business and caused 
the loss of 16 accounts, including 
H. C. Bohack & Co., General Fire 
& Casualty Co., Lawyer’s Title In- 
surance Corp. and F. B. Cooper, 
food importer. 

Among the defendants was Vin- 
cent A. Carberry, onetime exec vp 
of the Mihic agency; Leo P. Mur- 
ray, p.r. account executive; Russell 
E. Sacken, Thomas E. Delaney and 
Edward Tichy. Three officers of 
the Bohack food chain were also 
defendants, charged with having 
withdrawn the account from the 
agency after pledging it would re- 
main with Mihic despite resigna- 
tions of key personnel. 

Subsequently the defendants 
filed a denial of all charges, and 
Bohack additionally entered a 
cross-complaint against the agen- 
cy. This alleged that the Mihic 
charges for work and material 
were higher than agreed on. 

Last Aug. 22, Hubert L. Mihic, 
then 47, who was founder and 
president of the agency, died of a 
heart attack at his home in Baby- 
lon, N. Y. 


Canadian Assns. Elect 

The Periodical Press Assn. and 
constituent associations have 
elected their officers for 1956-57. 
R. C. Brown, Country Guide, Win- 
nipeg, is president of Periodical 
Press Assn. M. G. Christie, Na- 
tional Business Publications, Gar- 
denvale, Que., has been elected 
president of Business Newspapers 
Assn. of Canada. H. F. Weld, 
Farmer’s Advocate & Canadian 
Countryman, Toronto, is president 
of the Agricultural Press Assn. of 
Canada. K. L. Whelan, Maclean- 
Hunter Publishing Co., Toronto, 
was chosen president of Magazine 
Publishers Assn. of Canada. 


WCRT Names NBC Spot 
WCKT, Miami, which is sched- 
uled to start telecasting July 1, has 
appointed NBC Spot Sales as its 
national representative. WCKT will 
be the basic NBC affiliate in the 
Miami market. 
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another year, 
another million 


In all of the developments that have con- 
tributed to TV GUIDE’s 1,000,000 circula- 
tion gain, the most dramatic has been the 
emergence of TV GUIDE as the leading 
periodical sold in America's supermarkets. 


In January 1955, weekly sales of TV GUIDE 
by. supermarkets were just over 400,000. 
By the end of the year, they had grown 
to 1,000,000. At latest report, 1,150,000. 


Distributed by over 12,000 supermarkets, 
TV GUIDE’s retail sales volume through food 
outlets will exceed $8,500,000 in 1956. 
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America's Television Magazine... 7; 
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Stamps, Price Wars, Public Relations 
Worry Thriving Supermarket Operators 


CLEVELAND, May 15—America’s|e The institute now represents 


rocketing supermarket industry 
must do a better job of telling the 
public its story and problems if the 
industry expects to keep soaring in 
dollar and ton volumes. 

This advertising-public relations 
advice was given the Super Mar- 
ket Institute during.its 19th annual 
convention last week. 

Price wars and stamp plans were 
denounced as the 13,000 confer- 
ence delegates mulled the adver- 
tising suggestions and the annual 
report by Curt Kornblau, SMI re- 
search director. 


e Mr. Kornblau’s glowing arith- 
metic showed: 


@ SMI members last year chalked 
up an average sales gain of 14% 
over 1954. Allowing for a 2% drop 
in the Bureau of Labor Statistics 
index, the increase was 16% in 


over 7,600 stores with 1955 sales 
above eight billion dollars, an in- 
crease of more than one billion 
dollars in the past year. 


® Members will open 1,000 new 
supermarkets—“bigger than ever” 
—costing over $300,000,000. 


|@ In his survey covering 3,600 


} 


stores grossing a total of four and 
one-half billion dollars last year, 
Mr. Kornblau found: 


1. Typical median sale per — 


tomer was $4.25 as compared with 
$3.87 in 1952. 

2. Typical weekly customer 
transactions averaged 7,248. 


s “There is no limit to the heights 
we can achieve in the food indus- 
try if we work together,” Joseph 
P. Mott, president of SMI, told the 
convention. (In the same speech, 
Mr. Mott condemned ad coupons as 


tonnage, matching the 1950 record.' a colossal waste [AA, May 7].) 


The Hartford, Conn., market op- 
erator said the industry not only 
was keeping pace with the na- 
tion’s economic surge but actually 
was forging ahead, “in the full ex- 
pectation that the nation’s poten- 
tial development will catch up 
with us.” 

Turning to the hard goods trend, 
Mr. Mott pointed out a possible 
trouble spot. As the markets move 
into such fields as hardware and 
toys, Mr. Mott said, they will have 
to add service departments to han- 
dle complaints in order to protect 


|their own good names. 


s As to advertising needs, Thom- 
as P. McMahon, New York, part- 
ner of McMahon & Morse, SMI 
public relations firm, urged the 
market operators to sponsor more 
and better institutional messages. 

“Everybody knows that econom- 
ic education is the toughest of all 
public relations jobs,” Mr. McMa- 
hon said. 

But the full story of food dis- 
tribution must be told, he said; 


|otherwise, the public lumps the 


Advertising Age, May 21, 1956 


— 


market operator with “the middle-| » rag errs ee, 
man—that mysterious marauder ancrwar owe She” coos Ant 08 A come eur: GaP > 
who seems to be robbing both the 
farmer and the consumer when- 
ever things get tough.” 

Among tools for the job, Mr. 
McMahon recommended “advertis- 
ing that tells the housewife that it 
takes a lot of people a lot of effort 
to bring food from the farm to her 
table.” 


# A series of cartoon ads offered 
by Mr. McMahon shows how pork, 
frozen foods and other grocery 
items go to market and onto the 
kitchen work shelf. Mr. McMahon 


said the ads can be fitted into| _\ pathway 
present advertising “in space that’s | ange 
significant but without depriving} : : 
you of selling space.” They can be| _ “es 


used, too, for store posters and bag} 
stuffers, he explained. | COOKIE HUNT—Archway Home Style 


On the same discussion panel, Cookies, Battle Creek, Mich., kicked 
Robert J. Eggert, marketing re- off its first national advertising 
search manager, Ford division of | PTO9Tam with chis four-color page 
Ford Motor Co., called for unified|in the May 19 Saturday Evening 
efforts to give the public an eco-| Post. Norman-Navan Advertising, 
nomic education. Grand Rapids, is the agency. 

“We are badly in need of a co- 


Nea 


Do not high hat the hog, sir or 
madam. You used two-thirds of one last 
year, statistically speaking. This humble 
farm animal supports many industries 
and 344 occupations! 


Fixsr off, hogs supplied more than 
40% of the meat eaten in this country 
last year—in roast, chops, ham, bacon, 
spareribs, hocks, the festive frankfurter 
and sixty other kinds of sausages. 

High in nutriment, the hog exceeds 
all other meats in energy content; in 
thiamine (B,), the mental and morale 
vitamin. Fresh pork also ranks high in 
riboflavin (B,), niacin (B,), and the 
components of B Complex; is a good 
source of the amino acids. 

The hog also provides violin strings 
and hormones. Some 400,000 pituitary 
glands yield one Ib. of ACTH, which 
helps arthritis victims. Its bristles make 
air-conditioner filters. Its skin goes into 
fine wallets and luggage. And its squeal 
is emulated by bebop musicians! 

The hog is by far the most prolific 
meat producer. A cow delivers a single 
calf in 280 days; a ewe drops one, and 


Merepitu Pus.isninc Company, Des Moines... 
with offices in New York, Chicago, Detroit, Philadelphia, 
Cleveland, Atlanta, San Francisco, and Los Angeles. 


The Big Oink... 


sometimes two lambs in 161 days; but 
in 116 days a sow produces up to 12 
piglets. And a litter of 10 pigs becomes 
a ton of pork in five months! ... Now 
efficient farmers are producing as many 
as Six pig Crops a year. 

In 1955, US consumers bought about 
10,900 million lbs. of pork products — 
about 65 Ibs. per capita. US winter 


and spring crops were 101 million hogs 
(worth approximately $3.6 billion)... 
of which 57% were produced by the 
subscribers of Successful Farming! 

SF subscribers also supply 38% of 
the cattle and calves, 44% of the eggs, 
44% of the dairy products, and 55% of 
the corn harvested for grain. They are 
big carners because they are big 
producers. Three out of four are in 
the 39% minority which carns 88% of 


the national farm income. 


Good farmers are still making money 
despite the drop in farm prices, and in 
farm income. The number of farms 
earning $10,000 and more actually went 
up from 1950 to 1954—by 90,853! The 
average cash income of the SF farm 
subscribers is around $10,000, and has 
been for years. 

SuccessruL Farminc alone reaches 
an $11 billion market, one of the world’s 
best class markets. SF farm families for 
the past ten years are living better, 
spending more for living — remodeling 
and rebuilding homes, installing central 
heating, new bathrooms and kitchens, 
buying new furniture and furnishings, 
luxuries, and conveniences. 


Anp after fifty years of helping the 
country’s best farm families, SuccEsSsFUL 
FARMING delivers your advertising to 
them more effectively than any other 
medium! 

To balance advertising schedules, 
to find more quality customers and 
sales, you need Successrut FARMING. 

Ask any SF office for the facts. 


|ordinated, aggressive public rela- 
‘tions program,” Mr. Eggert said. 
“We need a plan that will link to- 
gether the efforts of hundreds of 
trade, retail, wholesale, advertis- 
ing, transportation and other asso- 
|ciations representing the market- 
ling industry. 

| “All these groups,” he said, 
\“have a responsibility to explain 
|how the jobs their members do 
contribute to a higher standard of 
living.” 


|@ A warning against “stamp plan 
| orgies” and throat-slicing rivalry 
| was sounded by Len Kanter, editor 
|of Food Topics, who singled out 
| Denver as a case in point. 

| Im the years since 1945, many 
| major Denver stores closed, Mr. 
|Kanter said, as a result of “fero- 
‘cious price cutting, stamp plan 
‘orgies, advertising binges, labor 
|trouble, the spread of the seven- 
|day week and court battles.” 

| Mr. Kornblau, on the other hand, 
|reported that twice as many SMI 
members were giving trading 
|stamps this year as last. Stamp 
| users averaged a sales gain of 17%, 
|}compared to 11% for companies 
| which do not give stamps, he said, 
jadding: “The survey does not es- 
|tablish to what extent this better 
showing was due to trading 
stamps.” 


WILLIS RECEIVES 
SMI'S ALBERS AWARD 
CLEVELAND, May 15—Paul S. Wil- 
|lis, president since 1932 of the 
Grocery Manufacturers of Amer- 
lica, was awarded the William H. 
|Albers Trade Relations Award by 
| Super Market Institute for his ef- 
|forts, over almost a quarter of a 
|century, to bring about closer co- 
|operation between suppliers and 
distributors. He becomes the sec- 
ond man in the Institute’s history 
to win the award. 


Kelley Succeeds Lynnes at 
Lynnes Publishing Co. 

| Roy M. Lynnes has resigned as 
| president and publisher of Lynnes 
| Publishing Co., Elmhurst, II1., pub- 
\lisher of Poultry Supply World, 
|Hatchery World, Broiler World, 
Blue Book of the Poultry Industry 
|and Guia Standard de la Industria 
|Avicola. R. Dale Kelley, with 
|Lynnes eight years, assumes full 
| management of the company, suc- 
|ceeding Mr. Lynnes. Mr. Kelley 
| will continue as editor in addition 
| to new duties as president and 
| publisher. { 

Charles N. Roe has been elected 

secretary of the company, and Mar- 
guerite S. Kelley, vp. Mr. Lynnes 
| has announced he will devote most 
'of his time to duties as secretary 
of the National Broiler Assn. Mr. 
| Kelley has submitted his resigna- 
tion as executive secretary of the 
association to devote full time to 
the publishing company. 
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Here’s another part of the big O.E.M. Consider mechanized farming and the 
equipment that made it grow. The market for farm machinery was non-exist- 
ent until design engineers created the products. And the better they made these 
products — the bigger the market grew. In 43 years, farm machinery business 


has expanded to nearly $2-million in 1955. 


Product-design engineers Make Markets Grow 


6 18d 


+ sie 


Today, more than ever, product- 
design engineers are doing big 
things for products and people — 
creating NEW MARKETS and 
MAKING THEM GROW. 

If you want to share the rewards 
of these new and “‘renewable”’ mar- 
kets, your materials, parts, compo- 
nents or finishes must be designed 
into products. For example, every 
new tractor model reflects hundreds 
of design decisions—decisions that 
can lead to volume orders. 

Product Engineering offers use- 
ful information in every area that 
interests product-design engineers. 
Good reason why Product Engi- 
neering is the fastest growing maga- 
zine in the design field. Good reason 
why it’s a wise investment to ad- 
vertise in Product Engineering .. . 
to reach all divisions of the Origi- 


nal Equipment Market... and more 
than 32,500* of the men who make 
design decisions to make markets 
grow. Small wonder that advertis- 
ers put more pages, and invest more 
dollars, in Product Engineering 
than in any other design magazine. 


*Circulation for December, 1955, 
was 32,588. 


‘tei me 


PRODUCT ENGINEERIN 


THE McGRAW-HILL MAGAZINE of design engineering 
McGRAW-HILL BUILDING, NEW YORK 36 
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TAM Lid. Plucks Juiciest Plums in 
Measurement of British TV Audience 


Gets ‘Official’ Order 
to Give Weekly Figures 
on TV Listening 


By Derek Jameson 

LonpON, May 15—A British 
company with only a year in the 
ratings business has defeated all 
rivals to gain recognition by com- 
mercia! television interests as their 
official audience research organi- 
zation in Britain. 

Television Audience Measure- 
ment Ltd., otherwise known as 
TAM, has won a contract to sup- 
ply audience data to advertisers, 
agencies and commercial tv groups 
for the next 15 months. 


In effect, this makes TAM Brit-| 
ain’s major audience measurement | 


service, although A. C. Nielsen Co. 
and other ratings 


will still supply information to in- 
dividual companies. 

Advertisers, agencies and pro- 
gram producers will receive copies 
of TAM’s weekly reports, under a 
contract signed by a steering com- 
mittee representing the Incorpor- 
ated Society of British Advertis- 
ers, the Institute of Practitioners 
in Advertising (Britain’s agency 
association) and the commercial tv 
companies. 


® The cost of the contract has not 
been disclosed but trade sources 
say TAM will be getting £2,000 
($5,600) per week for the service. 
As commercial tv extends its op- 
eration here, the amount will in- 
crease. 

TAM has been so successful in 


Britain that it is reported here to | mercial tv and to understand the | perimental 


organizations! be now looking to the U. S. as a| problems peculiar to its structure Broadcasting Corp. transmissions. 


possible field for expansion. 

Bedford Attwood, head of TAM, 
arrived in the U. S. last week, but 
his New York representative, Guy 
Bolam, denied that the visit had 
|any implications for American ad- 
| vertising. Mr. Bolam told AA that 
|TAM has no plans to enter the 
U. S. market. 

The Tammeter is the secret of 
TAM’s_ success. Outwardly, it 
looks like a clock. In fact, it is 
a finely made electro-mechanical 
|device enabling TAM to supply 
data quickly, accurately and in| 
great detail. 


|@ Mr. Attwood is a statistician 
who also happens to be an expert 
‘in electronics. He was prewar 
|head of the marketing department 


| of J. Walter Thompson Co. in 


TV CLOCK—This is the Tammeter, a 
clock measuring audience viewing 
in Britain. 


| Britain and played a major role in| in this country. 


| the development of Radio Luxem- 


| 
| | 


bourg as Europe’s foremost com- | 
mercial radio station. 


He extended his existing re- 
search organization to launch TAM 
and, four months before commer- 


Mr. Attwood was quick to see | cial tv began operating last Sep- 


|the opportunities offered by com-| 


tember, began working on an ex- 
basis with British 


The Ann Arbor News 
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The Ann Arbor News is the only news- 


paper reaching the great majority of 
consumers in a market which leads all 
others in Michigan in rate of population a ve 
‘increase. This torrid pace pushed the .~ 

population of Ann Arbor, home of the 
famed University of Michigan, to 


64,500* and was a major factor in total 

city construction during 1955 valued at # 
$20,823,914. The News’ daily circulation 

of more than 26 thousand reaches families whose 
income ranges from $6,256} for the entire mar- 
ket to $8,616+ for the city of Ann Arbor. 
The spending of these families set a new retail 
sales record of $105,600,000{ for the city and 
$199,400,000{ for the trading area in the past 


BOOTH 


THE KALAMAZOO GAZETTE 
JACKSON CITIZEN PATRIOT 


THE BAY CITY TIMES 
THE SAGINAW NEWS 


top salesforce in the fastest 


growing metropol 


itan area 


in the State of Michigan 


S a, 
Y by 
ws = “4p, 
A « ) 
p ~ “ 
5 mS “ 
Es & = 
as 
= 
= 
- = : 

g a = 
y _ 
> F o 
ad ya. = 
«Ss oa 
> 
= 


‘Aan Arbor 


qd 
wre 
ill 
A.) 
sor : 
—_—  —_ 
‘ ar 


= 


year. You can learn more details about this rich 
area by contacting a Booth man today. 


*Editor and Publisher 
tSales Management May 1955 
t Michigan Sales Tax Collections 


THE FLINT JOURNAL 


THE ANN ARBOR NEWS = THE 


1956 Market Guide 


1955 


THE GRAND RAPIDS PRESS 


MUSKEGON CHRONICLE 


NATIONAL REPRESENTATIVES: A. H. Kuch, 110 E. 42nd St., New York 17, Oxford 7-1280; Sheldon B. Newman, 435 N. Michigan Ave., Chicago 11, 
Superior 7-4680; Brice McQuillen, 785 Market St., San Francisco 3, Sutter 1-3401; William Shurtliff, 1612 Ford Bidg., Detroit 26, Woodward 1-0972. 


Advertising Age, May 21, 1956 


In this way, TAM was ready 
with a simplified, tested system, 
from the very start of commercial 
tv. 


s The general view here is that 
Nielsen, the only other serious 
contender, was not prepared to the 
same degree as TAM. It relied 
too much on its success in the U.S. 
and drew too much false comfort 
from its patents. 

Nielsen also was geared to spon- 
sored tv on the American pattern, 
whereas TAM operated in the light 
of the British setup, which is 
based on spot commercials rather 
than sponsored programs. 

Although there was general sup- 
|port for TAM, there was one 
/top dissenter. Granada Television, 
which will stage weekday pro- 
|grams in the Manchester area, re- 
jected the steering committee’s 
proposals and entered a long-term 
contract with the Nielsen Televi- 
sion Index Service. 

Alex Anson, Granada’s sales and 
advertising director, declared: “We 
found the Nielsen techniques, elec- 
tronic equipment and personnel 
highly developed. as a result of 13 
years’ service to hundreds of 
American advertisers, agencies, 
|networks and stations. 


|@ “Furthermore,” he said, “Niel- 
'sen is the only organization in this 
country at the present time with 
extensive practical experience in 
the interpretation and application 
|of audience research. And without 
\this important feature, research 
lreports usually produce unsatis- 
|factory results.” 

There was at least one important 
field in which Nielsen’s lengthy 
experience could not match the 
newcomer—and that was in speed. 
TAM’s weekly reports—Tamrat- 
ings—reach subscribers each Fri- 
day for the week ending the pre- 
vious Sunday. 

Tamratings are a minute-by- 
minute report on tv viewing. They 
come in neat, concise booklets, 
which can be quickly absorbed by 
the layman as well as the statisti- 
cian. 


s TAM also is connected with the 
Attwood Consumer Panel, a serv- 
ice showing how products sell in 
relation to commercials. House- 
wives selected to represent a cross- 
section of the population keep a 
diary recording purchases. 

This diary sheet is attached to a 
board which is affixed to the side 
of the tv set. When the set is play- 
ing, a light shows above the sheet 
to remind the housewife to make a 
note of her purchases. The diary 
recordings can then be compared 
with the Tammeter tape coming 
from the back of the TAM clock. 

The clock is connected to the tv 
set by a lead. When the set is 
switched on, the tape records the 
channel to which it is tuned. Tam- 
meter tapes are collected and re- 
placed each week by field work- 
ers. There are now about 160 Tam- 
meters in the London area. 

Tammeter tapes are analyzed at 
the TAM operations center outside 
London. As tapes arrive, they are 
recorded on a Kardex system, in- 
dicating the position of the house- 
hold in breakdowns by social class, 
jnumber of children, number in 
| family, and age of the housewife. 

TAM also places a sheet known 
‘as a TAMLOG in a selected num- 
|ber of homes, so that families can 
' record individually what programs 
\they have watched. In this way, 
|audience composition is broken 
down into the number of men, 
women and children, together with 
age groups for adults. 

The organization pays no fee for 
the installation of Tammeters. 
Families simply get an attractive 
clock to adorn their tv set or some 
other part of the room. But the re- 
search company does bear the cost 
of maintaining tv sets. 
| Meanwhile, TAM is constantly 
| expanding its services by the in- 
troduction of new devices and the 


‘enlargement of panels. 
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PULITZER PRIZE 


fora distinguished example of reporting 


of international affairs ina United States newspaper 


AWARDED TO: 


WILLIAM RANDOLPH HEARST, JR. 
Editor-in-Chief, the Hearst Newspapers 


KINGSBURY SMITH 


Vice President and General Manager, 
International News Service 


KREELES 


Statement from the Trustees of Columbia University 


FRANK CONNIFF 
Editorial Assistant to WR. Hearst, Jr. 


“This team of three men went to Moscow as reporters at a time 
when uncertainty existed over the policy of Soviet leadership 
and when a critical situation between the United States and 


Communist China existed with respect to Formosa. 


“They went without any indications that a change in the Soviet 
leadership would take place during their brief visit. At an impor- 
tant moment in Soviet history, they interviewed the four top 


leaders, including the new premier, Nicolai Bulganin. 


“No other American or foreign journalist or journalists, it was 
said, have ever achieved such a succession of interviews with 
leading members of the Soviet regime. No other journalistic 
achievement in foreign affairs in 1955 carried such a worldwide 


impact as did these interviews and the subsequent articles. 


“They provided the first definite indication of what the policy 
of the new rulers of Russia would be on the great crises of war 
and peace as well as an extraordinary insight into the thinking 


and personalities of these leaders of the Soviet regime.” 


THE HEARST NEWSPAPERS 


are proud of this achievement 


ALBANY Times-UNION 

Bartimore News-Post Battimore SuNDAY AMERICAN 
Boston Dairy Recorp Boston EveninG AMERICAN 
Cuicaco AMERICAN 
Los ANGELES EXAMINER 


Boston SUNDAY ADVERTISER 
Detroit Times 


Los Anceces Heravp-Express 

MitwauKeEe SentineL New York JourRNAL-AMERICAN 
New York Mirror PirrssurcuH Sun-TeLcecraru 
San Antonio Licut San Francisco Catu-BuLLETIN 
San Francisco EXAMINER St&aTTLe Post-INTELLIGENCER 
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SURVEY -CONSCIOUS? 


February ARB again shows 
WHBF-TV the Quad-City 
Favorite; WHBF Radio 
ranks first 52 out of 72 
quarter hours among the 5 
stations according to Pulse. 
Ask Avery-Knodel for fig- 
ures. 


John Blair, founder of one of 
broadcasting’s first station repre- 
sentatives, is still going strong as 
his company starts its 24th year in 
lspacious new quarters at 415 
Madison Ave., New York. 

Far from slowing down, Mr. 
Blair says he has been working a 
little harder in recent years than 
previously. He has no intention of 
retiring. For him the business is 


ever. 

“Of course, I look forward to 
getting away now and then,” Mr. 
Blair said. “But after a while I find 
that I’m ready to come back. Most 


as stimulating and challenging as) 


You Ought toKuow . « John Blair 


of my friends are in the company; 
so being there is a combination 
of business and pleasure.” 

Mr. Blair has spent virtually 
his entire working career in some 
phase of salesmanship. He is 
president of the radio company, 
John Blair & Co., and chairman 
of Blair-TV, but he still thinks of 
himself primarily as a salesman. 


@ A native of Chicago, he attend- 
ed the University of Wisconsin. 
His first job was selling classified 
advertising for the Chicago Herald 


Advertising Age, May 21, 1956 


| 


John Blair 


& Examiner. Next came a four-| 


year stint with General Outdoor 


IN INLAND CALIFORNIA (ano western NEVADA) 


delivers more 
for the money 


These inland radio stations, purchased as a unit, give you more 
listeners than any competitive combination of local stations .. . 
and at the lowest cost per thousand! (SAMS and SR&D) 

In this mountain-ringed market, the Beeline serves an area 
with over 2% million people who spend more than $2% billion 
annually at retail. 


(Sales Management’s 1955 Copyrighted Survey) 


SACRAMENTO, CALIFORNIA + Paul H. Raymer Co., National Representative 


Advertising, first in Chicago and 
later in Detroit, where he was 
manager of GOA’s office. 

“Outdoor advertising had little 
acceptance in those days,” Mr. 
Blair recalls. “It was used mainly 
to advertise such things as beer 
and circuses. But I had some ideas 
about developing the medium. I 
went to J. Walter Thompson with 
the suggestion that I set up an out- 
door department for them.” 


8 JWT didn’t buy his plan for an 
outdoor department, but they were 
impressed with John Blair and 
hired him on the spot. Later he 
was transferred to San Francisco 
to work in the agency’s new busi- 
ness department. 

But the young salesman was still 
|restless. In the spring of 1933, 
| with the backing of two radio sta- 
'tions, which agreed to become his 
first clients, he struck out on his 
| own. Between them KNX, Los An- 
| geles, and KDYL, Salt Lake City, 
| gave him a sizable monthly guar- 


| antee. 


|}® Today John Blair & Co. handles 
| 40 radio stations out of ten offices. 
Its television counterpart, Blair- 
TV, lists 19 video stations. In ad- 
dition, Blair-TV has a substantial 
ownership in Hoag-Blair, which 
was set up in 1954 to concentrate on 
representation of small-market tv 
stations but has since decided to 
go after larger ones as well. Hoag- 
Blair’s current list of 11 uhf sta- 
tions includes KFEL-TV, Denver. 

By Mr. Blair’s calculations, his 
company is the largest representa- 
tive in radio. In television, Blair- 
|TV is second, in terms of dollar 
volume. 

As he reminisces about his ca- 
reer, Mr. Blair recalls the innova- 
tions made by his company. In the 
early 1930s a Blair streamlined 
form for showing a station’s broad- 
casting week was so popular that 
the National Assn. of Broadcasters 
asked and received permission to 
make it available to the industry 
generally. It was trail blazing in 
1939 when the company created a 
|sales development department. 


® More recently, in 1948, Blair 
|started another trend by setting up 
separate sales organizations to 
|handle radio and television. Now, 
|however, the two are housed to- 
|gether. Station men with joint ra- 
|dio-tv operations both serviced by 
Blair didn’t like it when radio and 
\tv had different addresses. Took 
|too much walking when they were 
in town. In the fall of 1955 a farm 
department was established to pro- 
vide specialized market data for 
‘rural listeners. 

| Mr. Blair, who recently celebrat- 
led his 30th wedding anniversary, 
lives with his wife in a Fifth Ave. 
apartment. When the weather is 
|right, they spend their weekends 
|yachting in Long Island Sound. 
A new 73’ yacht will soon be ready 
to take to sea. 

They have christened it Admi- 
ral Blake, after an English ances- 
tor who made a name for himself 
in British naval history in the 17th 
century. Next winter they plan to 
take Admiral Blake on a cruise 
through the West Indies. 
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Milwaukee’ proves a point for folks everywhere 


a 


TATTLETALE—This peek at a Milwaukee neighborhood uncovers such 

remarks as, “Mommy, I saw Daddy sneaking out the back door with 

a Blatz six-pack. . .” The newspaper page is scheduled for dailies 
and is part of Blatz Brewing Co.’s spring campaign. 
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| Philadelphia, code board member;| cosmetic is packaged in a grey, treasurer, and E. Russell Snyder, 
|Edward H. Bronson, director of| and pink free-form case and will | secretary. 


tv code affairs; 
| NARTB chief attorney, and Rob-| Sample, Chicago, is the agency. 
|ert K. Richards, association con-| 

|sultant. The Alliance committee 
|included Maurice R. Morton, Mc- 
| Cadden Corp., chairman; Dean F. 
| Johnson, executive director of the 


Evans Joins KFJZ-TV 

Joe Evans, former president of 
Joe Evans Advertising, Fort 
| Worth, has been appointed local 
| AMtanes; A. Frank Reel, Ziv Tele- sales manager of KFJZ-TV, Fort 
vision Programs Inc.; Herbert|Worth. He succeeds John Hop- 
Stern, Review Productions, and| kins, who has been named assist- 
Richard St. John, counsel for the ant general manager of the sta- 
Alliance. jtion. Before forming his own 


|agency, Mr. Evans was commer- 
Lady Esther Sets Drive for cial manager of KNOX, Fort 
Sheer Flattery Make-up Worth, and manager of the south- 

Lady Esther, Chicago, a divis-| western office of Free & Peters. 

ion of Chemway Corp., will use 
magazines, newspapers and spot Philadelphia Guild Elects 
tv to introduce Sheer Flattery, | Ralph W. Christie, Dando- 
new creme make-up. Color in-| Schaff Printing & Publishing Co., 
sertions have been scheduled from| has been elected president of the 
July through November in Made-| Philadelphia Guild of Advertising 
moiselle, Photoplay, Seventeen,) Men. Other officers elected in- 
True Experience, True Love, True clude William E. Willis, Potomac 
Romance, True Story and TV) Electrotype, Ist vp; John J. Sig- 
Radio Mirror. On the local level, nor, Arndt, Preston, Chapin, 
newspapers and spot tv will be Lamb & Keen, 2nd vp; Frank 
used across the country. The new’ Nolan, Lincoln Photo Engraving, 


Robert Heald,| sell for 79¢. Dancer-Fitzgerald- | 


Rogers Peet Names Henrich 
Lee P. Henrich has been ap- 
pointed advertising director of 
Rogers Peet Co., New York. He 
formerly was director of merchan- 
dising of Burlington Mills and be- 
fore that was director of advertis- 
ing and public relations of Hart 
|Schaffner & Marx. 


Wade to Public Service Co. 
Jay Paul Wade, formerly a sen- 
jior account executive of Bozell & 
| Jacobs, New York, has been 
named manager of public relations 
of Central Illinois Public Service 
Co., Springfield. effective June 1. 


If skill and experience 
could be sold as merchandise 


YOU couldn't get a better bar- 
gain anywhere, to prove it: just 
SAY P send for our free samples now! 


‘WALK aoventising treocrapny 
MICAGO1 


11 E.HUBBARD, Cc 1 @ MOhawk 4-6134 


Film Makers Agree 
to Abide by NARTB 


Television Code 


New York, May 15—Film pro- 
ducers and the National Associa- 
tion of Radio & Television Broad- 
casters have tentatively agreed on 
a plan to bring tv films under the 
NARTB’s code. 

Under the plan, film producers | 
would be given affiliate status in) 
the television code, and would be} 
granted the advisory services of 
the NARTB code staff. 

Proposals to bring film produc- | 
ers into the code have been dis-| 
cussed for more than a year, since | 
the Senate’s special committee on 
juvenile delinquency pointed out! 
that tv films are not subject to | 


review by either the film or tv | 
code review agencies. 

Specific proposals to apply the | 
code to tv film were discussed at) 
a meeting between representatives | 
of NARTB and the Alliance of | 
Television Film Producers Inc., 


/here last week. The proposals are 


to be reviewed during the next 
month by the Alliance, the code 
review board and the NARTB 
television board. 
® If affiliated with the code, film 
producers would publicize their 
acceptance of the code throughout | 
the industry and with the general | 
public. 

NARTB representatives at the} 
meeting included G. Richard} 
Shafto, WIS-TV, Columbia, S. C., 
chairman of the code review 
board; Roger Clipp, WFIL-TV, 
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by Story, Brooks 


Grocery Advertising 


$86,243,000 
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A’S 187,702 COMMERCIAL 


HAS SOLID COVERAGE OF IOW 
N LOCALIZED 


FARMS WITH AN EDITIO 


AN UNMATCHED OPPORTUNITY 
TO LOCALIZE DEALER LISTINGS 


12 Editions Weekly, Each Edited Especially 
for the lowa Farm Families It Serves 


FOR EACH AREA 


@ Here's a dealer 


localized to his sales and distribution pattern. 
@ You getitin 


counties it reaches. 


@ You, the advertiser, 
nearest your prospects ° 
know best and patronize most. 


listing opportunity every advertiser dreams 
about .. . a statewide farm newspaper with dealer listings 


The Spokesman. Its 12 separate weekly editions 
each is localized both in news and advertising content to the 


list in each edition only the dealers 
_. the dealers lowa’s farm families 


Write today 
for details 
and rates 


@ No edition reaches more than 9 counties...none less than 7. 


\""59 pw Bureau SPOKESMAN 


“IOWA'S ONCE-A-WEEK EVERY WEEK FARM PAPER” 
GRUNDY CENTER, 


IOWA 


“a 


SS oe ee CS Se oe 
Advertising Age, May 21, 1956 a | | 
; a re - = ace) Res, S 
pret E77 Ss BS Fab 9 age, 
Pe eas Rg? Cw OS * : 
a ee ey ae 
> ee aegene e ‘C= : 
ee ay, ee We) Nee) SS ae “ 
| es Wie s aS), ‘ i | Spee | 
tats Ree ig ao tes Bes i 
ayer PO R (sua?) nea % 
¥)- fs Den re > oo “4 
& rt ia fa ee ATS a : 
; Ss Nay eat ty oa / Ch : . . Pe a 
» sf LB KEE Za : 
pe Gr a : 
Ft) Gap eee s 2 @ a =) 
ee | | ig 
GS J) BENS Dae alee OY a i 
a : 2 Fn ¥ | roy sa 2) - P >, ‘ , 
WP ches. y v1 . = € aS Pav ity 4 
vee & es Co Al Sais pares ‘ 
BS) an ae a F 
Si “ER Sah ts 
=| 5 on SF 
\& Sy NS a ' 4 PRESSES wa 38 1 a. a 
Saturday afternoon in =: 
Blatz beer is best because = 
. . MORE LIFE... MORE FLAVOR... MORE FUNI | bag 
SST STE eee een ere : 
e 
= 
et Pr — . rm 4 ong Stas 8 alin eT ee od “ ore | ¥ sacpascnescannsscs3 ee se - — me, 
‘ wey =r ‘ i ‘ A 
7 ¥ : Neel 
> BEANS C) << f ‘ : . nt 
layer Pe. cee == CS ™5 | ‘ ' i r s : 
—— Fk a: ' " - . } : 
{ ' —— | ‘ ies CEE ee A 
1 L- = J - —_ ra | \ $ . eA : 
tha ‘ , Seu 4 : S oo 92 
es ee so Ne ee ‘ 
| | . by 
ae co — . _ : 
4 * THAN | TOTAL. ; 
5 me 6SOUTH BEND, DES MOINES, q | qndpation a 
<> ; | 151.0 » 
_— a" MAHA, NASHVILLE (BR | i 
Tee Eos”. # ery o ‘A a ee \ ORE | f : 
ir LS — on =] > : : 
: WO i oa : . 
upatie * . EAN : 7 
4 & 2 bey Ton | | : 
a ic @ A J ; UST apy i q a i. 
3 , a « FOU i 
SSS oo — - — | Si 
 ‘Sourct: 1955 SURVEY OF BUYING POWER~ j 
PT IW es - Re : 
Steet en, a a er 


OoLaLa...or GOom Pah Pah? 


The band strikes up; the leader prances— 
Look! It’s Captivating Frances! 
And who’s that with the booming horn? 


Why, that’s Fat Jenny, sure’s you’re born! 


For miles around you'll hear her blast: 
“I simply cannot be surpassed.” 

For volume, true, there’s none above her; 
Trouble is, there’s too much of her. 


Her tootings carry far and wide; 

They’re lost on hangers-on outside; 
While Frances saves her exhibition 

For those who have a paid admission. 


Fat Jenny, then, for all her noise, 
Doesn’t fool the inside boys. 

Let Jenny puff, let Jenny grunt, 
They see who’s really out in front. 


You know, it’s like a publication 
That sounds off on its circulation: 

“Our list of names would fill a Quonset!”’ 
Perhaps it would, but then—who wants it? 


We're satisfied to draw the best: 

A million-four in the rich Midwest. J 
Why aim at reaching all and sundry? 

The cream is here—in Capper Country! 
The choice of sheer frivolity 

Is volume over quality. 
Fat Jenny’s type may make you sigh, aViner 

But, bear in mind, the upkeep’s high! 

, Topeka Kansas 

Why squander on a burst of sound? 

Come make sweet music all year ’round: 
With Captivating Frances go, 

Content to let Fat Jenny . . . blow. 
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Importance of Brand Familiarity 


What About Symbols?—O'Meara 


Berkowitz Recalls Ads’ Start in Comics 


Weiss Suggests Startling Possibility 


Salesense in Advertising ... 


Brand Familiarity Alone 
Is a Great Sales Asset 


By James D. Woolf 
Advertising Consultant 


As a selling force at the point of sale, 
especially in the self-serve supermarkets, 
how potent is sheer brand familiarity? 
There are said to be more than 6,500 dif- 
ferent labels on display in the supers, and 
it is also said that 70% 
of supermarket pur- 
chases are made on the 
spur of the moment. 
How important, then, 
is instant and unmis- 
takable brand recogni- 
tion by the hurried 
shopper? 

Here, for instance, is 
a young bride on her 
first food shopping ad- 
venture. Recalling her new husband’s re- 
mark that he is fond of pancakes, she 
reaches for a package of, say, Aunt Jemi- 
ma and drops it into her cart. What im- 
pels her buying decision? Empirical 
knowledge of the product? Or, perhaps, 
does she remember reading that Aunt 
Jemima pancake mix is an artful blend 
of four flours, a secret recipe that orig- 
inated years ago in old Colonel Higbee’s 
plantation kitchen? Or is she motivated— 
either primarily or entirely—by sheer 
brand recognition? 

Over the years, possibly for a thousand 
times since childhood, the familiar face of 
Aunt Jemima has smiled out at her from 
advertising media and store displays. She 
may never before have bought or tasted 
the product, and perhaps she has never 
read a piece of Aunt Jemima copy, but 
now she reaches out and selects unhesita- 
tingly a brand concerning which she may 
have no first-hand knowledge. 


Says James Webb Young 

Your guess is as good as mine in this 
hypothetical situation. Possibly our young 
bride knows all about the blend of four 
flours, or maybe it is brand familiarity 
alone that motivates her. Be that as it 
may, it is my belief that brand familiarity 
alone, or almost alone, moves mountains 
of merchandise off supermarket shelves. 
On this point I should like again to quote 
James Webb Young, JWT’s senior con- 
sultant: “Nowadays we tend to discount 
what used to be the sole objective of ad- 
vertising; namely, to create brand fam- 
iliarity. That familiarity alone is a great 
sales asset, and that it can be secured 
through advertising repetition, was al- 
most the earliest discovery about adver- 
tising...Even slight familiarity can tip 
the scales.” 


World's Best Known Cigar 

King Edward cigars, reported to be the 
world’s largest seller, have for 20 years 
relied heavily on a brand-familiarity pro- 
gram of road signs. The “copy” on these 
signs (note cut) has consisted solely of the 
brand name. According to C. J. Gunti, the 


company treasurer, who has supervised 
the program, today there are some 6,000 
of the cheerful red-and-white signs, sit- 
uated at carefully chosen points in 33 
states, covering a combined highway total 
of about 65,000 miles. While advertising 
in other media has been used, these signs, 
as I understand it, have made up the 
major advertising effort. It seems evident 
that a high degree of brand recognition, 
secured through relentless repetition, very 
frequently tips the scales in favor of King 
Edward cigars at the point of sale. 

Brand familiarity via the road sign 
route has also played an important 
part in the success of Clabber Girl 
baking powder. Says Clabber Girl’s Wil- 
lard Kayser: “We feel our sign program 
does a good job throughout the year, day 
in and day out, of keeping our brand 
name before the housewives in approxi- 
mately two-thirds of the states. The copy 
on our signs has always been short and 
modest: “Always Dependable,” “Never 
Fails,” “Praised by Experts,” “Be Sure of 
Success,” etc. Newspaper and magazine 
space is included currently in the program, 
“but,” says Mr. Kayser, “the signs are the 
major and most costly part of our over-all 
advertising program.” 


‘T'se in Town, Honey’ 

Now let’s get back to Aunt Jemima. Al- 
though I have no figures to prove it, I am 
convinced that brand familiarity alone 
sells countless carloads of the product. 
That Aunt Jemima enjoys tremendous 
brand identity in the minds of millions of 
consumers, is proved by research made 
by the Quaker Oats Co. Quaker’s John P. 
Odell writes me that current consumer 
studies reveal: 

1. That approximately 80% of the users 
of pancake mixes refer to the picture of 
Aunt Jemima on the package (unaided). 

2. When consumers were asked if the 
picture on the package showed a head, 


i “KING 
] EDWARD |. 


CIGARS |¥% 


RELIANCE ON BRAND NAME—King Edward 

cigars, reported to be the world’s largest 

seller, have for 20 years relied heavily 

on a brand-familiarity program of road 

signs. Some 6,000 signs like this one cover 
a total of 65,000 miles in 33 states. 
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ALWAYS INCLUDES LABEL—A lifelike image 
of the familiar Campbell’s can has ap- 
peared in Campbell’s advertising from 
the beginning. This advertisement ran in 
magazines more than 30 years ago. 


CHANGED COMPANY NAME—The Green Giant 
trademark character has achieved such 
wide public recognition that the name 
of the firm, Minnesota Valley Canning 
Co., was changed to Green Giant Co. 
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HER FACE IS FAMILIAR—I am convinced that 

consumer familiarity with this famous 

trademark sells countless carloads of the 

product. Research shows that 8 out of 10 

people (both users and non-users of 

mixes) think of Aunt Jemima when they 
think of pancakes. 


just add water for huecious hot chocolate drink’ 
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PACKAGE IDENTIFICATION—Ads of self-serve 
branded products should include, in my 
opinion, a conspicuous representation of 
the package, more or less after the man- 
ner of this Carnation color page. 


SYNONYMOUS WITH PRODUCT—The familiar 

image of the Cream of Wheat chef, which 

has been conspicuous on the package for 

more than 60 years, provides self-serve 

shoppers with quick and easy brand iden- 
tification. 
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head and shoulders, or a full-length fig- 
ure, over 70% identified the head and 
shoulders correctly. 

3. Identification of the Aunt Jemima 
bandanna among both users and non-users 
was better than 95%. 

4. When both users and non-users were 
asked to name the first thing they see 
when they think of pancakes, over 80% 
mentioned the picture of Aunt Jemima. 


® “Our promotional activities,” adds Mr. 
Odell, “benefit by the high place the 
trademark holds and by the benevolent 
character of Aunt Jemima, in local store 
promotions, community celebrations, etc. 
Here we find that with the proper selec- 
tion of a prototype of Aunt Jemima we 
have been able to meet and work with 
civic groups in large and small cities (or- 
ganizations such as Kiwanis, Rotary, 
Moose, etc.) to the point of obtaining keys 
to the city or charters to the organizations, 
with almost complete disregard of the 
commercial aspects, simply through the 
warm, human personality that has been 
built up for Aunt Jemima.” 


s Consumer studies would undoubtedly 
reveal almost universal brand familiarity 
with the Cream of Wheat chef, also shown 
here. His familiar image has been appear- 
ing on the package and in Cream of Wheat 
advertising for more than 60 years. 


Four Roses Creates Good Brand Image 

Again I have no figures to support my 
view, but it must be irue that countless 
buyers of whisky ask for Four Roses 
solely because of easy brand identifica- 
tion. It is virtually impossible for the con- 
sumer to forget the brand name because 
the name is visualized graphically for him 
by the picture on the label of the same 


four roses he has seen so often in the mag- 
azines. 

An additional consideration of import- 
ance is the fact that beautiful flowers— 
and especially roses—symbolize such vir- 
tues as quality and elegance. Says Bradley 
Houghton, advertising manager of Four 
Roses: “In my mind, the point of special 
interest is how well the Four Roses trade- 
mark contributes to the product image.” I 
believe that Aunt Jemima also enhances 
the product image, and the same may be 
said for the Clabber Girl and the Cream 
of Wheat chef. 


8 Jack Mullowney, advertising director 
of Green Giant Co., believes that 
the Green Giant trademark, shown here, 
is an effective image-maker. He writes: 
“The Green Giant has been around since 
the mid-’20s and he was conceived as in- 
terpreting the vigor and strength of 
northern soil, with a bit of Paul Bunyan 
that typifies our major areas of growing 
operations. There is a little ‘Grimm’s 
Fairy Tales’ in him, too, but all in all, 
we feel that it is a strong, easily recog- 
nizable trademark that says good food 
from the earth.” 

As an interesting sidelight, Mr. Mullow- 
ney adds: “Our company for years was 
known as Minnesota Valley Canning Co., 
but we found that we were being referred 
to continually as the ‘Green Giant folks,’ 
‘Green Giant canners,’ etc., so in 1950 we 
changed the name to Green Giant Co. This 
was, in truth, a case of the trademark tak- 
ing over the company—making it neces- 
sary to call ourselves exactly what every- 
body else called us—Green Giant Co.” 


The Twin Objectives of Advertising 

I am not contending that visual fam- 
iliarity with the face of a package, no 
matter how extensive among consumers 


Looking at Radio and Television... 


Survival of the Nimblest 


By the Eye and Ear Man 

The men who make the decisions—at 
networks, agencies and sponsors—are go- 
ing through some trying times. 

The networks are scared because the 
competition is tougher and the program 
availabilities are getting skimpier. A de- 
cision by a program board, or as is most 
common, by a single high official, deter- 
mines the success or failure of millions of 
dollars’ worth of advertising. A great deal 
depends on the quality of the lead-off 
shows. 

Once only two giants fought the battle. 
Soon, three will be competing on an equal 
basis. Meanwhile sources of program- 
ming appear to be leveling off. This means 
higher program prices as three bidders 
vie with each other for limited supply. 

The result of the battie will be periodic 
turnover of personnel making wrong de- 
cisions. And even the best judge of talent 
and programs is bound to be wrong; .500 
is a high batting average in this league. 
Price, too, is an important factor. A man 
likes to brag about his successes. Elec- 
tronic boasters rank second to none. 


® Some of the network personnel changes 
are imminent—hence the jitters. Some 
will be speeded by failures this fall. In- 
credible deals are being offered to suc- 
cessful executives in related businesses, 
but with few takers. The jobs have every- 
thing but security and peace of mind. 
Clients, too, reflect this insecurity. 
Television prices are rising to the degree 
that a high percentage of any product's 
budget may be iaid in a tremendous crap 
shoot. And yet the Revlon-Hazel Bishop 
saga clearly indicates it’s a “damned if 
I do, damned if I don’t” era of advertis- 
ing. Cancel tv, and your client’s com- 


petitor has a chance to decimate you. 

The power of a franchise—if it can 
be maintained—is so great that many tie- 
in deals are riow offered. (It is rumored 
that NBC would give top priority on any 
new time to an advertiser who bought 
the election and conventions, for exam- 
ple.) Electronic savvy is a prerequisite 
for success on the part of any advertising 
manager on the client level. 


® The group coming closest to simulating 
St. Vitus dance is the agency personnel. 
Television billing is climbing to a point 
where it represents almost half of agency 
billings. Yet, publicly and privately, agen- 
cies are being challenged on the 15% 
added to the cost of talent. Since talent 
represents an amount roughly equal to 
time, this means that 25% of total agency 
commissions are at stake if the agency 
achieves 50% television billing. 

It is ludicrous to assume that agencies 
could supply equivalent service with a 
sharp reduction in revenue. It has also 
been said repeatedly here, and will now 
be said again, that smart advertisers get 
$15 worth of service for every $100 spent 
and the whole cannot be separated by 
media or any subdivision of an expendi- 
ture in any given medium. 

Unfortunately, the problem exists and 
not all advertisers are smart. As a result, 
top managements of agencies are seeking 
highly creative men to solve these prob- 
lems on a write-your-own-ticket basis. 
Since taxes eat up most increases, de- 
ferred payments, expense accounts, hous- 
es, cars, stock deals, et al are the order of 
the day. Even with all this it is hard to 
get a good man to leave any good job. As 
a result many good jobs have gone beg- 


ging. 


it may be, is the sole or even the primary 
objective of a proper advertising cam- 
paign. The No. 1 objective, of course, is 
what, for want of a better name, I shall 
call consumer education. Copy that “edu- 
cates” explains to the reader or viewer, 
persuasively and convincingly, why and 
how the product will benefit her. 


# But I think it is possible, in many cases, 
that the impact of repetition is too often 
sacrificed for the impact of big space. The 
theory is that the bigger the space unit 
and the more massive the explosion, the 
more irresistible will be its striking force 
on the consumer’s consciousness and his 
memory. Perhaps so; I certainly have no 
quarrel with big space. But perhaps 
equally important—and possibly more im- 
portant in certain situations—is the im- 
pact of day-in-and-day-out repetition. 
Says Clyde Bedell, noted advertising au- 
thority: “The drip, drip, drip of water is 
powerful in its effect.” 

I am impressed by a recent statement of 
Felix W. Coste, Coca-Cola vice-president: 
“My predecessors were among the first to 
understand exactly what advertising could 
do... They appreciated the subtlety of the 
constant reminder. They were aware that 
no one can escape—nor long -resist—a 
pleasant message that is repeated con- 
stantly and everywhere... When this con- 
cept dawned on my predecessors, they 
made continuous advertising a matter of 
policy.” 


Portray the Label 

Equally as essential as repetition, I be- 
lieve, is the inclusion, if possible, what- 
ever the media, of a lifelike image of the 
label, preferably in full color. This has 
been a Campbell’s policy from the begin- 
ning; the Campbell’s advertisement shown 


Actually, the prices for top men skilled 
in electronics have risen to a degree where 
the men themselves feel they are being 
paid more than they are worth and the 
day of reckoning has to come when the 
hysteria has simmered down. Some, too, 
doubt their ability to perform miracles 
and choose to stick to security and a 
friendly place. 

Where does all this electronic hangover 
end? Inevitably things will settle down. 
The fate of radio will be determined 
within a few years. Agencies will negoti- 
ate with their clients individually on deals 
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here appeared in magazines more than 30 
years ago. Except in very special cases, 
advertisements of self-serve branded 
products should include, in my opinion, a 
conspicuous visual representation of the 
package, more or less after the manner of 
the Carnation color page herewith. 
Although I have referred specifically 
to road signs in this piece, I am taking no 
sides on how to secure maximum brand 
familiarity at lowest cost. My sole thesis 
is that great brand familiarity is an im- 
portant advertising objective, especially 
in the promotion of self-selected super- 
market goods. Whatever school (or 
schools) of copy thinking we belong to— 
reason-why, emotional, nuts-and-bolts, 
humorous, “clever”’—we must not forget 
the selling force of sheer brand familiar- 


ity. 


= Summing up, I believe it is important: 

1. To provide for as much frequency of 
impact (repetition) as the all-over media 
plan will sensibly permit. 

2. To include conspicuously in the ads, 
whatever their form, a lifelike image of 
the labeled package, preferably in full 
color. 

3. To employ, if possible, a trademark 
symbol or character that portrays pictor- 
ially the brand name. Examples: Four 
Roses, Green Giant, Clabber Girl, Aunt 
Jemima. Pictures on the label can speak 
louder than words. 

4. To create labels of utmost simplicity 
in design, so that they may be seen and 
comprehended with a split-second glance. 

The late William James, renowned psy- 
chologist, once observed that “Men have 
no eyes but for those aspects of things 
which they have already been taught to 
discern... The only things we perceive 
are those which have been labeled for us, 
and the labels stamped on our minds.” 


involving television commissions. Some 
will be on a cost-plus basis. Others will 
cut services in proportion to reduced rev- 
enue. Still others will produce programs 
to justify the talent commission. But 
whatever the solution, there will be one. 


® Television will take its proper niche in 
the scheme of all advertising things, much 
as radio did. As for personnel, it is always 
the survival of the fittest. In a business 
with no inventory and little direct proof 
of success or failure, it is survival of the 
mentally nimblest. And survive they will. 


Just Looking... | 


Since we’re talking about advertis- 
ing: 

I seem to remember more great 
headlines than great pictures. 

And more great campaigns in print 
than in tv. 

I don’t subscribe to the cliche that 
good ideas never come out of confer- 
ences. 

Or that the client’s wife can never 
be right. 

Or that the first paragraph of any 
piece of copy can be cut. 

I’ve never seen a great advertise- 
ment written by an amateur. 

The most successful admen talk the 
least advertisingese. 


# I agree with the theory that it takes 
about two years for a copywriter to 
learn how to write a headline. 

I get the impression that soft sell is 


By Walter O’Meara 


pretty often a substitute for hard 
think. 

The best copywriters are very often 
the worst talkers. And vice versa. 

Do you sometimes get the idea that 
tv programs are carried away with 
their own importance? 

Billions of words of copy have been 
written. The only ones in Bartlett’s 
“Familiar Quotations” are: “Say It 
With Flowers.” 

The copywriter I most envy is Les 
Pearl, who does those little gems for 
Wallach’s. 

A lot of tv dramatic shows don’t 
seem to have any ending. They just 
stop. 

I don’t get all this talk about sym- 
bols in ads. What else are words? 

You can sell me research as a 
means; not as an end. 

And I owe a bow to Jimmy Cannon. 
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In April, seven cities held Good Housekeeping Weeks. Seven 
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newspapers published 252 ad-packed pages to launch them. 


Knoxville’s and Battle Creek’s enthusiasm for Good Housekeeping 
Week was duplicated in Milwaukee, Wichita, Charleston, W. Va., 
and in Mansfield and Lorain, Ohio, in April. Detroit’s opening date: 
May 20; Cincinnati's, June 19. Sparked by leading newspapers, 
merchants stage these sales carnivals of Good Housekeeping guar- 
anteed products that mean value to consumers, volume to stores! 


Memo to Advertisers: Because 31,000,000 women* have confi- 
dence in Good Housekeeping guaranteed products, merchants like 
to push them. Your product can be up front, too, in city after city. 
There’s still time to get aboard for the October Good Housekeeping 


; “ 
Shes sold when she’ told: ood 


* Crossley Survey. 


Week. Great newspapers like the Houston Chronicle, Dallas 
Times Herald, San Antonio Light, New Orleans Item, Arkan- 
sas Democrat, Albany Times-Union, Chattanooga Times, 
Charlotte News, Pittsburgh Sun-Telegraph, Fall River Herald 
News, Meridian Star and Baltimore News-Post will repeat this 
great multi-city selling event. 

Only one magazine can generate this kind of support. If you are 
a Good Housekeeping advertiser, ask us how you can get extra mile- 
age in these markets. And if you are not in our pages, let us tell you 
how you can get your product pushed, promoted, sold. 
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Berkowitz Recalls How General Ads 


Started in Comics 25 Years Ago 


By Mortimer Berkowitz* 

“How many years ago is it since you 
opened up the comics to general mer- 
chandise advertising?” were about the 
first words from M. J. (Mike) Roche, 
general manager, advertising and service 
of Lever Bros., when he and I sat down 
to luncheon at the Ambassador Hotel in 
New York a couple of months ago. 

Mike’s question brought back memo- 
ries! It didn’t seem possible! “We started 
in 1931,” I replied—and then I realized 
that it would be 25 years ago in May. 


® The opening of.the comics for gen- 
eral merchandise advertising was entire- 
ly due to the vision of a very able pub- 
lisher named William Randolph Hearst. 
I recall an occasion in the middle ‘20s, 
when I was working on the Boston Amer- 
ican, that I sat in the reception room of 
a suite at the old Ritz Carleton Hotel in 
New York and overheard Mr. Hearst talk- 
ing to a group of very distinguished or- 
ganization executives of those days re- 
garding the comic section, and why it 
should be carrying some advertising. 

Apparently none of them understood 
what he was talking about, but later 
I heard that a man had been hired in 
Chicago and he hed sold some space to 
a@ gum manufacturer. A few small ads 
subsequently appéared, featuring some 
of the comic characters, but their exis- 
tence was shortlived. The appeal of the 
ads was to children. 


= In September of 1926 I was transferred 
from Boston to the staff of The American 
Weekly in New York. In January of 1927 
I was appointed general manager. A year 
or two afterward, during the regime of 
Frank Knox as general manager of the 
Hearst newspapers (he later became 
Secretary of the Navy and owner and 
publisher of the Chicago Daily News), he 
sent for me one day and said that Mr. 
Hearst had instructed him to tell me to 
hire some men and put them to work to 
sell advertising in the comic section. I 
told him I thought it would be a waste 
of money, but he insisted that I must do 
it. As a result we hired a man. 

At that time the only advertisements 
appearing in the comics were half pages 
which usually ran about the first week 
in December of each year, featuring 
Lionel trains, Erector toys and Effanbee 
dolls. The appeal was primarily to chil- 
dren and to get them to ask “Mom” or 
“Pop” to “buy me one of those for 
Christmas!” I believe the Lionel com- 
pany, the A. C. Gilbert company and 
volume of General Foods advertising 
at that time, still run this same type of 
advertising in comics ahead of Christmas 
time. 

The man we hired made a lot of calls 
on companies which make merchandise 
for children, but nothing happened. One 
day he came to me with the suggestion 
that he thought he could sell some comic 
advertising space to the General Foods 
Co. to influence children to eat more 
cereal, but we were carrying a large 
volume of General Foods advertising 
in The American Weekly, which was dis- 
tributed through the same Hearst news- 
papers at that time, and I felt it would 
be a mistake. As a result nothing was 
done and no other newspaper publisher 
did anything, either. 


# Then out of a clear sky, the bombshell 
was dropped that started an entirely new 
line of publication advertising. That was 


*Mr. Berkowitz was for many years 
general manager of “The American Week- 
ly” and “The Comic Weekly . . . Puck.” 
He is now treasurer of “Briefed,” a 


monthly syndicated business digest. 


in December, 1930. Mrs. Berkowitz and 
I had been out late several nights in suc- 
cession and we decided to stay at home 
and retire early for a change. It was 
after midnight when my wife awakened 
me and announced, “Your boss is on the 
telephone.” Half asleep I said “Hello” 
and a very wide-awake voice at the 
other end of the line almost bellowed, 
“Mr. Berkowitz! Why don’t we carry 
some advertising in the comic section?” 
[The comic section did not have an in- 
dividual name at that time.] 

“There are only a limited number of 
companies which manufacture and ad- 
vertise merchandise for children,” I 
quickly replied, and then came the bomb. 
“Don’t you know that the comics are 
edited for grown people?” the voice 
thundered, and suddenly I realized that 
the man at the other end knew more 
about the publishing business than most 
of his allegedly smart executives, in- 
cluding myself. 

“Now that you mention it,” I replied 
rather limply, “I know that I read the 
comics—and have read them for years— 
the Katzenjammers, Jiggs and Maggie 
and all the rest.” And before I had a 
chance to say another word, the voice 
injected, “Come to see me tomorrow—I 
want to talk to you about advertising in 
the comics.” 


= Mr. Hearst was in New York, but in- 
stead of going to see him, I arranged to 
have the head of our research department 
make a quick checkup of adults in vari- 
ous parts of New York. We sent out a 
dozen men to buttonhole adults, men and 
women, in the midtown shopping district, 
in the financial district, in the cloak and 
suit district, in the Bronx, over in Brook- 
lyn, down in the lower east side and ask 
them one question: “Do you read the 
comics in the Sunday newspapers?” All 
the New York Sunday papers carried 
comics except the Times. 

At the end of the day the reply slips 
were put in piles of ten on a big table 
and then they were tabulated. In not a 
single pile of ten were there less than 
seven in the affirmative and from there 
they went to eight and nine and ten out 
of every ten. It was apparent that a man 
named Hearst knew more about comics 
and the opportunities they offered than 
I had any conception of or that any of 
the important executives in the organi- 
zation knew anything about. 


= When I saw the boss the next day, he 
was highly elated to learn that I was 
beginning to see daylight and the only 
question in his mind was how long it 
would be before a sales organization could 
be put into the field. That really didn’t 
take long. A man named Hawley Turner, 
who had worked for N. W. Ayer & Son 
and the old Blackman Ross Advertising 
Agency, had been trying to get a job 
with The American Weekly. He showed 
up a day or two afterward. 

“Do you read the comics?” I asked 
him. “Of course I do,” he quickly replied. 

“How would you like to sell general 
merchandise advertising in the comics?” 
I continued, and before he knew it he 
was on the job. Turner started to work the 
latter part of December, 1930. Soon after- 
ward we also had a man on the job in 
Chicago. Promotion appeared in the ad- 
vertising trade papers and in newspapers 
in two or three key cities. In March of 
1931, Hawley Turner secured his first 
order. It came from Ralph Starr Butler, 
who was then advertising manager of 
General Foods Corp. It was for eight 
back covers to run in the Hearst comics 
featuring Grape Nuts Flakes beginning 
in May—just 25 years ago this month. 

Mr. Hearst had returned in the mean- 
time to San Simeon or Wyntoon—his two 
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The Creative Man‘s Corner... 
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wo, ME Ftv? 


MY OWN AIRPLANE! 


Ordinarily, Mr. Dillard 
Breeding (lett), Nashville. 
int askepoc Burt he jus: 
couldn't pacture himscit 
tlying bis own planc 
Then he went for a ride in 
the new Cessma 172 with 
Land-O-Matec gear... the airplane that 
nakes flyeng bke dmweng' In ao ume he was 
drwing” it. You can, too’ The Cessna 172 
makes learning to fy caser than ewer’ Try 
t Ask your dealer tor a demonstration ndc 
He's listed in Yellow 
Pages of phone book. Or 4 

wrote Cessna Aurcraft Co, \W7/a 
Dep WY-14, Wichie, 


they would, too. 


How Much Does It Cost? 


For some time now we've been noticing the little Cessna ads with the in- 
credibly punctuated headline, Who, ME fly? My own atrplane! We have auto- 
matically changed the punctuation so that we read the headline, Who—ME 


wise, an airplane is beyond them. Is it? We’d like to know—and we're certain 


fly my own airplane? But by the time 
we did this, we had no interest in 
reading further. Until enough ads hit 
us to cause us to want to find out just 
what it was Cessna was trying to get 
us around to. 

Having now read one of the ads, we 
know that Cessna wants us to take a 
demonstration flight in its new 172 
model with Land-O-Matic gear. This 
is the airplane, the copy tells us, that 
makes flying like driving. 

Could be. And we’re ready to admit 
that it quite possibly does. However, 
we lack one piece of information—and 
that lack keeps us from looking up a 
Cessna dealer and arranging for a dem- 
onstration. That piece of information 
is—how much? 

We just naturally assume that any 
airplane is way beyond our pocketbook, 
so we just dismiss the thought of own- 
ing one from our mind. Why consider 
the impossible? Maybe, however, it isn’t 
so impossible. Maybe a Cessna doesn't 
cost too much more than a car. Con- 
sidering the price of most cars today, 
maybe it costs even less than some of 
them. The ad, however, doesn’t say. 
So we turn the page. 

Too bad. We'd like to fly. Lots of 
people we know would like to fly. But, 
like us, they have the idea that, money- 


famous estates on the Pacific Coast—and 
so I called him on the telephone one eve- 
ning to give him the good news and tell 
him that the ice had been broken. Up to 
that time in 1931 the Hearst comics con- 
sisted of an eight-page section. No sooner 
had I given him the news than Mr. Hearst 
exclaimed, “That’s wonderful! Now we 
can increase the size of the comic section 
to 12 pages—and I want you to do this 
starting in September—for by that time 
we should have more advertisers, and we 
can give the reader more and the adver- 
tiser more for his money.” That was 
typical of the way Mr. Hearst worked 
and the organization has never carried 
less than 12 pages since that time. 

It is interesting to recall that at the 
time Mr. Butler and General Foods de- 
cided to advertise in comics, their ad- 
vertising agency queried other newspaper 
publishers in key markets which they de- 
sired to use in addition to the Hearst 
Sunday newspapers, and most of these 
papers did not even have a rate on their 
cards for advertising in the comic sec- 
tions of their Sunday newspapers. The 
Metropolitan Group had not even been 
thought of at that time, but it did not 
take long to make a rate and get some 
of the business which a man named 
Hearst was entirely responsible for. 


s You may have wondered how tne com- 
ic section of the Hearst Sunday newspa- 
pers got the name which soon afterward 
appeared at the top of the front page— 
“The Comic Weekly . . . Puck.” Not long 
after the General Foods order was re- 
ceived, I happened to be at San Simeon 
and was sitting in the mammoth living 
room telling Mr. Hearst about some of 
the things which we were doing and 


hoped to do with both The American 
Weekly and the comics. He got up and 
walked a few feet to a card table on 
which there was a bridge score and a 
pencil. He wrote something on the paper, 
walked back and passed the slip of paper 
to me. 

“You have established The American 
Weekly as a magazine, an individual en- 
tity apart from the Sunday newspapers 
with which it is distributed,” he said, 
“so now let us do the same with the 
comics. We bought the English comic 
magazine Puck a number of years ago 
and I believe we still own the name. 
Therefore let’s call the comics The Comic 
Weekly ... Puck (which was the name 
he had written on the piece of paper) 
and that will give it an identity all its 
own.” 

He instructed me to check with the or- 
ganization’s legal department upon my re- 
turn to New York regarding the legal 
side of the ownership of the Puck trade- 
mark, but before I arrived back in New 
York, I learned that he had wired to the 
head of the Hearst legal department that 
very night to immediately make the 
checkup and clear the decks so that no 
time would be wasted in establishing the 
identity which has been carried ever 
since. 


# In the 25 years which have elapsed 
since May, 1931, when the first general 
merchandise advertising appeared in 
comics, great progress has been made 
and companies in practically every line 
of business including automobile manu- 
facturers, have recognized the soundness 
of what Mr. Hearst pointed out in De- 
cember of 1930—that is, that the comics 
are edited for grown people. That is what 
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You Get There 


FIRST 


serenteen 


Everybody knows it’s easier to sell than to unsell. It’s 
common-sense marketing strategy to reach America’s 
first-time customers—the Young Women Under 20— 
before they’re “married” to other brand names. They read, 
they believe in SEVENTEEN, the magazine that in just 
three issues, reaches 75% of ALL the Young Women 
Under 20 in America. 


NOW, before fixed buying habits have set in, these 
Under-20 Young Women are prime prospects for the 
first time. Prime prospects for silverware, luggage, china, 


magazine 


glassware, fine jewelry, phonographs, typewriters, to 
name but a few items on their “must have” list. 


Sell these first-time customers on your product NOW in 
SEVENTEEN magazine. Later it will take many mag- 
azines to do the same job. It’s a matter of record that 
41.8% of ALL teen-age girls* in the U.S. have actually 
purchased from SEVENTEEN advertisements. And 
everybody knows— it’s easier to START a habit than to 
STOP one! 


*8,000,000 in U.S. today 
12,000,000 by 1965 


it's easier to START a habit than to STOP one! 


©1956 TRIANGLE PUBLICATIONS, INC. 
SEVENTEEN MAGAZINE, 488 Madison Avenue, N. Y. 22 + PLaza 9-8100 
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carried the advertising volume in The 
Comic Weekly ... Puck from nothing to 
more than $6,000,000 in one year, and 
resulted in additional millions of dollars 
of revenue to newspaper publishers in 
all parts of the United States. 

During the second World War, I was 
invited to speak at a luncheon meeting 
of the Los Angeles Advertising Club re- 
garding the attention which various types 
of media were getting in that period. In 
the course of my talk I mentioned that 


On the Merchandising Front... 


ie - a Se ene ee 


there were only two important newspa- 
pers in the United States which did not 
carry comics—the New York Times, and 
the Christian Science Monitor. The speech 
was published locally in Los Angeles and 
also in the advertising trade papers. Upon 
my return to New York I found a letter 
from the general manager of the Chris- 
tian Science Monitor calling my attention 
to the fact that I had made a serious 
error and boasting proudly that the Mon- 
itor did carry comics. 


Next—Advertising by Electrical 
Stimulation of the Brain? 


By E. B. Weiss 

A senatorial sub-committee was recent- 
ly told by the director of the National 
Institute of Mental Health of a profound 
step ahead in our understanding of the 
electrical functioning of the brain—a sci- 
entific breakthrough in 
the still dark area of 
the mind—that has 
simply staggering po- 
tentialities (for good, 
for evil, and for infin- 
ite gradations in be- 
tween). 

These, in brief, are 
the facts—the cold, 
blunt, scientific facts: 

Dr. John Lilly is a 
top-ranking neurophysiologist and psy- 
chotherapist. He has been pursuing pure 
research in the reaim of the electrical 
emotional circuits in the brains of ani- 
mals. Some of his remarkable experi- 
mental work was recently reported by Dr. 
Robert H. Felix, director of the National 
Institute of Mental Health, to the Senate 
appropriations subcommittee on health. 
Dr. Felix, with almost total scientific 
abandon, told the senators that Dr. Lilly’s 
experiments have “almost frightening 
potentialities.” (Perhaps neither Dr. Lilly 
nor Dr. Felix comprehend how truly 
frightening those potentialities may be- 
come if, as and when the advertising man 
toys with this new scientific marvel!) 


E. B. Weiss 


8 Dr. Felix told the senatorial subcom- 
mittee members that, under Dr. Lilly’s 
technique, electrodes are planted deep in 
the brains of a monkey. The electrodes, 
once implanted, do not hurt. Now, reports 
Dr. Felix: “When the monkey is asleep 
and you wake him suddenly so that he 
becomes startled and angry and snarls, 
and wants to tear you apart—by just 
closing the circuit, his behavior changes 
so quickly that it is literally as quick as 
the flash of lightning. He becomes pleas- 
ant and friendly and wants you to pick 
him up and he will stroke your hand.” 

And continuing, Dr. Felix declared: “If 
there is a circuit in the brain which, when 
stimulated by some means, causes this 
kind of good feeling, it is there for some 
purpose. I am almost frightened to say 
what I think might come of this in terms 
of the treatment of the mentally ill. 

“If we can, by knowing what elements 
in the environment produce chemical or 
electrics] changes in the brain, cause this 
particulur circuit—or others which we 
may find—to function differently than 
they do in the so-called normal individu- 
al, thus altering emotional states, I don’t 
know where we will go.” 

Dr. Felix continued that this discovery 
made him “feel like Buck Rogers” and, 
he predicted: “We are just on the thresh- 


old. And where we will go—the most 
honest thing to say is I don’t know. But 
it is so far, so fast, that our wildest dreams 
are likely to be ultra-conservative.” 

His summation: 


“I think we are going 


to be able to modify abnormal behavior 
by doing things to the brain.” (And I 
might mention that some electrode experi- 
ments have already been conducted on 
human brains in some dementia praecox 
cases; with what results I do not know.) 


® Now—let science fiction take over. And 
permit me to be the fictioneer. 

First—if abnormal behavior may be 
corrected by electrically “doing things to 
the brain,” then I would assume that 
normal behavior may be similarly 
changed, or molded, or controlled, or di- 
rected. (And that is a _ frightening 
thought!) 

Second—in any event, there is no sci- 
entific line of demarcation between nor- 
mal and abormal behavior. (The behavior 
of the Nazis under Hitler was presumably 
normal in Germany; quite abnormal to 
the rest of the world. The deification of 
Stalin—ditto.) Consequently, it would 
not be rash to conclude that most, if not 
all, behavior may be regulated by elec- 
trical manipulation of the brain’s cells, 
always bearing in mind that the brain is, 
in many respects, an “electrical” organ. 


® Third—there is no reason for assuming 
that it will always be necessary to plant 
electrodes in the brain in order to achieve 
these results. It was this same experi- 
menter—Dr. Lilly—who recently, in self- 
conducted experiments, made the equally 
startling discovery that, when the human 
animal is cut off completely from external 
stimuli, he soon loses his power of reason, 
his thoughts go round and round in a 
closed circuit—and he soon goes mad. 
(These experiments went far beyond typ- 
ical isolation; this was total isolation from 
any and all external stimuli.) Clearly, 
part of these external stimuli consist of 
electrical discharges—so, knowing this, 
and knowing, too, about the newer tech- 
niques for directing electrical pheno- 
mena through the ether (radio, tv, etc.), 
it is entirley probable that some day at 
least some of the brain’s functions may 
be controlled by external electrical pene- 
tration. (I get frightened as I write this!) 

Fourth—behavior is a compound of 
emotions. Advertising is being planned, 
more and more, to mold emotions. (My 
good friend, Pierre Martineau, director of 
research of the Chicago Tribune, has been 
one of the vigorous and able champions 
of this concept of advertising.) Ipso facto: 
Will advertising, some day, consist of 
broadcast electrical discharges beamed to 
penetrate specific brain areas for the pur- 
pose of shaping specific buying behavior 
patterns? Will the creative function in 
advertising disappear, and will we then 
have push-button “advertising” control- 
ling push-button shoppers? 


® Of course, this is all laughable. It’s 
completely impossible. And I confess I’ve 
advanced these surmises with tongue in 
cheek. 

And yet—and yet: In a book published 


in the last year by a famous British sci- 
entist, Sir George Thomson, and entitled: 
“The Foreseeable Future,” the author sug- 
gests that monkeys could be trained to 
perform certain production functions at 
machines—and he tells how one individu- 
al has trained monkeys to pick a fruit, 
only in its ripened state, off trees. When 
Sir George Thomson advanced this sug- 
gestion, Dr. Lilly’s remarkable experi- 
ments with the electrical stimulation of 
monkeys’ brains had not yet been made. 
Tie the two together, and maybe this 
isn’t all fantasy. 


s I know that up in Canada some re- 
markable experiments have been made, 
in cases of brain surgery, which involve 
touching parts of the exposed brain with 
electrical wires. The patient immediately 
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recalls, in infinite and perfect details, 
events that took place many years ago. 
Relate these experiments to Dr. Lilly’s 
experiments and maybe you, too, will be 
a bit frightened. 

The brain is the last organ of the human 
body to be explored. In the last two years, 
studies of its electrical functions have 
made stupendous progress. In the next 
five years, it is entirely probable that 
some tiny degree of control over the 
brain by electrical techniques will have 
been achieved, over and beyond those 
already achieved by Dr. Lilly and other 
experimenters. 

Advertising’s object—indeed, the object 
of every activity involved in the total 
process of selling—is the human brain. 

Put two and two together—and tell me 
how you react! 


Looking at the Retail Ads 


- pebody but nobody but Gimbels has this miraculous new 
stain-resistant broadloom 


ee Oe ee Dae 


599... 


THIS MERCHANDISE FEATURED 4T STERN'S NEW YORK ANP GREAT NECK PLAZA 
© STERN'S CREAT NECK PLAZA, LONG LAND, N.Y. weer sesso BAERS te 


STERN'S YEW YORK, 41 WENT 4204 ST. 5. ¥. LOngeere 5-0008 


By Clyde Bedell 


(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 


Most businesses that have become big 
and stable enterprises (not all) have 
probably done so by being downright 
honest with the public. A few great stores 
in the U.S. never use comparative prices 
in their advertising. They say they cannot 
be sure that comparatives shown will be 
honest. The managements acknowledge 
through that policy that they cannot hope 
to police all buyers who need policing. 

Similarly, stores often have rules 
against advertising things as “exclusive” 
unless they actually are exclusive. That’s 
another hard one to police in a big store. 

And sometimes someone slips. 

On Page 23 of a Sunday New York 
Times I read the ad at the top above. On 
Page 29 I noted the Sterns ad at the 
bottom. 

Top ad says: 

stain-resistant 
color locked in 


CANNOT ; 


usually would be 8.99 


+ this dense quality raven vacese with loched- 
om fede renetemce «6 Geommbe! exciwere 

+ Gembets apecse! purchase sere: vou dollery 

+ camer te clase + meth ond mildew-preot 

Der't let the key looks fool you Ths brnedioom 


pom ted No more then you d pay for ond 
save $3 on every square yerd 
ot Gob, Vand 12 widitha for mmedete deroey, 
Allow } weeks for 1S widthe, No mai or phone. 
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-“Solution-Dyed” Viscose Rayon 
ow Sale-Priced Priced +. 1.1 ewes sq. yd. 5.98 


Come eam, carga tee goo the wallow ness wuins! fn Seti 


+ SLURP CREEN 
taquer — umpte heusohald cleaners muahe them \onich ime 


+ CHAMPACNE BEICE 
+ DRIFTWOOD GREY 
+ NUTRIA —v 
+ SANDALWOOD 
BOUND RECS TOO 
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rayon viscose 

remove shoe polish, ink also lipstick 

light green 

champagne beige 

sandalwood 

nutria tone 

driftwood grey 

$5.99 usually $8.99 

Bottom ad says: 

cannot stain 

color locked in 

viscose rayon 

remove shoe polish, ink also lipstick 

surf green 

champagne beige 

sandalwood 

nutria 

driftwood grey 

$5.98 reg. $8.98 

There are lots of hazards in the depart- 

ment store business. (No, don’t blame 
the newspaper, this is not the sort of 
thing a newspaper can be expected to 
watch for, detect, and stop.) And you 
can’t blame the advertising department 
in such cases. Nevertheless, somebody’s 
face must have been mighty red. 
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Why 

do more 
food 
advertisers 
use 
WCBS-TV 
than any 
other 
New York 
television 
station? 


Brand-name products sold fi | ‘ ag 


“et, 


cs) 


Because 
WCBS-TV 


CBS Owned, Channel 2, New York 
Represented by CBS Television Spot Sales 


reaches 
more 
women... 
virtually 
as many 
in the 
daytime 
as all 

six other 
television 
stations 
combined! 


Women 


all other 


viewers 


Mie Monday-Friday 


6. Didone s York Report, March 


am-6 pm 
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Warner Bros. Sells 
Film Studio Control 

Harry, Albert and Jack L.| 
Warner, Warner Bros. Pictures, 
New York, have agreed to sell 
their controlling interest in the 
pioneer motion picture production 
company. A group of investors, | 
headed by Serge Semenenko of 
the First National Bank of Boston, 
will buy “approximately 800,000 
shares of common stock for about 
$27.50 a share.” 

The Warner brothers will con- 
tinue as members of the com- 
pany’s board of directors and will 
keep about 10% of their common 
stock. With stock previously ac- Robert E. Grove 
quired, the Semenenko group will - 
own 28% of Warner Bros. com- Grove Retires as 


mon when the latest transfer is 
completed. Ketchum, MacLeod 


LANSING THE STATE JOURNAL —_ & Grove Chairman 


MICHIGAN Member of Federated Publications | KFRE-TV, Fresno, Cal., will go| PrrrssurcH, May 16—Robert E. 


on the air June 5 as a primary af-|Grove, chairman of the board of 
filiate of CBS Television. KJEO is|Ketchum, MacLeod & Grove, re- 
| the current CBS affiliate in Fresno.| tired today from the agency he 
joined 33 years ago. 

Mr. Grove became chairman of 
the agency a year ago. He had 
served as exec vp since 1946, and 
prior to that he had been vp and 
secretary of the agency since 1929. 

Before joining the agency in 
1923, Mr. Grove had been assistant 
to the president of Tennessee Iron 
& Chemical Co. He is a graduate 
of the University of Pittsburgh. 

During his career with Ketchum, 
MacLeod & Grove, the agency grew 
from a small shop which em- 
ployed seven people to an estab- 
lishment with a staff of 264 and 
1955 billings of $16,000,000. 

Mr. Grove will act as consultant 
to the agency. 


Capital City REPRESENTED NATIONALLY BY 
of Michigan ‘ SAW YER-FERGUSON-WALKER COMPANY 


® He has served two terms as di- 
rector of the American Assn. of 
Advertising Agencies and in 1954 
was secretary-treasurer of the 
Four A’s. 

He is a past governor of the 
group’s Pittsburgh chapter and is 


ied a former president of the Pitts- 
ih burgh Advertising Club. He also 
eg served at one time as director of 
1g . the Pittsburgh chapter of the Na- 
a tional Industrial Advertisers Assn. 
i Mr. Grove, an enthusiastic out- 
« 3 doorsman, plans to devote his time 
‘es to hunting and fishing, and he 


% *. plans to travel. 


Campbell Soup to Push 

‘Soup & Milk’ During June 
During the June Dairy Month, 

Campbell Soup Co., Camden, N.J., 


. . s “e 
“Price’”’ is the number one sales resistance, followed by “Lack of will push “soup and milk” vis 
familiarity with product,” according to a recent, nationwide study magazines and tv. Full-color 
. . as P 3 pages in Good Housekeeping, Life, 
among salesmen of industrial products. “Resistance to change”’ is Parents’ Magazine, Successful 
third and “Competition” fourth; the others share equal rank. Farming and Woman’s Home 
Companion will suggest milk 
These findings are based on a recent McGraw-Hill Research both in and with soup. Commer- 
eerie - P i cials on two Campbell-sponsored 
Department study of 284 salesmen in eight industrial companies. network shows, “Lassie” (CBS- 
They indicate the constant need for dominant advertising in ny 3 f= & pope all a 
business publications to help salesmen meet and overcome Display material recommends 


four Campbell varieties—chicken 
with rice, green pea, clam chowder 
and vegetable beef—as particu- 


these resistances. 


% For complete details of the survey, ask your McGraw-Hill man a tyes. roe yang ai 
a for a copy of Data Sheet #3221. He will also gladly give you a Barton, Durstine & Osborn, New 
ca copy of the folder “Keying Industrial Advertising to Your Sales Tae. © Sp ageney. 

Resistances,”’ containing salesmen’s suggestions on how advertising Zach Heads Capper-Harman 

cles Philip Zach, president of Cap- 

— help you reduce these sales obsta per Publications, Topeka, Kan., 

. ‘ —* q . lso has been elected ident of 

Studies such as this are a continuing project at McGraw-Hill . . . Coetensniiaen © lev M2 

all designed to provide a better understanding of how good land, publisher of the Ohio Farm- 

o. P . = er, Michigan Farmer and Pennsyl- 

advertising in good business publications can help create more sales. pach wnenaaage “aye erated voy se 


ceeds the late Henry S. Blake, was 
elected last March to succeed Mr. 
Blake as president of Capper Pub- 


vi Cc G Fe AW = a g L L lications (AA, March 26). 


be PUBLISHING COMPANY, INCORPORATED Dickinson Named VP 

s John F. Dickinson, who has been 
e App 330 WEST 42nd STREET, NEW YORK 36, N.Y. @ with Harrington, Righter & Par- 
ry sons, New York, since 1949, has 


been appointed vp of the tv station 
MORE THAN A MILLION MEN IN BUSINESS AND INDUSTRY PAY TO READ McGRAW-HILL BUSINESS PUBLICATIONS representative. 
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ise 


they've been 
gOing places 


They look static, sitting there on the neat glass shelf. But you are looking 
at some of the nation’s notably peripatetic products. All of them have figured 
in recent agency changes. Changes that symbolize the taut, nervous state 
of marketing today. Changes that symbolize the intense competition, the 
speed of our accelerated economy, and the pressure on advertiser and agency 
for an ever-better marketing job. 


They have something else in common, too. Each was, in turn, the subject 
of some of the most engrossing stories which ever appeared in the columns 
of ADVERTISING AGE. At least that’s what top-notch marketing men have 
been telling us. 


These people say that AA’s stories about the changes gave them a clearer 
picture of what was going on. They tell us about the “sense of drama” in the 
stories; about the stories’ “inside information;” and about their completeness. 


And they tell us that this is the kind of stuff they can’t get anywhere else. 


Being human, we listen and glow to such comments on Ad Age’s editorial 
values. But being appreciative of advertising values, too, we’d like to make 
this suggestion: if the effectiveness of your sales message can be heightened 
by an intense advertising readership; if your sales story thrives in a sur- 
rounding of drama, excitement and important news of the advertising busi- 
ness, be sure your advertising schedule specifies Advertising Age. 
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jan agency executive as “mission- 


Business Paper Success Story eee ary” on behalf of the new line— Which Vat Dye is ‘MICROFINED? 
Re | 


coupon inquiries ran as high as 2,- 


sha’ ; ; 600 for a single ad. 3 
Ciba’s Business Paper Ads Dramatize °°.°.2"2) 5. ise seme os : 


of all product identity promotion in | 


ho s s the continuing campaign for this| 
Established Dyes, Detail New Resins. iine:t:'ssccess nas been inaicatea 
by exceptional volume growth. | 
New York, May 16—Business)a highly-competitive field, the new} Company officers in the dye-| 
paper advertising has been used “epoxy” resins, had—and used—| stuffs and plastics divisions are: | 
exclusively by the Ciba Co., Amer-| the opportunity for some spectac-| Dr. Harry B. Marshall, president; 
ican subsidiary of Ciba Ltd., Basle, ular advertising. (“Epoxy” is a|Keith R. J. Horner, exec vp; An-) 
in the promotion of two different| chemical term denoting the rela-|thony L. Perrin, secretary and di- 
lines, one established a hundred| tionship of oxygen atoms in a sub-|rector of advertising. William H.| 
years ago and the other dating only | stance.) Kieffer is sales head of the dye- 
from 1949. In fact, it might be said that the stuffs division and Donald M. 
The dyestuffs division of the! various industries using plastics | Joseph of plastics. 
company, established in this coun-| were in a sense waiting eagerly for The advertising is handled by | 
try for 70 years, needed chiefly to| the Ciba epoxy resins, in whose| Briggs & Varley, New York. Joseph | 
maintain its high standing in the| development the company was a L. Boland Jr. is account executive. | 


consuming industries and keep) pioneer. The agency has handled the Ciba} < : 

them informed of new develop-| advertising for the past six years| PERFECT DISPERSION—Ciba Co. ran this two-color business paper 

ments. = In some of the earlier advertis-|and has produced some striking) spread to dramatize its Microfine process, used in the preparation 
The plastics division, offering, in'ing, starting in 1949—termed by copy—off the general beat of ad- of its Cibanone vat dyes. 


| vertising in Ciba’s markets. In ad- 
dition, it has created direct mail 
and other material used in pro- 
moting the dyestuffs to the inter- 
ested dyeing and textile industries, 
and the plastics to ever-broadening 
categories of users. 


® The two campaigns are run con- 
currently, but naturally are en- 
we tirely independent of each other, 
egtet since consumption of the products 
: : is by entirely different industries. 

The synthetic dyestuff industry, 
be 3 as a company spokesman com- 
: mented, is one which started 100 
4 - years ago, when it was discovered 
ae by research that natural dyes 
could be replaced and improved 
upon synthetically. 

After getting started in this 
country, Ciba dyestuffs became 


First Award Plaque for best single issue in Industrial Mar- strongly established in the dyeing 
keting’s Annual Editorial Achievement Competition during and textile industries, although of 
1955 went to HOTEL MANAGEMENT for the July An- course there was and continues to 


be plenty of strong competition. 
The advertising objective has been 
to maintain this position and to 
emphasize the Ciba reputation for 
excellent products. 

Advertised for 30 years or so, 
the dyestuff line is promoted with 
copy which, typically, is in striking 
color. (Oddly, there are b&w prod- 
ucts too.) Currently the division is 
running front-cover pages, inside 
spreads and inserts, and getting the 
Ciba product story across by care- 
fully planned illustrations and 
headlines. Said Mr. Boland in this 
connection: 


nual Hotel Study. 


management | 


® “Because of the basic objective 
of the advertising, we make it a 


First Award Plaque for best graphic presentation in Indus- point to ‘sloganize’ the dyestuffs 

trial Marketing's Annual Editorial Achievement Competition sales messages, in order to get the 

during 1955 went to RESTAURANT MANAGEMENT for main selling idea or the institu- 

the August Number. tional point across in headline or 
bottom line quickly and memora- 
bly. 


“This is essential since the 
product details are likely to be 
highly technical. 


“ “‘*Which vat dye is microfined?’ 
* ‘The best vat dyes are made by 
/ Ciba,’ and the like, are typical. 

a We try to make it easy for the 
¢ reader to grasp, without groping, 


the benefits of Ciba’s products in 
use. We talk about the benefits of 
using the line and graphically il- 


Walter O. Voegele. editor, HOTEL MANAGEMENT. Th 15 awards in ears is a ni abit to get into—as a 
~ : e 15 9 years is ce hab 8g lustrate each essential point where- 


man behind Hotel Management's impressive string of ~ P P 
awards, A recognized authority concerning all phases of Matter of fact, it's a habit we'd hate to break. Seven of ever we can. 
mah npn eg Ma eno associated with HOTEL tose coveted awards have been First Award plaques. .. > a Pune a = 
: . an institutional solidarity in for- 
We like to believe that our awards are a result of an mat, signature and over-all char- 
alert editorial group; men who continually search for new acter. It is hard, we believe, to see 
: : : a Ciba dyestuffs advertisement 
methods of presentation and ideas to stimulate, educate without quickly identifying it. 
Ned Greene: editor, RESTAURANT MANAGEMENT, Mr, > . P 
Greene's flair for dramatic and interesting presentations and maintain reader interest. hiner _ - of the things we have 
has brought him a coveted first Award plaque. His experi- i o or. 
ence and first hand knowledge of the industry will enable To have these efforts recognized is, indeed, an honor. 
him to be of real service to Restaucant Management's readers. 8 A typical example of this copy 
features Cibalan Yellow FGL. This 
71 Vanderbilt Ave., New York Ci advertisement “sloganizes,” using 
201 - wall St., Chi 0 Fee ed the headline: “Fast Shades Faster 
ss nbmrwgens with the Cibalana.” The illustra- 
AHRENS PUBLISHING COMPANY, INC, _ Bilanchard-Nichols-Osborn, 75 Eighth Sc, N.E., Adianta ten dramatines the “faster” idea 
Blanchard-Nichols, Inc., 633 S$. Westmoreland Ave., Los Angeles by showing sprinters in action, 
Blanchard-Nichols, Inc., 111 Sutter St., San Francisco racing thoroughbreds driving to 


the finish, a skier in midair and a 
me, Hotel Management * Restaurant Management * Restaurant Equipment Dealer * Hotel World-Review * Travel America Guide * Frozen Food Age racing car in motion. The copy oc- 
“ cupies only eight lines of type, and 


: 
: its technical content is entirely 
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Advertising Age, May 21, 1956 


clear to the dyers and textile peo-| 


ple who read it. One example runs 
as follows: 

“An original product of CIBA 
research, Cibalan Yellow FGL 
combines the utmost in versatility, 
fastness properties and ease of dye- 
ing. It is readily applicable to 
stock, yarn or piece goods in the 
open bath, package machine, on the 
padder or in printing. In addition 
to its outstanding leveling proper- 
ties, Cibalan Yellow FGL exhibits 
very good light, wash, fulling, 
crocking and perspiration fastness.” 


= The plastics development, while 
newer than the century-old dye- 
stuffs line, actually dates back to 
Cibanoid, a molded plastic which 
Ciba developed in the ’30s. A sec- 
ond group, the Cibanites, used for 
insulation, came along later. 

In 1949 the company perfected 
and began to market Araldite, one 
of the great new plastics. It is an 
“epoxy” resin, technically de- 
scribed as “a condensation product 
based on epichlorohydrin.” 

It was this group of products 
which offered to several industries 
—automotive, aircraft, electrical— 
the answer to long-persisting prob- 


FASTER, FASTER!—Snapshots of action 

sports dress up this two-color ad 

for Cibalan yellow FGL dye. The 
broad horizontal bar is yellow. 


lems in bonding, casting and coat- 
ing. Tne advertising took full ad- 
vantage of this favorable situation. 

Ciba’s ad copy deals in case his- 
tory style with a wide variety of 
the line’s applications. Sequence 
pictures are frequently used. 
Usually b&w, the ads are run in 
pages and half pages, always car- 
rying a coupon request for liter- 
ature. With the record of 2,600 in- 
quiries from one ad to shoot at, re- 
sponse still is good in numbers as 
well as in quality. 


8 Sales follow-up is through Ciba 
representatives, working out of the 
company’s eight sales and ware- 
house points. 

A typical piece of general copy 
will show the way the story is han- 
dled. Under the heading, “Impor- 
tant notice—Every drum and bag 
of Ciba epoxy resins carries this 
exclusive double check” (indi- 
cating drum number and_ batch 
number, for quality control) the 
following copy ran: 

“To all users of this basic and 
widely used class of resins, the de- 
velopment of which was pioneered 
by Ciba researchers, rigid manu- 
facturing and applicational control 
ef Araldite epoxy resins at the 
source of their production means 
utmost assurance of quality and 
uniformity. For further informa- 
tion on how Ciba epoxies may lead 
to improvement and new product 
development for you, Write Ciba 
Co., plastics division, 627 Green- 
wich St., New York 14, N.Y.” 


® Sales resulting from follow-up 
of the advertising necessarily are 
based on technical service, a com- 
pany executive emphasizes. Ciba 
works closely with the customer or 
potential customer on his partic- 
ular problem. 

A $22,000,000 dyestuffs plant at 


Toms River, N.J., completed in} 


1953, gives a notion of the antici- 
pated demand for the products. 
Ciba’s plastic plant is located at 
Kimberton, Pa. 

The dyestuffs division uses eight 
papers—American Dyestuff Re- 
porter, America’s Textile Reporter, 
Knitter, Modern Textiles Maga- 
zine, Textile Age, Textile Bulletin, 
Textile Industries and Textile 
World. 


The fifteen papers used by the 
plastics division are: American 
| Aviation, Design News, Electrical 
| Engineering, Electronics, Industrial 


Design, Materials & Methods, Mod- 
ern Plastics, Proceedings of the 
1.R.E., Product Design & Develop- 
ment, Product Engineering, Plas- 
tics World, Scientific American, 
Tool Engineer and Plastics Tech- 
nology. 


& Engineering Chemistry, Machine | 


SURE STRIKE! 


Manufacturers of fishing tackle and related lines 
can’t miss getting bigger strikes from advertising 


in 
u 


.047 selected top tackle dealers and jobbers. 


—the top specialized book covering 


FISHING TACKLE TRADE NEWS 


93 


**One more bellow and we fight!’’ 


@ High costs got you seeing red? If printing is an 
item, toss these facts around for a moment. Paper 
costs are over 25 per cent of the average printing 
job. And Consolidated Enamel Printing Papers cost 
less than other enamel papers of equal quality! 
You save because a modern papermaking method 
pioneered by Consolidated eliminates several costly 
manufacturing steps while maintaining finest quality. 
MAKE YOUR OWN TEsT RUN! Whether it’s a com- 
pany publication, brochures or any other quality 


printed material, Consolidated Enamels can save you 
money, without sacrificing quality. And only your 
Consolidated Paper Merchant can offer these savings. 
Call him now for complete facts and free trial sheets 
to make your own test run, or write us direct. 


ENAMEL PRINTING PAPERS 
production gloss * modern gioss « flash gloss 
productolith e consolith gloss « consolith opaque 
Consolidated Water Power & Paper Co, © Sales Offices: 135 S. LaSalle Street © Chicago 3, Illinois 


s 
- 
Eg 


Sees Cee ae algae Wetec i hh oeeailoaae i mies ee ee Pf eee a </ —— 
Siionae bac 7 ees et a % | : ad fa 4 ae oda oa os +: ee a a aoe ee ‘eine pias bee 2s Re 3 to eee pele Ba Spe x yr es ; 
>: . ie i a ae a aes. ete ene ea, ae ae eee eR Soi ng Se ea | ee aoe : : 
rs = Ee : TOM Sy 5 * r a ‘ zie, ies = . ' ° SSS Se ogg RS fei? 
: : ; F hdiege 
ee = : 
po Ss 
; es é 
Gj % 
genase 2 4 ; 
pe ae. HW; 
y Sa => 
; so | 
| Po 5: 
. 
} \ ae 
22 eee : 
q - 
| e 
: 
* 
| 4 
? 7 : ; Be a c “ne A " ee, gy P ‘ : t 4 a ; te ; oe 
ae a ees 2 eS ee = : BP oe — oh hee Be oe & ; 4 : 3 ie m a 
= a aa a : at eee ee yh j 3 eee . 
“es Nive Ss “a PSE stl Pk PH Ss rane o>" 2 Ole sis Se a ee 5 > . 
' Be ere a Mice eer Pat eg * on Bs ' é i 
‘ sa Eve. eres act, aoe igh a oe ey a : ees ; 2 = e 4 F ee o Fy 
« | se Ram AO I a EM Bd He x ees oa ee ee ce ' ® pe. F 2 ‘ at ii, ss 
ee Re ee je ea | tae &£ & age 
Piao) feed ce Vege gy eee Sen : ee ees rae at fi ies 4 : 
; ght eae, me - eee. " Bey rae a ee eo fioniae ote ih j € 4 Bs +a ~ 
ee de ae ee Patna 5 ae 5 ’ ee : 
a Re ces ae ein oes: : 2) SS Me Meee tas 3 i 4 i ; 
an “4 gers cs ae - ve ; ; ag SR i ss : 4 ; te : 
at > “SRS pt) >, Sims tee aan se iinet ? at ¥ : ‘ mainte RE oo Sor J ; : ay 
y e. Be ee 3 Uatighe: 2 gages ae ss ott” al “ . a and 
4 i ~ it ye eee ae a Sew a a 
a Bes os en ome : 0 tse, Spe aiee  o. : Ke ‘ Se 
is - ee ive Bo Se ees.) rn ; a 4 
i mre as = rr a See s ee £ 
ame ee st cg Bie es eee eS. ier oe i ie “ - ae ab 
Se eS aa Pes a Ss Se we vitmaecti, (2 ; +e ~ 
. es Se ee eee heme Pa eee Bh hse sh ‘ Be 4s eee : : . : 
: f Pe ae 2) 4 Case Gea ay “f ea: tet cy ‘as ] iS ; Bo i 
Re bs cna oe iar tc; _ SS : te Paolo ‘. i acer , 4 a | A 
2 | re | Ba Bo ce aac ae 2 eae ey: eos Cee ‘ 
U i ¥ Pah ae ee ate | I | ‘ aes! ae es te i rj oe ey 
{ : ee a Rope |e ageeiee s f ‘ee > . ae 
1 _ ee aE : i —_— vane i Be : 
ae a ees! Re eS fees " aap + “ ‘ oe ee ; (sa P 
tae | : ae ae a oe Ba 8 ; : % 
; oS om ia aa eee ee i ae oe ’ Bae ; ae ae “% 
5 , a a Te a ae oe a ae .. : a ae ‘resis : ) 4 g ey 
pasten be: eto Sar ood aeons hae ea * : ae. es ile 
} tH Bs cascade See wc, aes Meee eit e ei ‘_ Pe “< Ce 
; . / — ae OS ER ne i ee es ; i * ; ey = 
| ™—. S oie i, ge = ag eer ne Be iar: eens eS 5 ee ; 
Cibalans z GE ee es ae —_ ce a | 
{ 3 ee ee igh | mes > Le ee : ; 3 4 Bee Se 
a re es a 10 aaa Bis us : Fees es ¢ 
' ° SS iS Oa eat. ~oaaee % | is ' , a es ge oe ee : 
ne, 2 eS ee 2 ee es Be ae 2 ee ~ 
‘ r cere” CIBALAN r eee ot 5 Mes oa E ae nee iy Wes } <2 y- Ps 3 2 * 
GL : oe an >, ee Bere oo ea . “. &® | Stoeger ‘ eo i 
: ~ : $e phase a PeLe ee. fe. Oi eee ~ - er: 
: i | RR EL oR aeN ee cos aes e 45 23 Xt 4 4 ; , 
Pe ear ee Ea et ee = Sage Se We Sy ae i 
é “t Be Fae oe pr ee MOSS 20d) oan |) oe tc ‘ee (ae oes . Ba A <a ~ * 5 
4 a se ies ae eee CC ye “ ies om ae P 
, F ‘ ; ae + eects: | Oe 16.7 0 <i Sree i 
tt 3 — — ae £2 ae J eh Went sw). foo ee Le 
= ‘.. ae i, Salama va A er iis % wh J t% De Ney rr tlh ae 
: L - i Naame) as Fie. ee ax. A BY as i gh he 
‘ Pek a eee a ee eee” t i fia > Aw , a d SS 4 . ed ot 
; r 4 "ASL: = eee eos ae : ~ ere At ee q i, Po? ae . 
= eee ES ae . i ae ae + Oo SA mee ¢ ee we a ae 
- See a ae “ we Se } ¥ s ~ “, < ~o : “ies s Be aA - Aa Ste ay 
: =p " em agi Shel os an E ht eee = 
: ye Bsc. ee Fal , We Ey yt eee 2 . Dd & and ~ | ae me, - co eo 
ne ee eae > -xee SSRN § et & 0 VUE ) 
é; oe ae er a 16 ee ee ‘ eae ee oY, 
i rr et a 2 ee a ’ : 7" .. A d * onl . : Se by : 
: i Fa : .~ St ae ¥ ’ 7 mf «Se ee ae ea 
Oe ibs t ? a io a (eee oe i? ws ws he Fie oy ce 5 
, S iy an | ” te ge SE - es LEY Gee ff ee Pie. \ ae Z ‘ 
j ee ee 4 “ ‘Se oe OF gt ' : eit ~~ . a ae ie ‘sae _ ee 5 
: a Se 4 —.,° ; om A > : me Se he 
‘ we eS ew ii iS 4 ‘kos AY Me CM SL Peer nee 
ee 2 oe a ae ; 3 bos “ : 3 a. a et Sage as) a . 
4 eee 4 Sa. Ze “Vee > =o eee 
ree aes Weer ve ee se ep. Ww 7B TA we Var oa (ae q 
t eee: * Berne ts YO) 2 ii_ Ct Li ee : 
F eee ce: eae pe a Be ails Ps cee ne % a * 
AR eT see ea Beet a Oe ee ee a oe a oe i S ; 
: Be a ee ee a. ee ae. Oe ee cu 3 Phe A d 
Ug haa eee Coa PORE 5 wor ee pate PD : on Cha dd ay ee Rae! 5 : 
* < oe! 2 Witenes ees SOEs ¥e* ba Be Re A 1 ae cy a ed : ae <4 ® | 
y mer a ae a: Bo a a ae: be Sg ae 
| a fie cern eh: ‘ oe? Ma ee oa ae Ate ee 2) Bee + Pi set ¢ 
eS Bes ee oe ee ee a Re eee ime : 
| eT ma ao ets i Fae CF me eae tae Gs he aie ‘ He mig . od RRR 
co aes a. SS eee | a 
et ee a . eee 4 Ee) it oe, a j CSA ae Wi Tags 
ER eg 4 eae ae “ee : ae : 2 a A, fot. eee Sae o = 
Mayans Soares : a 4 Rese BS i ae. By i ‘hee - 
| eee | gun ty 5 ee ea on ee ao ee. if om ig 3 ce Ts 
” pes ieee: iM Sie te | eae es S Aamir 9st : a a Bae mS pt lee a me < 
tas ree a ool Bee aS aa Nba: ie QR MCe. > Ss : 
8 a ; As: Geese a. a ee t a go Se FE cd K - aka 
“eee eas i : ‘2 ; ee Koes i = 3 a (aes a e eT 5c “peg eos j es at 
’ emia: & oe aS: ‘eget ve ‘omnes <. ee caer ik a) ee i SP ere L & * % ee 
ee a agli ie ier oi ‘3 a th Zi ee ge : Sete te Ss ; 
a Aes et Rt a ae . ae Bae —f » ee 
¥ rege OS v LS. Loi ft te, 3 a oe Ps Boal fu — < at efi ¢ 
ies he Soe ee. oa ata Ce ee ae op pela — 9 a — a re ype ™~ ae j f 
is ee ae re ee ac te SS ee a Se gee ae : 3 Ai) Steet ae } 
eae Bao ee eg wk wes = Vo bial: sucindaaee 4 ne , GAR 
2 Se ore ‘ Zoe : =), Sy Sng ae ai “2 . Ae N 
oe ar ea oe tain. - ‘ vo i i ee eae : at ae " ‘ 
j oe. ie ef i > eat ' “Die a =z o> eee 
‘Ste oe Baad ‘ rag Mena So AL ne SP et, ee ee , vs Pies 4 “ 
P ibe ee? eS eee if to vA _ ine sd j rae Aaa ¥ as “hs, eee 
; Pe iy ee ee aa ete Ss ne oo ore eis: ik eal 
=o oy 2 ae - Fe ol ae 5 ‘3 eee "9 . ie fi et ate Pes +% 2 way - 
; ; ee oe —_ 

» . ‘ 
| ee 
¢ 

ee 
| 
| 
at. 
; Conscbdaled 7 
q 
| ee : 
; : 
| 
i * 
\ J 
| ~~ 
N 
{ ‘ 
| ! 
' | ‘J 
j 
. Fa “te soy 
4 . a OH j rane ey ’ seh a 
ih or er ee <iftis “e ey AOR ae a ee ees 3 ae cr elie CMS at ite, 5 entea ae 5. ae Ro || a rae 
; eer cite or ee a Pn ie eae ee es ee eee aes. yo ae feat ric ee eee si§ 
 __ Pei, a: ey Fs ‘a is ee Ra eee Seer gee Ts 4s +: Ce ean we . 3 5 Suit ae 


BS a a nr Cl lUlUltlt( ll Gh 54 ae Sob 


a9. ey pe oe 
FA ca ; 


Advertising Age, May 21, 1956 


Advertising Pages and Linage in Farm Publications 


March and Year-to-Date Figures for U. S. and Canadian Publications Reporting to Advertising Age 


Commercial Dis- Commercial Dis- 
play Excluding play Excluding 
Pests, Classified Poultry, Classified 
and Livestock 
—Total Advertising, in Pages——, ———Total Advertising, in in Lines —Total Advertisim in Pages——,———Total Advertising, in Lines———_, in Lines 
April April Jan.-April Jan.-April April April Jan.-April Jan.-April April April Aprit April Jan.-April Jan.-April April April Jan.-Aprit Jan.-A 
= - * .-April April April 
1956 1955 1956 1955 1956 1955 1956 1955 1956 1955 1956 1955 1956 1955 1956 1956 1956 1955 
Farm Magazines — = Ee Eat = = = = 48,271 46,042 187,187 169,284 42,651 38,744 
na Farmer's fs . ; 2 23,928 26,328 92,361 98,905 19,179 19,759 
Casper Parmer candi’ 88.4 64.6 309.3 250.4 37,936 27,698 132,690 107,410 36,735 26,312 Kansas Farmer Sd daake as $7.2 20.9 213.5 52,136 43,503 182,348 162,274 48,849 39,156 
Journal igan Farmer ........ t 3 272.4 269.0 54,709 54,730 209,185 206,572 48,927 46,740 
Seue bhiiet stugit 3 ors ars aon? 61,458 49,884 200,449 173,634 59,713 48,509 | Missouri Ruralist ........ 66.2 67.7 241.0 242.6 50,317 51,443 183,133 184,363 47,146 45,366 
ae $44 += iat. as aes oe 60,813 49,884 205,163 173,634 59,068 48,509 | Montana Farmer-Stockman . 80.9 83.6 280.0 293.4 61,156 63,196 211,643 221,795 55,836 57,008 
ners M36 1204 O76 4166 yf 49,884 193,587 173,634 55,352 48,509 | Nebraska Farmer ........ 113.3 109.4 432.6 399.2 85,671 82,743 327,066 301,778 78,694 74,575 
‘ Oa ~ . . 52,522 213,463 178,702 59,856 51,147 | New England Homestead 47.1 51.7 165.8 175.4 32,934 36,237 116,077 122,749 26,288 27,538 
ane. nym. _m 178 473.6 407.7 60,242 50,544 203,166 174,901 58,497 49,169 | ohio Farmer ..... 260... 92.7 86.0 3329 320.2 71,155 66,033 255,634 245,935 64,181 60,074 
een we ie. Gn @S ws wee mee om Re ae ae ae Peanytenia Farmer Sonal 65.0 62.0 274.5 279.9 49,909 47,625 210,805 214,928 44,473 41,183 
Statieetoe atte » = Hy 3 ae =~ 23,290 76,088 86,028 16,793 20,756 #Iilinois Edition ...... 124.6 1159 467.9 431.4 90,712 84,366 340,598 314,044 79,785 74,804 
oo “°° . . , 22,055 73,143 80,776 16,234 19,807 mony Cattien wntan aaa 114.9 449.7 432.5 87,710 83,636 327,404 314,876 76,783 74,074 
Soegvertion Prreter: verage 2 Editions ..... 115.4 458.8 432.0 89,211 84,001 334,001 314,460 78,284 74,439 
aaa, bane. ake RD GD ee eee SR ER AS ONE 8 | tne Geeluter ........ 443 40.0 1678 1609 38746 31.394 131947 126103 30.672 27°303 
exyTou. Va... 198 2064 GSS S002 G1258 =i. ota 289,927 84,398 76,170 | Wallaces’ Farmer ........ 131.0 121.3 490.5 476.5 102,709 95,131 384,566 373,567 96,111 86,930 
Samadactt, Gates, 223 2S OOS SLO SREDR Same mead sebeey 78,172 69,624 | Western Farm Life ....... 38.8 40.1 148.3 1459 30,378 31,421 116,245 114,398 26,104 27,832 
ae : : : ‘ ’ "653 259,097 79,208 66,818 | sHerdsmen Edition ...... 80 41 909 1316 6,254 11,023 71,274 103,141 1,925 4,176 
ete Sitice ested 128.7 1084 ass 396.5 85,444 73,741 283,502 269,499 81,692 70,261 | Wisconsin Agriculturist . , ° 
verage i ee. , . 6 84,730 74,025 288,739 271,707 81,355 71,042 
Swceesal Forming ....::._ 129.6 122.0 4387 4019 58.296 54.587 197.414 poiR6s S7.449 83.876) Tyo TAS LSer9 TSONG SHEA CEES TOMES CISTI COLESIo SORITL SEIT 
Total Group .......... 526.9 464.7 1,816.7 1,647.9 259,967 ~229,209 “895,152 "815,662 250,264 220,204 s totale OT edit pe cages eagrainene: t:- oer ’ 
Combined with Better Farming (formerly Country Genti ) in § ber 1955. Not inc in Not included in totals. §This edition also carries all linage appearing in Western Farm Life. 
Monthlies Farm Linage Trend Figures in thousands 
Aoriedtred Lenders Digest 4 ws a me 8.064 8390 30,421 34,696 8,064 8,390 
erican Fruit Grower .. : 4 17,628 16,301 67,022 64,988 17,223 16,237 ee 
#Eastern Edition ...... 369 39.8 176.6 180.6 15,852 17,076 75,775 77,483 12,467 12,780 1956 1956 
Z#Midwest Edition 33.5 32.6 158.0 150.0 14,374 13,997 67,779 64,367 12,298 11,346 
H#Pacific Edition ...... 309 318 1515 1469 13273 13671 65.010 63.005 10182 9901|| AP&| 260 _— APR.) 657 
#Southern Edition .... 365 33.6 1668 1558 16518 14,404 71536 66,837 13,754 11,635 
Average 4 Editions .... 35.0 345 163.2 1583 15,004 14,787 70,025 67,923 12.175 1416 | |MAR 264 | MAR.| 679 
American Vegetable Grower 27.2 24.1 108.9 788 11,761 10,389 47,036 34,054 11,692 10,303 
Arkansas Farmer ........ 32.4 258 1104 93.5 24,461 19,499 83,460 70,669 23,494 18,661 1955 1955 
Better Farming Methods .. 48.3 41.0 167.9 153.5 20,703 17,537 72,042 65,855 20,703 17,537 | | Ape | 220 ae 6 oe 
Breeder's Gazette ........ 23.2 269 89.5 888 10,423 12,110 40,281 39,980 8619 10,238 ’ ; 
Breeder Stockman ........ $1.7 93.1 3161 333.5 34,342 39,130 132,750 140.052 1,624 756 | Ve Pe Ree see 
Broiler Growing ...... - 43.9 35.3 175.2 162.2 18,837 15,155 75,146 69,602 14,105 12,047 
Caltorete Cltregragh Seohs Zl 25 934 978 14196 14420 62,728 65716 308 140| | SEAUMONTHLIES BI-WEEKLIES WEEKLIES CANADIAN 
are 144.0 155 545 52.5 10,472 11,737 41,188 39,682 10,010 11,067 
Cattleman, The .........- 79.8 911 387.7 466.3 33,516 38,242 162,827 195,851 16,100 17,238 
Coastal Cattieman ........ 12.2 130 743 77.1 5,133 5,464 31,187 32,380 2,961 2,289 
Cooperative Digest ...... . 67 44 328 15.9 2828 1856 13,768 6,693 2,772 1,839 
County Agent & Vo-Ag 
GUNES van Vasscensus 408 338 1388 1318 17,501 14509 59,535 56,531 17,501 14,509 
Electricity on the Farm .. 132 141 410 449 4660 5,028 14,632 16,026 4,660 5,028 
Farm Management ........ 25.3 264 104.6 1045 10,846 11,311 44,865 44,848 10,846 11,311 
Farmer-Stockman: 
#Oklahoma Edition .... 59.8 S81 219.0 2044 25,648 24,942 93,961 87,674 22,830 21,990 
j#Texas Edition ...... 58.1 55.7 2125 195.4 24,941 23,907 91,144 805 22,123 20,955 
Average 2 Editions .... ae 4 ms me —— as 92,553 85,740 22,477 21,473 | Bi-Weeklies 
Florida Cattieman ........ Y 7 0 23, 125,052 119,299 14,900 13,524 ; 
es ap nonagy Ht 19 $18 1387 1943 21,70 21195 94317 91211 20862 20623 ~~ catede tg 83.9 811 349.2 317.0 63,442 61,372 263,985 239,730 62,218 59,356 
2tGeorgia Farmer ....... \ —— — . 6574 —— 15,015 sa 
Z#Northern Edition 71.6 70.9 261.4 2429 54,105 53,485 197,644 183,624 52,084 50,424 
Kentucky Farmer ....... 33.3 29.3 ims 136.3 26,125 23,018 95,303 (98,988 1484 (1454 | Telthen Edition... 675 707 2543 2388 51049 53457 192273 180513 49114 —_ 
Michigan Farm News .. 29 «(2.7 7 4 6558 6,373 20,126 26,367 6,426 6,251 hestte 3 Gillie 696 708 2579 240.9 52577 53471 194959 182069 50599 50.202 
Mississippi Farmer ......- 239 191 840 768 18,066 14457 63,522 58,027 17,520 14,204 Dairymen’s League News 163 120 659 528 11.837 8714 47 947 38. , . 
Missouri Farmer ........+ 144 161 624 618 9,967 11,113 43,009 42677 9,322 10,213 ee ee ee ee, ee Se ES ae oe 
National 4-H News ....... 25.6 25.2 885 85.7 10,771 10,596 37,160 35,998 10,771 10,596 | Total Group .......-.. 169.8 163.9 637.0 610.7 127,856 123,557 506,891 460,268 123,916 117,734 
National Live Stock Producer 16.0 15.0 76.7 649 11,611 10,899 : 47,212 10,759 10,600 | tTwo issues in April 1956; three issues in April 1955. Not included in totals. 
Nation’s Agriculture ...... 97 9.0 381 382 4318 4,062 17,146 17,190 4,318 4,062 
New Jersey Farm & Garden 66.8 59.6 235.5 2219 30,061 26,808 99,846 26,262 23,826 | Weeklies 
Ohio Farm Bureau News .. 15.0 130 432 471 6,752 5,812 19,446 21,192 6412 5,402 | tlowa Farm Bureau 
Poultry Tribune: Weekly Star Farmer ......... 415 44.1 1958 193.1 42,122 44,761 198,773 195,951 38,580 39,217 
#Eastern Edition ...... 49.9 426 220.5 2034 21,425 18,259 94,608 87,263 17,021 14,251 | #Kansas Edition ...... 24.4 261 85.7 89.2 60,191 64,178 211,180 219,741 42,877 45,055 
#Central Edition ...... 446 349 192.0 1742 19,135 14,973 82,361 74,724 16,458 12,338 | Missouri Edition ..... 24.2 256 85.6 89.1 59,606 63,118 210,848 219,622 41,340 44,041 
H#Southern Edition .... 499 40.5 213.0 199.7 21,409 17,393 91,362 688 17,279 14,048 | #0kla-Ark. Edition ... 22.0 23.6 80.2 83.4 54,216 58,146 197,627 205,551 38,636 41.017 
H#Pacific Edition ...... mr as mer 206.9 ey 19.508 sonst =e 038 14,439 | Average 3 Editions .... 23.5 25.1 83.8 87.2 58,004 61,814 206,552 214,971 40,951 43,371 
Average 4 Editions 1 196.1 : , ; . 13,769 | etal Group .......... 65.0 69.2 279.6 280.3 575 405.325 410,922 79.531 82.588 
nin ae oo Gb Sak SOD Sis Ben Ise INN SET 590) eet amine ee 
Planter ........ 33.7 365 1626 1711 566 25,557 113,847 119,766 22,268 24,703 . 
Tennessee Farmer & Dailies 
Homemaker .......-.+- 21.4 140 818 633 16,779 10,946 64,130 49,607 16,043 10,354 
Turkey World ........6+: 40.9 47.5 232.7 239.4 17,558 20,361 99,825 102,704 11975 13,747 | Chicago Daily Drovers Journal 31.3 37.6 139.3 159.6 66,692 79,914 296,513 339,677 32,969 40,874 
ern Dairy Journal... 488 443 170.1 156.2 20,944 19,012 72,954 67,029 14,252 12,381 | Kansas City Daily Drovers 
Western Livestock Journal. 96.4 85.9 4545 4213 41,356 36,876 194,971 180,754 16,718 14,175 | Telegram ............- 29.4 33.4 140.2 163.6 62,611 71,155 298,394 348,032 37,704 40,329 
{Wyoming Stockman-Farmer 42.8 33.7 149.1 121.1 32,382 30,156 112,714 108,514 26,855 23,809 | Omaha Daily Journal 
Total Grewp ........-. 1,320.3 1,258.7 5,475.2 5,330. 657,563 625.939 £700,963 2,635,708 462,983 427,532 PA tosis Dally’ Siecheah oe 34.0 368 1596 162.0 72,268 78,264 339,712 344,803 46,451 45,191 
{Started publication in January 1956. {Changed from 896-line page to 756-line page in July 1955. ZNot included in total Os \ papell 20.4 246 10S 11S 43,452 52,324 219,322 237,322 29,488 36577 
atinskbad 4° 542.2 mess aren oases ee ae 
Newspaper Monthly Farm Sections Total Group 115.1 ~ 132. 596.7 245,023 281,657 1,153,941 1,269,834 146,612 162,971 
lowa Farm & Home ...... 2S 28.7 96.0 994 29,509 29,260 97,918 101,431 28,931 27,851 | Canadian 
Res cise BE add SEBS BES ORE GME RES USE aE: | wean oe armen me een mee ase moe eae inze iim ore su 
yy Guide .......0.- 164.6 ’ y 1 ,390 36,257 37,674 
Total Group .....+..++ a S08 Bee 6S 55735 $2,077 506 “201,675 “54,359 “48,078 | Family Herald & Weekly Star 98.0 1022 366.6 390.8 98,021 096 366,624 390,814 
larger page size (1050 lines) in April 1955. Farmer's Advocate & c ses a 
Canadian Countryman... 59.3 59.3 209.3 2021 41,477 41,493 146,501 141,493 34,325 34,969 
Semi-Monthlies Farmer's Magazine ..... a3 73 1 u20 16,405 15,967 54,089 48, 16,335 15,932 
American Agriculturist .... 43.2 41.9 161.0 147.9 31,483 30,490 117,170 107,675 28,070 27,093 | tFree Press Prairie Farmer 112. ’ 4 117,908 123,363 430,882 456,132 71,705 78,058 
Colorado Rancher & Farmer 46.6 425 177.7 1618 35,263 32,134 134,370 122,323 33,394 29,878 | Western Producer ........ TLS _@B1 216.0 206.4 76,285 _ 72,891 231,067 222,950 47,958 43,384 
Dakota Farmer .......... 79.3 799 275.2 282.2 62,146 62,660 215,735 221,271 61,389 60,046 | Total Group .......... 501.0 ~ 501.5 1,738.5 1,717.6 436,402 “439,843 1,519,469 1,527,937 325,630 329,290 
BE. GRD: dnc ecesess 110.7 120.2 427.5 412.0 86,782 86,396 335,179 322,973 80,042 79,002 | tLarger page size (1060 lines) in April 1955. 


Heinz Will Launch Dinnerware | 1957. Maxon Inc., Detroit, is hand- 
Premium Offer June 18 ling the campaign. 

H. J. Heinz Co. will launch ad- _ P 
vertising on a new premium offer | Fi our Join ‘Chain Store Age 
June 18 with a full-color spread 
in Life and on Heinz’ weekly dra-|to its advertising sales staff. They 
matic series, “Studio 57,” from|are Robert Jensen, formerly dis- 
June 10 through July 22. The/|trict manager of the syndicate 
company will redeem labels from|store division of Mystik Tape 
all sizes and kinds of spaghetti,|Products, in the Los Angeles of- 
macaroni and beans varieties for | fice; John R. Blood, formerly on 
about one half the price of Deluxe | 
Melmac dinnerware. jing & Mfg. Co., on the Variety 
Business paper advertising al- Store editions; Joseph H. LaJoie, 
ready has broken, and a variety | formerly with Colgate-Palmolive 
of point of sale promotion has|Co., on the Chicago staff, and Wil- 
been sent to dealers. The promo-/|liam Lloyd, formerly with Plasto- 
tion will continue through May 1,| matic Corp., also in Chicago. 


Chain Store Age has added four 


| 


Canadian Publishers Elects 
John Bassett Jr., chairman and 
publisher of the Toronto Tele- 
gram, has been elected president 
of the Canadian Daily Newspaper 
Publishers Assn. J. C. Preston, 
publisher of the Brantford Expos- 
itor, was elecied 1st vp; Arthur L. 
Davies, publisher and _ general 
manager of the Kingston Whig- 
Standard, 2nd vp, and E. B. Rich- 


the sales staff of Minnesota Min-| ards, Toronto Globe & Mail, treas- 


urer. I. H. MacDonald is general 
manager. 


Cherry Heering Hikes Budge: 
Peter F. Heering, president of 


the Danish company which makes 


| 


Cherry Heering liqueur, has an- 
nounced that advertising expendi- 


tures in the U.S. will be stepped up 


15% during 1956-57. Mr. Heering, 
on a visit to the U.S., reported that 
Cherry Heering sales increased 
12% here last year. Schenley Im- 
port Co. markets the liqueur 
through Kleppner Co., New York. 


Ted Bernstein Adds Two 

Ted Bernstein Associates, New 
York, has acquired two new ac- 
counts. They are Harvey Mills 
Inc., fabric house, and Durkopp 
Sewing Machine Corp., importer 
of the German-made Durkopp 
sewing machines. 


Hazel Bishop Backs Radio 

Hazel Bishop Inc., New York, 
has bought a heavy schedule on 
NBC Radio’s “Monitor.” The cos- 
metics company will present four 
five-minute news shows each Sat- 
urday and five each Sunday on 
“Monitor.” Raymond Spector Co. 
is the agency. 


Weed & Co. Names Two 
William R. Codus, formerly with 
the University of Chicago’s indus- 
trial relations center, and Joseph 
P. Aley, previously with KGLO, 
Mason City, Ia., have joined the 
New York sales staff of Weed & 
Co., radio station representative. 
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“SUGGEST THAT YOU PROCEED Wire a Vmuac> | 


“= HOUSE of LORDS 
* dhe Wibolele fiirga, VAN GIN 


A Ae Oe cee em 


BEWIGGED & BEWILDERED—This Smirnoff ad in the May issue of Es- 

quire left executives of importer W. A. Taylor & Co. and its agen- 

cy, Charles W. Hoyt Co., “breathless.” Reason: An about-to-break 

campaign for Booth’s gin with similar British-barrister-type illus- 

trations. Outcome: Smirnoff’s ad proved to be just a one-time shot, 
not in conflict with Taylor’s 12-month plans. 


Eight Articles Win 
Benjamin Franklin 
Magazine Awards 


New York, May 15—Eight 
awards were given here this eve- 
ning in the third annual Benja- 
min Franklin Magazine Awards 
competition sponsored by the Uni- 
versity of Illinois, with the Gold 
Medal and scroll for outstanding 
public service during the year go- 
ing to Woman’s Home Companion. 
The award to Companion was for 
a series of articles on children’s 
problems and child delinquency. 

Sports Illustrated won the hon- 
ors for the most distinguished 
magazine writing “involving orig- 
inal reporting in which serious 
obstacles had to be overcome” for 
a series of articles and related 
editorials on “Boxing’s Dirty 
Business.” 

Theodore H. White’s article in 
Collier’s, “Germany—Friend or 
Foe?” was judged “the best inter- 
pretation of the foreign scene.” 


® The award for the best article 
“depicting life, culture or institu- 
tions in the U.S.” went to Robert 
Bendiner for his “The ‘Engineer- 
ing of Consent’—A Case Study,” 
in The Reporter. 


John Bartlow Martin received 
the award for the best work “de- 
picting a person, living or dead,” 
a series of four articles entitled 


“Murder on His _ Conscience” 
which appeared in The Saturday 
Evening Post. 


For “The Truth About the Salk 
Polio Vaccine,” which appeared in 
Look, Roland H. Berg won the 
award for the “best article on 
science or health.” 

The best short story entered was 
judged to have been John D. Mac- 
Donald’s “The Bear Trap” in Cos- 
mopolitan. 

Life’s editors and staff got the 
award for the “most outstanding 
meritorious presentation in any 
category not specifically covered 
by the other awards” for the series 
on “The World’s Great Religions.” 


® Six special citations were given 
also. 
The Saturday Review received 
one in the public service class be- 
cause of its work in flying to this 
country for plastic surgery some 
Japanese girls who had been bomb 
victims, and for the three related 
articles about this project. A ci- 
tation in the original reporting 
class went to Joseph Alsop for his 
“A Man in a Mirror” which ap- 
peared in The New Yorker. N. J. 
Berrill received one for his arti- 


you have ever 
visited our plant, 


or seen our color movie, 


“THE PICTURE'S THE THING,” 


you know how much 
hand craftsmanship 


goes into making 


fine photoengravings 


for America’s 


most distinguished 


advertisements. 


COLLINS, MILLER & HUTCHINGS, INC. 


333 WEST LAKE STREET, AT WACKER DRIVE 
CHICAGO 6, ILLINOIS 


letterpress « gravure 


Perk 
® 


AMERICA'S FINEST PHOTOENGRAVING PLANT 


=\Chevigny Man” in Kenyon Re- 


cle, “The Menace of Radiation,” in , 
The Atlantic, and Milton Mayer 
was cited for “The Case of Roger 
Touhy” in The Reporter. 

The other two special citations 
were for short stories: One to 
Elizabeth Bacon Rodewald for 
“The Story of a Winter Night” in 
Ladies’ Home Journal and the 
other to Robie Macauley for “The 


view. 


Spot Radio Report Gains 
Executives Radio-TV Service, 
Larchmont, N. Y., has added eight 
more agencies to the list which 
furnishes data for the company’s 
monthly spot radio report. Seventy 
agencies throughout the U.S. now 
provide material for the report. 


Hughes Joins ABC-TV 

Ridgway C. Hughes, formerly 
promotion manager for NBC-TV 
and for Look, has been named as- 
sistant manager of sales develop- 
ment of ABC Television, New 
York. 


95 


S PLAS H—Gen- 
eral Electric’s 
water heater dis- 
play was a prize 
winner in the an- 
nual competition 
of the Lith- 
ographer’s Na- 
tional Assn. The 
continuous per- 
formance of the 
diving boys re- 
sults from a re- 
volving disk. 
Consolidat- 
ed Lithographing 
Corp. created the 
display. 


AUTOMATIC ELECTRIC 


WATER HEATER 


ABC Radio Adds Sponsors originates in Chicago. At the same 

Bristol-Myers Co. (Young &/|time Union Pharmaceutical Co. 
Rubicam) and General Foods| (Grey Advertising Agency) con- 
(Y&R) have signed as participat-| tracted to carry three weekly seg- 
ing sponsors of the “Breakfast|ments of “Whispering Streets” on 
Club” on ABC Radio. The show! ABC. 


. . . and more than 2 million 


people live in 


area covered by KTNT-TV 
. . . and what's more — 


nly KTNT-TV has all five 


Of all the television stations in the 
rich Puget Sound area of Washington 
State, ONLY KTNT-TV covers all five 
of the following major cities in its 


“A” contour: 


®@ Seattle 
@ Bremerton 


CBS Tek 


Tacoma, and the Puget Sou 
> 


» 


316,000 WATTS 
4 ight, 1000 ft. above sea level — 


the ENTIRE 


A’ contour area contains OVER HALF of the 
population of Washington Stote and accounts 
for OVER HALF the retail soles of the state. 


~ 


d Area CHANNEL ELEVEN 


Represented nationally by 
_ WEED TELEVISION © 
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‘A Degree of Flattery’... 


Book-of-Month Ads Stress Benefits 
to Readers, Sell 142,000,000 Books 


‘N. Y. Times’ Booklet Haas, a partner of Random House. 
mn Mr. Scherman had been opy- 
Tells Role of Admen in . . & ies 


writer with Ruthrauff & Ryan. 
Building Book Business Later he and Mr. Sackheim joined 
New York, May 15—Back in 


forces and formed Sackheim & 
1926, two ad agency men and a 


Scherman. These two, with Mr. 
Haas, had put out “The Little 
book man together launched a/|Leather Library,” an operation 
book club that, in the 30 years|that distributed about 40,000,000 
since, has distributed more than/S™all classics by mail. The “leath- 
142,000,000 volumes. That figure|¢? library” market seemed just 
easily exceeds the total of books |@bout saturated when Mr. Scher- 
in all U. S. public and university|man dreamed up Book-of-the- 
libraries and the Library of Con- | Month as a successor. 
gress as well. These and other facts about the 
The club, of course, is the Book- | growth of B-o-M appear in a bro- 
of-the-Month, founded by Harry |chure prepared by The New York 
Scherman, now board chairman; | Times, and published yesterday. 
Maxwell Sackheim, now president | Its title: “How to Make Your Ad- 
of his own agency, and Robert K.|vertising Produce.” (In 30 years, 


If you sell food products... 


You've got a choice market of 
300 MILLION DOLLARS 
in Flint and the Saginaw Valley 


z= 
AN’S 2nd RICHEST MARKET! 


Big names sell brand names on 
WNEM.-TV. They're reaching the 
Flint-Saginaw market, Michigan's 
second richest, over its most 
significant station— WNEM-TV. 


... Writes a grocery list totaling some $298,940,000 
every year. It's Michigan's Golden Valley, and 
second only to Detroit in sales potential. Here 
are some facts... 


© Total Spendable Income, $1,517,966,000 
@ Annual Retail Sales... ..$1,153,905,000 
© Average City-Family Income. . $6,092.75 


And you influence this big-spending market best on 
its own WNEM-TV—the only station reaching all 
27 4,067 television sets in Flint and the Saginaw Val- 
ley. For proof, see Pulse and ARB survey reports. 


Contact Headley-Reed or Michigan Spot Sales. 


WNEM-TV 


A GERITY STATION 


your direct channel to Michigan's Golden Valley 


the club has used 875 ads in the 
Times, at a cost of $1,000,000 or 
more. These were placed by Sack- 
heim & Scherman, initially, and 
now by Schwab & Beatty.) 


rector, said the club also makes 
consistent use of the book re- 


and San Francisco Chronicle, and 
of Atlantic, Harper’s, Saturday 


Review, Reporter and Esquire (“a} 


very good magazine to us”). 


“Sometimes, when we have a hot 


premium,” the club also uses Life, 
The Saturday Evening Post and 
This Week Magazine. Other media 
are radio and direct mail, which 
|gets a substantial amount of the 
| promotion budget. 

Of the print media, “the Times 
has carried more Book-of-the- 
Month Club advertisements than 
any other publication,” according 
to the brochure. Mr. Scherman, in 
|a letter to that newspaper, attests 
that the Times is “the most reli- 
able medium in producing sub- 
| scriptions for us.” 

Wherever the ads run, how- 
‘ever, the club has adhered to an 
advertising philosophy which is 
summed up like this: 

1. Stick to fundamentals. Tell 
the reader how your product or 
service is unique, how it can help 
him. 

2. When you find an approach 
that produces, use it until it no 


whe Book-of-the Month Club 

Oe will send you, FREE, the ,- = 

ca we b00k that bas been the BES 
ES most liked by its members | 

during the five years of | 
FD its existemce.. a trilogy 

that won its author the coveted Nobel Prize 


Bristin Lavransdatter 

bo Sigrid Wadsee [== re 

. if you join now. \t costs you nothing to 
belong, and your only obligation is to support the 
Club by buying from it at least four books a year 


The hae of tet Keteren Laveanemarren 


QUIET SELL—This ad, which ap- 
peared in 1931, announced the 


Book-of-the-Month Club’s book- 


dividend plan for the first time, 
using an unobtrusive block of copy 
at bottom right. 


longer pays for itself. 

3. Always continue to test your 
methods, your ideas, your think- 
ing. 


a Emphasis in the advertising is 
“on the club itself—what it is, 
what it will do for the reader. 
Changes in the plan of operation 
appear in the body copy of an ad- 
vertisement. There is no shouting 
in the headline, no ‘now,’ no ‘new.’ 

“In this way, the club’s adver- 
tising sticks to its fundamental 
purpose—to sell the usefulness of 
the club itself. Another incidental 
value is achieved by this almost 
offhand approach to change—a 
sense of stability and success. An 
air of dignity is created. 

“The idea that the club is 
‘ound, has always worked this 
way, will continue to work this 
way long into the future is put 


across. In the mail order business, | 


that’s a pretty important idea,” 
concludes the brochure. 

The first B-o-M ad, reproduced 
on this page, carries copy very 


similar “in approach and tone” to} 
today’s ads. “The emphasis is on | 
convenience and service, with a) 
degree of flattery for the reader's | 


good taste thrown in. 


s “But essentially, the advertise- 
‘ment explains how the club can 


s Warren Lynch, advertising di-_| 


view sections of the New York) 
|Herald Tribune, Chicago Tribune 


ACTING COMMITTES OF THE BOO OF THE MONTH CLUB Mm 


RAPts 


You can now subscribe to the 
best new books— 
just as you do to a magazine 
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STARTER—Back in 


April, 1926, the| 


Advertising Age, May 21, 1956 


Alcoa Wrap Backed by 
Scissors Premium in Drive 

Aluminum Co. of America is 
launching the second phase of its 
promotion of Alcoa Wrap with a 
premium offer of a set of house- 
hold scissors coupled with an out- 
door-cooking-in-foil advertising 
theme. The first phase of the cam- 
paign was the introduction of the 
foil in mid-February. 

Advertising will be carried in 
national magazines, national tele- 
vision, local newspapers, radio and 
tv. The first national magazine ad 
will appear in the June issue of 
Better Homes & Gardens and in 
Life June 4. The “Alcoa Hour” 
will carry announcements of the 
promotion and the premium being 
offered. The premium, a set of 
three scissors in a case, is offered 
for an Alcoa label and $1. 


Sackett's Plans to Launch 
‘Portland Daily in Storage 
The elaborate plans announced 


| Book-of-the-Month Club ran this| last year by Sheldon Sackett, Coos 


ad, its first, in the New York 
Times’ book section. 


help you get the new books you 
are sure to want to read. It is a 
basic approach that has worked 
for the club for 30 years.” 

| The club, which, shortly after 
|the first advertising, included 4,- 
| 700 members, jumped to an 85,000 
membership by 1927. In 1931, with 
the introduction of the book divi- 
|dend idea, membership spurted 
|higher. In all, more than 5,000,000 
|families at one time or another 
j/have been club members. 

These families have collected 
book dividends and premiums 
worth about $192,000,000 at re- 
tail. Every month, nowadays, the 
club gives book dividends worth 
$1,000,000, a figure that has been 
maintained since 1950. 


Gillette Spending $1 Million 
on Father's Day Tie-Ups 
Gillette Safety Razor Co., Bos- 
ton, reports it will spend more than 
$1,000,000 this year for special 
Father’s Day promotions. Highlight 
will be an offer of a $1 Gillette 
razor plus a long-playing record 
excerpting portions of the $5.95 
jalbum, “The Greatest Moments in 


: |Sports,” both for $1. Television, 


jradio and newspaper advertising 
|will be used. Maxon Inc. is the 
l|agency. 


|'Bay publisher, to launch a new 
daily newspaper in Portland, Ore., 
seem to have struck a snag. Mr. 
Sackett planned to establish a 
third newspaper, using old press 
equipment to be purchased from 
the Seattle Times for which he 
paid $25,000 and then set March 
15, 1956 as his target date for re- 
moving the presses. 

The Times, because it was un- 
able to locate Mr. Sackett, has dis- 
| mantiod the presses and removed 
them to storage with the presses 
as surety for payment of labor, 
drayage and storage charges. 


Bartell Takes Over KEAR 
Subject to FCC approval, Bartell 
|Broadcasters of Milwaukee will 
take over radio station KEAR, San 
Francisco, July 1. The station’s 
name will be changed to KACE. 
Cost of the take-over is $60,000 a 
| year for five years, plus an option 
| to purchase at the end of the lease 
‘for $125,000. Owner S. A. Cisler 
| will retain his fm outlet, KXKX, 
and will rename it KEAR-FM. 


Sullivan Joins Cooney 

John P. Sullivan has joined 
| Cooney & Connor, Worcester, Mass., 
land will head up marketing and 
| sales promotion activities. Mr. Sul- 
livan for the past three and a half 
| years was associated with Fenwal 
|Inc., Ashland, Mass. 


| 


(ADVERTISEMENT) 


... selling 


Here you see Charlie Straus, a 
copy supervisor in our advertis- 
ing agency, selling silverware. 

Other times you may find other 
members of our staff pumping 
gasoline, stacking _ grocery 
shelves, selling cosmetics. 

It’s a policy of our advertising 
agency for our writers, art di- 


The man from Cunningham & Walsh 


silverware 


rectors and account executives 
to work at the point of sale at 
least one week a year. 

We have found that the more 
we sell behind a counter, the bet- 
ter we sell behind a typewriter. 

Cunningham & Walsh, Inc., 260 
Madison Ave., New York 16, N. Y. 
MUrray Hill 3-4900. 
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‘Let's Review Commission System,’ 


McLaughlin Tells 


(Continued from Page 1) 
sometimes it looks like a Rube 
Goldberg arrangement. But let’s 
sit down and calmly discuss and 
study it. Maybe we can’t find any- 
thing better—but let’s try!” 

Mr. McLaughlin declared that 
many quarters regard the media 
commission system of compensa- 
tion as “not in keeping with the 
important position held by the 
advertising agency of today.” He 
expressed the opinion that an “im- 
proved method of compensation” 
could “improve the climate so that 
even greater creativity will result.” 

Earlier in his talk, Mr. Mc- 
Laughlin said that: 

“Because the signing of the con- 
sent decrees and the whole gov- 
ernment action were dramatic 
news, many people seem to think 
of it as the sole reason for adver- 
tisers’ interest in the subject and 
are assuming that the ‘clients’ are 
seizing this opportunity to change 
the present system and swing the 
big stick. 


& “We don’t think this is at all 
true. Prior to the consent decree, 
advertisers had been ‘blocked’ 
from ‘doing anything about it.’ 
Now the problem has a possibility 
of solution through individual ne- 
gotiation. 

“I think we have to face the 
fact that this question of agency 
compensation—and this, of course, 
involves the question of buying di- 
rect from media at net rates—did 
not spring into being the first of 
February, or even last May. It’s 
something advertisers have been 
thinking about for a long, long 
time 

“Actually, many an advertising 
manager, or director, has been un- 
der pressure from his top manage- 
ment for answers that he didn’t 
have—and the recent legal fire- 
works have again started top man- 
agements’ queries all over again.” 


Paul B. West, president of ANA, 
reviewed the development of the 
15% agency commission and out- 
lined the changes in agency serv- 
ice which have evolved through the 
years, culminating in a partnership 
relationship between advertiser 
and agency. 

After the consent decree taken 
by the Four A’s with the Depart- 
ment of Justice, questions about 
the commission system have 
arisen, he said. “Much concern has 
been expressed that this would 
result in a movement to bargain 
for cheaper rates. Any movement 
in that direction by any advertiser 
or any agency will inevitably 
bring its own consequences.” 


® He also said that good adver- 
tising cannot “be found at the bar- 
gain table,” and added: 

“This is the reason why the ANA 
board advocates that individual ad- 
vertisers and their 
agencies review their client-agen- 
cy relations in the light of the cur- 
rent basic changes in the scope 
and function of agency service and 
—regardless of whether media 
see fit to grant agencies a com- 
mission or not—appraise the real 


value of the agency services re-| 


quired to accomplish the com- 


pany’s objective; and, instead of 
excluding the matter of compensa- | | 


tion as heretofore under the 15% 
commission system, definitely con- 
sider it as a prime responsibility 
of the advertiser.” 
“Forward-looking” ANA mem- 
bers are “already taking steps to 
do exactly that,” he said, and in- 
troduced Mr. McLaughlin and Don- 
ald Frost, vp of Bristol-Myers Co., 
who are members (Mr. McLaugh- 
lin is chairman) of a new ANA 
committee to study the agency 


individual | ; 


West Coast ANA 


compensation problem (AA, May 
14). The American Assn. of Adver- 
tising Agencies has named a simi- 
lar committee, headed by Harry 


Harding, senior vp of Young &) 
Rubicam, and William A. Marstel-_ 
ler, president of Marsteller, Rick- | 


ard, Gebhardt & Reed. 


® Four ways in which advertisers 
may get more out of their news- 
paper advertising were outlined 
here today by Harold S. Barnes, 
director of the Bureau of Adver- 
tising, American Newspaper Pub- 
lishers Assn. 

He told the West Coast meeting 
that “the first and most obvious 
way” is to use more run-of-paper 
color. Then he listed these meth- 
ods: Planning in advance how to 
get maximum trade impact and 
retailer support from the newspa- 
per schedule; generating enthusi- 
asm for the campaign among sales- 
men, and by dominating the 
competition in newspapers. 

“This is an age of giants,” said 
Mr. Barnes. “For the majority of 
you, your competitors are not only 
more numerous but are giants. 
Their advertising budgets and 
yours are growing bigger. 


= “That’s bound to be. There are 
many more products on the mar- 
ket than even ten short years ago. 
All of them are clamoring for the 
public’s eye, ear and pocketbook. | 
If you’re going to make yourself 
heard—if you hope to make an 
impact both on the trade and the 
public—you’ve got to make like a 
giant.” 

He said that while there is “a 
growing trend to larger space and 
time units” in other media, “few 
national advertisers are making 
dominant use of newspapers, ei- 
ther in space units, in frequency or 
in total linage.” 

Mr. Barnes said that “only nine 
nationally distributed individual 
products” last year averaged as 
much as 25,000 lines per newspa- 
per used. Five of these products, 
he added, were automobiles or 
trucks. 

According to Mr. Barnes, r.o.p. 
color is available in every major 
market and in hundreds of smaller 
markets. He said the total is 631 
newspapers with a combined cir- 
culation of 39,000,000. In February, 
he went on, r.o.p. color use showed 
a 47.6% increase over the same 
month in 1955. 

The largest individual r.o.p. col- 
or users in February included five 
food products, two automobiles, 
two oil companies and a cigaret. 

“The minimum linage was 88,000 
and the maximum was 702,000,” 
he said. 
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SAMPLE—Oxford Paper Co. is using 
a new series of two-page full color 
inserts (printed on its own paper) 
in ten business publications. Each 
ad is designed for a specific indus- 
try. Charles W. Hoyt Co., New 


SALE® 


such as the fact that it eliminates ‘half 


York, is the agency. 


BRIGHT OCCA- 

Ssion—Harry L. 
Bright, assistant 
vp of Pacific 
Telephone & 
Telegraph Co., 
receives his 
award as San 
Francisco “Ad- 
vertising Man of 
the Year” from 
Edward Merrill 
Jr., Young & Ru- 
bicam, during a 
luncheon meet- 
ing of the San 
Francisco Adver- 
tising Club. Mr. 
Merrill was 
chairman of the 
judging committee which selected 


fraternity. Mr. Bright is current 


Adclub. 


Mr. Bright as the top man from 
among nominations made by members of the Bay Area advertising 


president of the San Francisco 


Hudnut Charges 
‘Knock, Then Lift’; 
Toni Denies It 


(Continued from Page 1) 
with its product. They just made 
a shift in theme,” he declared. 


® Last week, William B. Lewis, 
president of Kenyon & Eckhardt, 
the Hudnut agency, wrote a letter 
to Don Paul Nathanson, head of 
North Advertising, which handles 
Toni. Copies were sent to Toni Co. 
president R. N. W. Harris and J. P. 
Spang, president of Gillette Co., of 
which Toni is a subsidiary. The 
letter reads: 

I have before me a transcript of a com- 
mercial made by Arthur Godfrey for 
Tip Toni in his television program of 
Wednesday, May 2. In this commercial, 
he implies, in the following language, that 
claims being made for the New Quick 
product of our client. Richard Hudnut, 
are false: 

“Now, because of this new trend in 
hair styles, some companies may start 
trying to tell you that their full size 
permanents take only half the wind- 
ing, but don’t let anybody fool you. 
There is a gimmick. They really want 
you to buy a full-size permanent and 
use half of it and save the left-over 
lotion for the next time. But you 
know left-over lotion is for the birds. 
That’s no good! No matter what kind 
it is it tends to weaken. It gives weak, 
washed-out waves.” 

This is obviously an attack upon Rich- 
ard Hudnut, as no other home permanent 
possesses the described properties or is 
being advertised in the described manner. 
The plain import of this commercial is 
that unused wave lotion left in the bottle 
of our client may not be used for another 
wave. 


@ Mr. Godfrey’s remarks followed by 
only a few days the appearance of ad- 
vertising on behalf of Tip Toni which is 
extraordinarily similar to that of Richard 
Hudnut’s New Quick. The first trade 
showing of New Quick advertisements 
appeared early in March. In these adver- 
tisements, the chief copy points covered 
certain advantages of the new product 


the work, half the winding.’ And on April 
24, Tip Toni ads appeared in the New | 
York Daily News and the New York Jour- 
nal-American, using the identical words 
used by New Quick. Incidentally, these 
print advertisements also include the 
words: ‘Left-over lotions . . . give weak, 
washed-out waves.’ 

It has been demonstrated to the satis- 
faction of Kenyon & Eckhardt that the 
claims made by Richard Hudnut’s New 
Quick can be backed to the limit with 
complete, scientific data. Specifically, we 
have proof of the fact that unused waving 
lotion left in the New Quick bottle may 
be used to give a second, fully-effective 
wave—and we also have proof that the 
new lotion, with the new directions for 
use, will wave a complete head of hair 
with half the work and half the winding 
time. 


@ We know that you are as anxious as 
we are to support the ethics of our pro- 
fession. In this instance, it would appear 
that your client has made patently false 
statements regarding the product of our 
client, Richard Hudnut. In the best in- 
terests of our profession, and the best 
interests of the home permanent business 
generally, we hope that you and your 
client will desist from making any fur- 
ther statements of the kind here set forth. 


‘felt that taking the product story 


We are looking forward to an early 


answer from you to that effect. 


® In a release issued in Chicago by 
Toni Co., Stuart K. Hensley, Toni 
vp, answered the charges against 
the company and its agency. He 
said that Tip Toni has been mer- 
chandised as “a home permanent 
designed for 18 to 20 curl waves” 
since June, ’55—“long preceding 
the competitive campaign.” 

He also declared that Tip Toni 
advertising during that period has 
emphasized that the product is in- 
tended for use where partial per- 
manents and special hair styles are 
desired. 

“Actually, the competitor’s cam- 
paign has been an attempt to adapt 
this approach to a regular full- 
sized kit by advocating the use of 
left-over lotion,” he stated. Hud- 
nut’s (“the competitor’s”) adver- 
tising, he said, did not distinguish 
clearly between full-sized and par- 
tial permanents, as is “evident 
from examination of the direc- 
tions.” 


® According to Mr. Hensley, the 
Hudnut kit is sold on the repre- 
sentation that it contains two 
waves, but actually contains only 
enough lotion for one complete 
permanent. 

The claim of saving work by use 
of a partial wave is “an old one,” 
he went on; and in the case of 
Hudnut it is “confusing to the con- 
sumer since it does not make it 
clear that only a partial permanent 
will result.” 

As for the Godfrey commercial, 
that also was not new: It merely 
reiterated an old Toni policy of 
discouraging women from recap- 
ping wave lotion and saving it 
after a partial permanent, Mr. 
Hensley explained. 


® Joel Y. Lund, president of Lam- 
bert-Hudnut division, accused Toni 
of using “weasel words to try to 
discredit the product claims made 
in our advertising,” and said he 
thought the Toni tactics “constitute 
a serious threat to the level of hon- 
esty and believability which all 
respectable advertisers endeavor to 
maintain. 

“I say that Toni Co.’s tactics in 
this instance have clearly gone be- 
yond the pale of recognized stand- 
ards of fair competition under our 
American system of free enter- 
prise.” 

Asked whether the company 
contemplated any legal action 
against Toni, Mr. Lund replied, 
“We don’t think that’s the right 
thing to do.” He pointed out that 
lawsuits are time-consuming and 


direct to the public would produce 
quicker results. 


® Personal letters have been sent 
to druggists by Elmer Bobst, chair- 
man of the company, and Mr. 
Lund is outlining the situation to 
all other Hudnut sources, Mr. 


Jury Reportedly 
Indicts Four on 
Bait Ad Charges 


Cuicaco, May 17—-Two admen, 


|the head of an auto sales agency 


and a car salesman reportedly 


| were named in true bills voted by 


the Cook County grand jury charg- 
ing misleading and deceptive ad- 
vertising and conspiracy to act to 
injure public trade. 

Those reportedly cited by the 
jury are Irving Rocklin, of Rock- 
lin Irving & Associates; Ira Siegal, 
a copywriter for the agency; Irwin 
Cole, president of Cole-Finder Inc., 
a Mercury dealer, and a Mr. Sieg, 


'a salesman for Mr. Cole. Rocklin 
| Irving is Cole-Finder’s agency. 


A spokesman for the state’s at- 
torney told AA that an indictment 
will be returned May 21 before 
Judge Cornelius Harrington. 


® The grand jury action was taken 
following the tesiimony of four 
representatives of the local Better 
Business Bureau. They testified 
that they were unable to buy cars 
at prices advertised on television 
programs on Feb. 25 and Feb. 27 
over Station WNBQ. 

The BBB told Apvertisinc AGE 
that Cole-Finder, said to be the 
world’s largest Mercury dealer, 
has used misleading advertising 
prior to the February telecasts. On 
Jan. 5, Cole-Finder broadcast a 
correction to offers it made of sell- 
ing 1956 Mercurys for $1,995 plus 
three rooms of new furniture. 


® A spokesman for WNBQ said 
he felt the grand jury action 
against Cole-Finder was not justi- 
fied in view of the fact that the 
car agency always has been a rep- 
utable advertiser. 

The spokesman said the station 
received several complaints about 
the two February broadcasts. He 
said Cole-Finder was contacted and 
asked to study its ads and police 
them for possible misrepresenta- 
tions. 


Ads, Closed Circuit 
Telecast Launch New 
GM Research Center 


Detroit, May 16—General Mo- 
tors Corp. today dedicated its new 
technical center, located on 330 
acres in Warren, 12 miles north of 
here, with a closed circuit broad- 
cast (through Theater Network 
Television). The telecast reached 
—in 61 cities in the U.S. and Can- 
ada—some 20,000 business and 
professional leaders, in addition to 
the 5,000 guests at the ceremonies. 

The speakers on the telecast 
were President Eisenhower, who 
called the center another indica- 
tion of American pioneering spirit; 
Dr. Lawrence Hafstad, vp of Gen- 
eral Motors and director of the re- 
search staff, who called the center 
another force in “a chain reaction 
of progress” and held out consid- 
erable hope that technology might 
overcome resources shortages; and 
C. F. Kettering, GM research con- 
sultant, who emphasized the im- 
portance of progress. 

The principal speaker, Harlow 
H. Curtice, president of GM, re- 
called the technological contribu- 
tions of GM in the past and em-~- 
phasized that the new center means 
increasing emphasis on fundamen- 
tal research. 


# In hailing the new center, GM 
kicked off page ads in 138 newspa- 
pers in 81 cities, and was sched- 
uled to follow with a 90-minute 
telecast, “Promise for America,” 
on NBC Sunday, May 20. Since the 
telecast in institutional, it will be 
handled by Kudner Agency, as 


Lund declared. 


were the newspaper ads. 
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BOX CHAMPS—Here are the winners in 21 product cate- 
gories of the 1956 sixth annual Set-Up Paper Box Com- 
petition. Awards were made in San Francisco at the Na- 
tional Paper Box Mfrs. Assn.’s convention. First awards 
for “general superiority according to end use” are 1. 
Coricidin mailer by Kiernan Hughes Co., Jersey City, 
manufactured for Schering Corp.; 2. Imported preserves 
box by Congress Paper Box Co., Chicago, for Reese 
Finer Foods Inc.; 3. Men’s store gift box by Pacific 
Paper Box Co., Los Angeles, for Stan Hall; 4. Eyewear 
presentation boxes by Paul T. Freund Corp., Rochester, 
N. Y., for Bausch & Lomb Optical Co.; 5. Soap gift 
chest by Central Carton Co., Cincinnati, for Hewitt Soap 


NOUS a 


1956 Set-Up Paper Box Award Winners 


Co.; 6. Sterling silver cup by Friend Box Co., Danvers, 
Mass., for Towle Mfg. Co.; 7. Holiday boxes by Wayne 
Paper Box & Printing Corp., Fort Wayne, Ind., for Wolf 
& Dessauer; 8. Lingerie set of boxes by Pacific Paper 
Box Co., Los Angeles, for Romance of California; 9. Ar- 
row Casual Wear box by J. G. Ott Packagings Inc., Sel- 
insgrove, Pa., for Cluett, Peabody & Co.; 10. Ivy League 
shoe box by Frank C. Meyer Co., Brooklyn, for Kays 
Newport Ivy League; 11. Vitamin presentation box by 
Bradley & Gilbert Co., Louisville, for Mead Johnson & 
Co.; 12. Octagonal confectionery box by C. W. Zumbiel 
Co., Cincinnati, for Grace A. Rush Inc.; 13. “The Jewel 
Case” cutlery box by Congress Paper Box Co., Chicago, 


———— 
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for C C Mfg. Co.; 14. Tower movie camera boxes by 
Congress Paper Box Co., Chicago, for Sears, Roebuck & 
Co.; 15. Liqueur gift box by Samuel Barnett Co., Phila- 
delphia, for Cointreau Ltd.; 16. Perfume assortment gift 
box by Chaspec Mfg. Co., Greenwich, Conn., for Lucien 
LeLong; 17. Martex towels gift box by Old Dominion 
Box Co., Charlotte, N. C., for Fairfax Mills; 18. Carbon 
paper boxes by Van Ness Bros., Paterson, N. J., for 
Mittag & Volger; 19. U. S. Royal golf balls by Taylor 
Box Co., Warren, R. I., for U. S. Rubber Co.; 20. Sta- 
tionery gift chest by Congress Paper Box Co., Chicago, 
for Lakeside Central Co., and 21. Model train set box 
by Walter P. Miller Co., Philadelphia, for Penn Line. 


Dundes Succeeds Fein as 
CBS Radio Ad VP 

Jules Dundes, formerly general 
manager of KCBS, San Francisco, 
has been appointed vp in charge 
of advertising and promotion of 
CBS Radio, New York, effective 
June 18. He replaces Irving Fein, 
who resigned to become president 
of J & M Productions in Hollywood. 


Henry Untermeyer, currently sales 
manager of WCBS, New York, will 
succeed Mr. Dundes as head of the 
San Francisco station. 

G. E. (Buck) Hurst, former con- 
tact man in the sales development 
department of CBS Radio Spot 
Sales, has been named sales man- 
ager of WCBS to succeeed Mr. Un- 
termeyer. 


INS Names Wilson, Brislin 

William C. Wilson, formerly 
southern division director in charge 
of business activities, has been 
named sales manager of Interna- 
tional News Service. Tom R. Bris- 
lin, now superintendent of do- 
mestic bureaus, will become, ad- 
ditionally, assistant sales manager, 
a new post. 


Ridder-Johns Names Two 

Thomas W. Ridder, formerly in 
the Chicago office of Ridder-Johns, 
newspaper representative, has 
moved to the New York sales staff. 
The representative also has named 
Ferne M. Noreen, formerly with 
Madison, Wis., newspapers and 
with Katz Agency, promotion man- 
ager, a new post. 


Bartz Joins Science Research 

Rudolph Bartz has been ap- 
pointed director of Science Re- 
search Associates, Chicago. Mr. 
Bartz is owner of Bartz Advertis- 
ing Agency, Peoria, which will 
continue operations, and before 
forming the agency was associated 
with Houghton Mifflin Co., Chica- 
go publisher. 
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can manufacturers that the Swiss 


American Watchmakers Move to Help rine tne Screamer 


Watches ‘Obsolesce’ Via Advertising 


(Continued from Page 2) 
Newest Look In Time” is the key- 
note, ad expenditures, principally 
in tv, are up about 30%, to $1,500,- 
000. Sales have jumped some 18% 
during the first quarter, according 
to Ed Weitzen, newly-elected pres- 
ident of Gruen and a former vp of 
Bulova. Gruen this season signed 
as participating sponsor on three 
NBC-TV shows. 

All three leaders agree you can’t 
create sales just by increasing your 
national ad budget. 

“You have to have a good rea- 
son for making the consumer ex- 
cited about making a watch pur- 
chase, and you have to get him to 
want a watch instead of a set of 
golf clubs, a new outdoor grill or 
an aluminum rowboat,” Mr. Bond 
said. 

Benrus is using the $20 trade-in 
and, like Gruen and Bulova, is 
promoting obsolescence by creat- 
ing new watch styling, design and 
packaging. 


® In a field where 60% of the 
purchases are bought as gifts, the 
industry’s share of the gift dollar 
has declined. With the build-up of 
leisure time the number of prod- 
ucts competing for the gift dollar 
has increased tremendously. 

“Twenty years ago,” one indus- 
try spokesman lamented, “there 
wasn’t the competition of electrical 
appliances that there is today—and 
how many people played golf? 
We're bucking one whale of a lot 
more competition than back in the 
1930s.” 

Annual sales of the jeweled 
watch industry run about $200,- 
000,000 and the industry has 
shown increased volume in the 
past few years, but not commensu- 
rate with the growth of the na- 
tional economy. Industry cut of the 
jeweler’s dollar sales has steadily 
decreased. 


® Longines-Wittnauer, one of the 
major factors in the American 
market, with an annual ad budget 
estimated at $2,500,000, would not 
comment on its current program 
for inducing sales. The company 
in July issued a statement that net 
profits had dropped. What Lon- 
gine’s plans are is anyone’s guess. 


U.S. production of jeweled watches 
|fell from a 1948 high of over 3,- 
000,000 watches to 1,700,000 in 
|1954. At the same time the pool 
Board chairman M. Fred Cartoun | or ee oO prunes trem 2 
mae on the - Domestic manufacturers stated 
Elgin National Watch Co., El- that this minimal supply of skilled 
gin, Ill., with a national ad budget | wee eee. eaaely levels 
p aa j . and in order to preserve this es- 
of $2,250,000, over half in tv, finds | ..ntia} skill for defense in times 
1955 sales at $51,000,000 compared | : : 
to $60,000,000 in 1954. President |°! ational emergency it would be 
Semen * te ecal said Elgin will necessary to raise tariffs. In 1954, 
cont ith “vi ti Congress raised tariffs on import- 
ee w Vigorous prame 10P | ed movements by 50%. The hike 
|was supported by four American 
Discounters Blur Watch Scene watch manufacturers who com- 
New York, May 15— Members| prise the American Watch Manu- 
of the jeweled watch industry | facturers Assn.: Bulova, Elgin, 
seem to disagree as to how much Hamilton and Waltham. Bulova 
price cutting is going on among/occupies the unique position of 
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Independent Meat Packers Are Urged to 
Package and Promote Their Own Products 


(Continued from Page 2) It was estimated that average 
‘some major packers are giving markups on frozen meats ranged 
rebates to stores if the stores will between 4% and 8% but some 
| SSPeE tie the packer’s products) packers said some stores were 
once every two weeks. making between 25% and 30%. 
“When reputable packers do|' Panel members agreed that there 
things that hurt the entire indus-|is a tremendous potential in the 
try, it is a bad situation,” Mr. Fink-| pre-packaged frozen meat field. 
beiner said. “Sometimes if you are However, only seven packers at- 
|in Rome, you may have to do as/| tending the sessions said they were 
the Romans do.” If the practice | already in the business. 
continues, he added, the entire} Mr. Chaplicki said there are 7,- 
price structure of the industry may | 700,000 home freezers in use in 
| be changed. the U.S. today, and that one-fifth 
On the question of what per-/of U.S. residents live in homes that 
centage of sales goes into advertis- | have freezers, A survey predicted 
ing, Mr. Finkbeiner said packers| that more than 21% of all meats 
should invest whatever it takes to/| sold in 1960 will be frozen. 


retail outlets. 

Both Elgin and Longines feel, 
in part, the unsatisfactory con- 
dition of the market stems from 
price cutting. Both companies feel 
it accounts for a considerable part 
of the market. 

Several discount houses, in- 
cluding Korvette and Masters, and 
department stores like Klein’s, 
are offering many nationally ad- 
vertised jeweled watches at dis- 
count prices averaging from 40% 
to 60%. 

Harvey Bond, ad manager of 
Benrus, says discounting and price 
cutting accounts for only one-half 
of 1% of the market. 

Manny Hochman, vp of Bulova, 
says that a few years ago the dis- 
count house may have been a 
threat, but today the average 
person buying a watch realizes 
that “watch service is not gotten 
in the discount house.” 

“The retail jeweler sells service 
and repair, something that is 
seldom gotten in the discount 
houses,” Mr. Hochman said. 


and merchandising” of watches. 
He’s confident that “the market 
will respond” despite its chaotic 
condition now. 

Elgin has managed to hold on to 
its share of the U.S. market, but 
one of the company’s major com- 
plaints is that American brand 
names in the watch business are 
being nudged out by “nondescript” 
brands that have sent prices down. 


® Sluggishness in the jeweled 
watch market has resulted in a 
plethora of complaints by Ameri- 
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|straddling both sides of the fence, 
|with 70% of its production in 
Switzerland and 30% in its New 
York plant. 


® Despite the drop in Swiss move- 
ment imports from 13,367,121 in 
1953 to 10,853,396 in 1955, Ameri- 
can jeweled watch production has 
increased only 200,000 units since 
the enactment of the tariff. 

The Swiss feel they have cor- 
nered the market on design and 
styling, because of the dominating 
position the industry occupies in 
their country. No leading U.S. en- 
gineering school offers work in 
horological engineering, while in 
Switzerland there are six schools 
which offer university level train- 
ing in watch engineering and de- 
sign. 

Symptomatic of the American 
decline in watch manufacturing is 
that from 30 factories in 1860 there 
are only three producing plants 
today. Waltham at present is not 
turning out a jeweled watch line. 
An Elgin spokesman says British 
and Russian governments have 
subsidized the horological indus- 
tries in their countries because of 
great defense value. 


® Principal watch importers feel 
that despite the fact that move- 
ments are imported from Switzer- 
land, this has not seriously injured 
the American scene. One importer, 
who did not wish to be named, 
said that the importing of the 
movements accounted for only 8% 
of the cost of retailing a watch. 
Most importers, he said, manufac- 
ture the case in this country. 

“What about the cost of adver- 
tising, distributing, packaging? 
Most of the import companies 
are American owned,” he said. 
“All this goes into the American 
pocketbook.” 

Among the major importers are 
Gruen, Benrus, Longines-Witt- 
nauer and Bulova. Bulova imports 
movements of 17 jewels from its 
Swiss plant. Bulova’s higher priced 
jeweled watches are made in the 
U.S. 

Despite the tariff, Swiss move- 
ments still dominate watch sales 
on the American market, account- 
ing for over 80% of the domestic 
market and just slightly less than 
the percentage of the field gar- 
nered by them before the tariff 
went into effect. 


State Farm Adds Agency 

State Farm Insurance Compa- 
nies, Bloomington, Ill., has ap- 
|pointed Thomson Advertising, 
‘Peoria, to handle the national 
|classified telephone directory ad- 
| vertising program. Needham, Louis 
'& Brorby, Chicago, continues to 
handle the major portion of the 
companies’ account. 


Gates Joins Comstock 

Ralph L. Gates has joined the 
client contact-copy staff of Com- 
stock & Co., Buffalo agency. He 
formerly was advertising and sales 
promotion manager of the Wurlitz- 
er Organ division of Rudolph Wur- 
litzer Co., North Tonawanda, N.Y. 


sell their products. Another packer | 
said an advertising budget should | 
be set up on sales expectancy. 


= At a panel session on frozen 
meats, N. L. Chaplicki, National 
Tea Co., said a 20% retailer’s 
markup on pre-packaged frozen 
meats is too high. 

Mr. Chaplicki warned packers to 
get on the ball in the slicing and 
packaging of sausage or retail 
stores would take over the opera- 
tion. Some packers have fallen! 
down in the handling of sausage | 
products, he said. 


Armour & Co. is expected to test- 
market a new line of “red-meat” 
frozen meat cuts in the near future. 
AA also learned that Marhoefer 
Packing Co., Muncie, Ind., is plan- 
ning on marketing a complete line 
of pork cuts soon. 

Swift & Co. has been testing a 
“red-meat” line in many major 
cities for more than a year. 


Lynn Studios Moves 

Lynn Studios, New York, has 
moved to la:ger quarters at 1 E. 
42nd St. 


delivers the most (and 


CBS FOR CENTRAL OHIO 


ONE WILL DO! 


You bag the biggest game in Columbus and 
Central Ohio with just one station ... WBNS 
Radio. No need to scatter your shots, WBNS 


the best) listeners . . . 


twice as many as the next biggest station. 
With 28 top Pulse-rated shows, WBNS puts 
push behind your sales program. To sell Cen- 
tral Ohio . . . you've got to buy WBNS Radio. 


Ask John Blair 


The number one Pulse station 


covering 1,573,820 people with 
2 Billion Dollars to spend. 
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(Continued from Page 3) 


Avoid Complacency Over Commission 
Compensation, Ebel Advises Agencies 


has the contribution which agen- | 


cies make been changed. But the 
situation marks a milestone in 
agency-advertiser relations and 
will be marked by “improvements” 
which will benefit the entire 
advertising business. 

3. Advertising agencies have 
changed greatly, and the term 
“agent” is no longer descriptive. 
The transition to an adviser on 
broad marketing strategy has 
placed a strain on the 15%. Yet 
increasing advertising expendi- 
tures “have materially increased 
agency compensation, since there 
has been a fixed relationship be- 
tween the two. This has compen- 
sated, at least to some degree, for 
expanded services. 

“Further, it must be recognized 
that as a result of the transition 
from space broker to advertising 
and marketing counselor, agen- 
cies now work for the manufac- 
turer instead of the media.” 

4. There is a continuing need 
for creative advertising. He re- 
peated his warning that advertis- 
ing men should not relegate ad- 
vertising to a secondary position 
in their rush to become marketing 
men. 

Mr. Ebel then repeated for the 
agency men what he said after 
the ANA meeting on the subject 
at the Homestead in March. He 
also reported that a second, more 
informal meeting was held, be- 
cause the first meeting was char- 
acterized by some as a “white- 
washing or covering up for agen- 
cies.” 

Summarizing that second ses- 
sion, Mr. Ebel reported: 


@ Many advertisers feel that 
agencies are complacent toward 
the implications of the consent 
decree, and they “haven’t shown 
any evidence of being interested 
in trying to find a basis of com- 
pensation better suited to the 
present-day situation—but seem 
to be more interested in preserv- 
ing the status quo and now are 
passing the buck to the publishers.” 
(He commented that some justi- 
fication for this feeling might be 
found in statements of some agen- 
cy men that “all will be well if 
the publishers hold the line.”) 


e Many advertisers feel they 
shouldn’t “be foreclosed from the 
right to buy directly from media 
at net rates. Instead, they want to 
be in a position to compensate the 
agency directly and properly— 
thereby achieving a sound and mu- 
tually beneficial client-agency re- 
lationship.” 


® Here Mr. Ebel! insisted that ad- 
vertisers don’t want to reduce 
agency compensation, and that 
they appreciate the agency’s con- 
tribution. “There is, however, a 
feeling that the arbitrarily im- 
posed system by which you are 
paid a commission by the pub- 
lisher is a restrictive thing—that 
it denies the advertiser his right 
to negotiate. 

“There is also,” he said, “a 
strong feeling that the advertiser 
is your client and that as such he 
—not the publisher—should be the 
one to reward you for your serv- 
ices.” 


® He said several panel members 
in the first day’s ANA session 


thought the opportunity for an in-| ‘ ; " of 
advertiser to negotiate | if advertisers were more sure that | another matter—and I can see Council for Independent Distribu- 
|}you were taking a more open- 


dividual 
mutually satisfactory compensa- 
tion with his agency 


is greater | 


than ever before. This viewpoint, 
later was challenged, on the ground | 


that the agency recognition sys- 


tem and the uniform system of|.-- 


payment by publishers actually 


are more restrictive than the Four 
A’s position on rebates has been. 
Turther, he said, he thinks that 


the transition in agency service, 
which gives an agency confidential 
access to advertisers’ sales and 
profit figures and future plans, 
sets up a new relationship “be- 
tween agency and advertiser—not 
agency and media. 

“Hence it strikes some advertis- 
ers that while the agency has made 
great advancements and turned 
completely about in the concept of 
whom it services, the compensa- 
tion system has not been changed 
to meet these new conditions, and 
it’s time all concerned took a look 
at it.” 

He then cautioned that these 
viewpoints were expressed follow- 
ing a panel discussion in which 
sentiment repeatedly was ex- 
pressed that the commission sys- 
tem, though it might not be per- 
fect, is working well. 

Then, speaking “in language I 
hope will not be misunderstood,” 
he warned the Four A’s: 

“If any one of you is so com- 
placent as to believe that the 
opinions which were expressed at 
this special session of leading 
national advertisers are opinions 
of only the congenitally malcon- 
tent, you will be inviting some of 
your clients to compare you with 
a reasonably exact facsimile of an 
ostrich sticking its head in the 
sand. 


® “I believe there never was a 
more opportune time for us both 
to go to work on agency-client 
relations. For it is self-evident 
that the more confidence we have 
in each other, the more calmly 
and wisely we can approach any 
transition that may take place as 
the result of the Department of 
Justice position on the fixing of 
commissions by agency or publi- 
cation associations.” 

He then predicted some results 
he expects to find from a survey of 
ANA members now being con- 
ducted: 

1. “Many advertisers do not ac- 
cept the simple statement that the 
15% commission system is good for 
advertising—that it promotes the 
use of advertising. A long time ago 
that was true—today, no. 

“Advertising is now an estab- 
lished and accepted function in our 
business economy ... We believe 
that the successful and productive 
employment of advertising by in- 
dustry—to the tune of $9 billion 
annually—will do more to promote 
the use of advertising than a com- 
pensation system with which many 
advertisers are not completely 
happy. 

“I don’t think that many adver- 
tisers will be content with an ex- 
planation that the commission sys- 
tem is valid because it’s one we’ve 
always used, and no one has come 
up with a better one. 

“Advertisers are living in a 
changing world . . . I think we ad- 
vertisers, your customers, are look- 
ing for an answer in terms of 
what would be best for us. . . for 
the building of our business . . 
although we do want a solution 
that will adequately and properly 
compensate for services rendered. 

“I don’t think anyone is expect- 
ing an answer or a solution tomor- 
row morning—even though some 
do feel a sense of urgency. I think 
we are looking for an open-mind- 
edness that would lead to a mutu- 
ally satisfactory solution. I think 


minded and progressive attitude 
toward this, that in itself would 
provide the calm climate neces- 
sary for an intelligent exploration 
2. He dealt with the question of 
publishers, saying: 

“We realize that in agreeing to 


a ee 


-| Both sides of the coin must be 


- owe ae tS ee Fe 


te 


Allen Mrs. Fuller 


SOCIABLE—In lighter moments of the Magazine Pub- 
lishers Assn. meeting in White Sulpher Springs, 
W.Va., recently Ben Allen, vp of Curtis Pub- 
lishing Co., chats with Curtis chairman Walter D. 
Fuller and Mrs. Fuller. Mr. Fuller told the MPA 


Fuller Babcock 


nest discussion. 


Cunningham 


convention he will end his MPA chairmanship Dec. 
31, after 10 years in the post. Competitors Richard 
J. Babcock, president of Farm Journal, and Don- 
ald Cunningham, 


Progressive Farming, are in ear- 


believed it was necessary to do for 
the good of all concerned and, in 
that sense, you have done your 
part. 

“We are also fully cognizant that 
any action which would result in 
the sale of space or time to adver- 
tisers at net rates is a matter that 
is up to the publishers and broad- 
casters. And so some of you might 
be thinking that we should be ad- 
dressing ourselves to them on that 
point. 

“But I don’t think that as a body 
ANA is ready to address them on 
that point. Furthermore, it strikes 
me that if we advertisers were to 
go to the publishers and ask for 
this, or to come out publicly say- 
ing that this is what we want, 
without first bringing it to you, 
we would not be keeping faith with 
you who serve as our advertising 
counsel. 

“And also as our advertising | 
counsel, we feel that you, too, have | 
a responsibility to explore the pos- 
sibilities and the implications. And 
we feel that you—and we—should 
both approach this with objectivity 
and in a spirit of exchange. Hence 
we have approached you in all 
frankness.” 

3. Mr. Ebel admitted that his | 
views on client-agency relations | 
were probably conditioned by his | 
agency background (Calkins &/) 
Holden) and the happy associa- 
tions of General Foods with its 
agencies. He then repeated: 

“The commission system has in 
general served advertisers and 
agencies well. But its longevity | 
doesn’t make it sacred or immuta- 
ble. Some feel that the agency 
business has been progressive, but 
the compensation system has not. 

“I hope,” he said, “until some- 
body comes along with a better) 
way, none of us gums up the works 
just for the sake of change. Both 
advertisers and agencies have | 
enough troubles without making 
changes just to make changes. 

“But since there are many who | 
believe that there could be a better 
method, we feel very strongly that 
agencies should not take the stand 
that it is up to the advertiser alone 
to come up with improvements. 

“To our way of thinking, it is 
equally incumbent upon agencies 
to explore new and more satisfac- 
tory methods of compensation .. . 


examined ... 


s “For instance, that the adver- 
tiser . .. is your client is a sound 
premise. And it follows that media 
should sell to the advertiser at net 
rates. And the advertiser should | 
| be the one to reward you for your | 
| services. But how well this would | 
work out in practice is entirely | 


some drawbacks. 


“For one thing, it would prob- | 
_ably lead to fees or cost-plus bases 
|}of compensation. And while cost- 
| plus has its merits, there is good 
|reason to question whether inno- 
vative projects would get off the 
ground as readily if each one had 
|to be negotiated on a cost-plus 


a consent decree you did what you basis. 


| vertisers, I for one think advertis- 


“Now and then someone raises 
the point that on a fixed commis- 
sion basis the more the advertiser 
spends the more the agency makes, 
and hence there is no incentive to 
try to hold down the cost of adver- 
tising—although, objectively, the 
agency can be concerned with the 
costs of advertising through con- 
cern with the profit objective of 
the manufacturer . . . We would 
be blind not to recognize that some 
of the advertising adventures that 
appear to be costly or even ex- 
travagant turn out to be most pro- 
ductive . . . Here, too, we have a 
matter in which there is no single 
answer. 


® “Broadly speaking, I believe 
that the most important thing in 
any change in the basis of compen- 
sation is what it will do to the 
climate that is essential for cre- 
ativity ...” 

Summing up, Mr. Ebel said that 
as ANA chairman he has upheld 
the position that the question of 
agency compensation is something 
to be explored calmly and intelli- 
gently, not as a zealot. The agen- 
cies’ responsibility is equal, he be- 
lieves: 

“Certainly you have a right to 
your opinions and convictions—in- 
dividually or collectively, adver- 
tisers may be wrong in some of 
theirs—but if your reasons for the 
validity of the present system were 
expressed in terms related to the 
business considerations of the ad- 


ers would readily understand your 
position.” 

He ruled out such nebulous ex- 
planations as: “Good for advertis- 
ing,” “It’s always been done that 
way,” or “If anyone knows a bet- 
ter system we'll consider it.” 


= “I would like to ask how many 
of you, since the signing of the 
consent decree, have had a frank 
discussion with your clients on the 
possible effects it may, or may not, 
have on the basis of agency com- 
pensation,” he inquired. “If our in- 
formal research is valid, not many 
of you have.” 

Finally, he said, he had been en- 
couraged to be frank, and he be- 
spoke the need for a calm ap- 
proach, avoiding “controversial 
debate.” 

He expressed the hope of reach- 
ing a method of compensation in- 
cluding the good points of the pres- 
ent one and excluding the weak 
points its opponents see in it. 


CID Names Haig Director 


Robert E. Haig has been named 
the first executive director of the 


tion, a new national association of 
local independent wholesalers of 
magazines and newspapers to 
newsstands in the U. S. and Can- 
ada. Mr. Haig, who recently re- 
signed as vp and circulation di- 
rector of Hearst Magazines Inc., 
assumes the post June 1. His of- 
fices are at 33 W. 42nd St., New 


York. 


‘ABC Going Fine,’ 
Goldenson and 
Kininer Exult 


(Continued from Page 1) 
ming weekly for the network) as 
the “turning point in our progress.” 

He also indicated that the com- 
pany’s cash requirements will in- 
crease with the expansion of its 
tv business—particularly so “when 
we get into color television.” 


® For his part, Mr. Kintner of- 
fered these tv network growth fig- 
ures: 

1. In the last two seasons “com- 
mercial homes” reached per week 
went from 35,000,000 “visits” to 
80,000,000 in the nighttime. 

2. At the start of last season ABC 
was able to reach, on an average, 
70% of all U.S. tv sets. Now, the 
figure is 80%, and Mr. Kintner 
hopes it will be 85% next season. 

3. Average ratings for ABC-TV 
shows increased 21% this season, 
compared with a 6% gain by CBS 
and a 17% decline for NBC. 

“Nothing I say,” Mr. Kintner ex- 
plained, “is critical of NBC or 
CBS, who’ve done a great job— 
and I wish I’d had it so easy.” 


® For the near future, the network 
chief outlined a two-way approach 
to tv programming: (1) Network- 
owned hour and 90-minute partic- 
ipation shows “to give advertisers 
a crack at very expensive pro- 
grams”; (2) shorter periods for 
use by advertisers and producers 
for their own programs “which 
will give greater sponsor identifi- 
cation than the longer shows.” 

Mr. Goldenson had some encour- 
aging words for shareholders about 
the radio network. He said ABC 
is a leader in the trend toward the 
sale of smaller sponsorship units, 
a movement which is paying off 
in new business. 


s “Fifty-one advertisers used 
ABC-Radio in the first quarter of 
this year, as compared with 34 
in 195l1—and they sponsored 53% 
more program broadcasts than in 
1951. This does not mean more 
revenue from radio than five years 
ago because of the smaller units 
and lower time charges, but it 
does show an awakened aware- 
ness of network radio as an effi- 
cient advertising medium and in- 
dicates that more and more adver- 
tisers will be ‘re-discovering’ it 
in the future,” he pointed out. 

The theater section of the com- 
pany’s operations is not up to last 
year’s levels, Mr. Goldenson told 
the group. 

Other interests of the company 
—including ABC Film Syndica- 
tion, Disneyland amusement park 
(in which AB-PT owns approxi- 
mately 35%) and Am-Par records 
—were reported to be progressing 
well. 
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‘Damned Sure’ 
Agencies Serve 
Us, Says Frost 


(Continued from Page 1) 
tising picture.” 

In a speech aimed at clarifying 
the compensation issue from the 
standpoint of an individual adver- 
tiser, Mr. Frost said he expected 
Bristol-Myers’ agencies to help the 
company explore the pros and 
cons of “other methods of compen- 
sation,” and he added: 

“I do not expect our agencies to 
base their case on the fiction they 
are working for the media and, 
therefore, should be paid by the 
media on a basis established by the 
media. 


s “As far as we’re concerned, our 
agencies are working with and for 
Bristol-Myers Co.—and if that 
point isn’t clear to them by now, 
let them go work for the media, 
and we’ll get ourselves another 
agency that we’ll be damned sure 
is working for us.” 

Mr. Frost said he didn’t “really 
mean to sound this tough, but this 
is a point that annoys hell out of 
me, and had been uttered more 
and more of late.” 

In his address, Mr. Frost said 
that any important change in the 
method of agency compensation 
would have an impact on the over- 
all Bristol-Myers operations, as 
well as on the operation of its 
three agencies. “With this in 
mind,” he went on, “I have tried 
to approach the problem by strip- 
ping it to its simplest terms. In its 
bare bones, it looks something 
like this: 

“As a result of the Department 
of Justice action and the consent 
decree, we are once again in a 
position to deal openly with our) 
individual advertising agencies 
concerning the method by which 
they will be compensated. 


a “What steps, then,.should we be) 


JOHN F. WHEDON, vp in charge of the 
Chicago office of Young & Rubi- 
cam since 1943, has retired after 34 
years in the advertising business. 
Y&R has not yet named his suc- 
cessor. Before joining Y&R, Mr. 
Whedon was vp and manager of 
the Chicago office of the old Lord 
& Thomas. 


tions, development of displays, 
contacts with the wholesale and 
retail trade—in other words, every 
function the agency might possibly 
be performing.” 

According to Mr. Frost, such a 
study would “develop a true pic- 
ture of the present agency activity 
on our account and a better indi- 
cation of what it means to us. I 
know that it must seem remiss, 
but we honestly do not have such 
a picture in full focus right now, 
and I doubt that too many adver- 
tisers do.” 


= As an example, he said, he tried 
to reach some of his agency people 
last week, but they were at a Flor- 


Last Minute News Flashes 


O’Brien Corp. Names Campbell-Mithun 


Soutn Benp, May 18—O’Brien 
enamels, paints and lacquers, has 


to handle its national advertising. 


Bryan Houston Gets Mrs. 


Corp., manufacturer of varnishes, 
named Campbell-Mithun, Chicago, 


Tucker's Shortening 


101 


Ayer Loses Big 
Slice of Account 
As Hertz Buys Avis 


Cuicaco, May 17—The latest ex- 
pansion move by ilertz Corp., the 
world’s largest car and truck rent- 


Datitas, May 18—Anderson, Clayton & Co. has appointed Bryan|al company, is the purchase of 
Houston Inc., New York, to handle advertising for Mrs. Tucker’s|/ most of the Avis Rent-A-Car Sys- 
shortening. The account reportedly bills $1,000,000. Mrs. Tucker’s| tem, Hertz’s strongest competitor. 
shortening now has distribution in 20 southwestern and midwestern) Final negotiations are expected to 
states but plans to go national by 1958. Crook Advertising Agency,|>e completed this week. 

Dallas, is the previous agency and is still the agency of record for 
Mrs. Tucker’s salad oil and Meadolake margarine. Anderson, Clayton | #04 truck leasing properties owned 
recently appointed three agencies—D’Arcy, McCann-Erickson and 
Paris & Peart—to work on development of new products, none of 


which has been announced. 


Grey Gets Lily-Tulip Cup Account From Lefton 
New York, May 18—Lily-Tulip Cup Corp. has switched its account 
from Al Paul Lefton Co. to Grey Advertising. The transfer is ef- 


fective immediate] y. 


Kraft Conducts Regional Drive for Jams, Jellies 


Cuicaco, May 18—Kraft Foods Co.’s new jams and jellies are now 


being marketed in Cleveland and 


also in test markets within a 500- 


mile radius of Dunkirk, N.Y., where they are made. The company 
hopes to achieve national distribution late this year, AA was told. 
A “5¢-off” offer spearheads the market-by-market campaign, which 
is using introductory newspaper color pages, followed by smaller b&w 
ads, plus spot tv and outdoor. Needham, Louis & Brorby is the agency. 


Bulova, Lorillard Sign to Sponsor Live Gleason 

New York, May 18—Bulova Watch Co. (McCann-Erickson) and P. 
Lorillard Co. (Lennen & Newell) will co-sponsor the “Jackie Gleason 
Show” (CBS-TV) when Mr. Gleason returns to his live format this 
fall. Time and talent cost for the 1956-57 series was put at $10,000,000. 
Buick, sponsor of Gleason’s half-hour films, bowed out with Jackie’s 
return to a live show, which the company reportedly considered too 
costly in view of the declining auto market. 


McHugh Is Katz President; Other Late News 


e The Joseph Katz Co., which announced the election of John T. Mc- 
Hugh as president and Joseph Katz as chairman, has been named to 
handle Bond Stores, formerly with the Biow Co. Previously, Mr. Mc- 
Hugh was senior vp and manager of Katz’ New York office. 


ida convention together with Bris-| ¢ Popular Boating, a monthly, will be introduced this fall by Ziff- 
tol-Myers sales people. “I didn’t Davis Publishing Co., New York. William T. McKeown, former boat- 
know they were going to be there,” ing editor of Fawcett Publications, has been named editor. News- 


said Mr. Frost. 
“I don’t know how impor- 


| Manhattan. I do know that it cost 


tant it was for them to be 
there. I don’t know if it was at our 
request or because they were just 
sick and tired of March in May in 


| stand price will be 35¢. 
e Batten, Barton, Durstine & Osborn has been named to handle all| 
Canadian national advertising of Sheraton Hotels, in addition to the 
national advertising in the U. S., effective Sept. 1. The combined ac- 
count will be handled by the BBDO’s Boston office and its new 
Toronto office. 


the agency money for them to be e Purex Products Corp., South Gate, Cal., has signed an agreement 
there and that this expense was to acquire all the stock of Manhattan Soap Co., maker of Sweetheart 
toilet soap and other products. The product lines of Purex and Man-!|planes in operation and another 


taking to assist us in deciding (1) |covered by the agency commis- 


if we believe any change in the 
present system should be made— 
and if so, (2) what the nature of 
that change should be.” 

Mr. Frost said that Bristol-Myers 
is “not really certain if we want to 
make any change,” but that in an- 
swering the above questions, it 
would go back to fundamentals 
and ask itself, “What is the pri-| 
mary objective of our advertis- 
ing?” 

The reply, he said, would be: 
“To establish in the mind of the 
consumer a thorough knowledge of 
and favorable attitude toward our 
products, which will lead to the 
action of purchase in order that 
we may build sales volume, es- 
tablish brand franchises and insure 
the future development of our 
company.” 

With this principle in mind, he 
continued, the next step is the 
question: “What is the function 
of the agency in assisting us in the 
attainment of our objective?” Mr. 
Frost said the answer to this en- 
tailed making “a complete and de- 
tailed analysis of all the activities 
the agencies are currently doing 
for us under the present set of 
ground rules.” 


® This study, he indicated, would 
be made via a check list “in which 
all people whose assignments re- 
quire dealing with our agencies 
would be requested to render their 
thoughts and opinions on the par- 
ticular phase in which they are in- 
volved.” The list, he said, would 
include: 

“Preparation of print advertise- 
ments, commercial production, 
purchase of space and time, the 
day-to-day routine of the adver- 
tising job itself.” 

Also, “the supplementary serv- 


ices, such as creation of promo-j|cies a blank check equal to 15% 


sion.” 


are many services which the agen- | 


close scrutiny. Because these serv-| 
ices are now covered under the | 


Hertz is buying most of the car 


by Richard S. Robie, Avis presi- 
dent, who for 25 years prior to 1955 
operated the facilities as an inde- 
pendent Hertz licensee. Mr. Robie 
left the Hertz system last year and 
bough Avis for $8,000,000 (AA, 
Jan. 31, ’55). The present Avis 
company is a combination of what 
Mr. Robie purchased and his own 
holdings as a Hertz licensee. 


@N. W. Ayer & Son, agency for 
Avis, apparently has lost a client. 
Advertising for the newly acquired 
| Hertz holdings will be handled by 
| Campbell-Ewald Co., the company 
|said. Avis, which went into na- 
tional advertising for the first 
time last year (AA, Aug. 15, ’55), 
had an ad budget this year of 
$1,500,000, AA learned. 


Crane Won't Ground 
F lying Executives, 
Despite Fatal Crash 


Cuicaco, May 16—Despite the 
death of six Crane Co., executives 
yesterday when a company-owned 
plane crashed near Jeffersonvilic, 
Ind., the company will not re- 
strict the number of executives 
who may fly together. 

Frank F. Elliott, Crane presi- 
dent, explained that because of the 
wide differences in management 
positions, it is rare for more than 
one executive to be flying in the 
same plane at the same time. 

Crane has been flying its exec- 
utives in company planes since 
1950 without an accident. Until 


yesterday, the company had two 


hattan are to be combined “particularly in selling, distribution and| was being repaired. 
Then he added, “I know there) advertising.” Purex Products’ agencies are Foote, Cone & Belding, Los 
, | Angeles; Weiss & Geller, Chicago, and J. J. Gibbons Co., Toronto. 
cies perform, the importance of Scheideler & Beck, New York, is the Manhattan Soap agency. As yet, no 
which might not stand up under plans have been formulated for the agencies. 


e Norman S. Ginsburg, formerly director of advertising and promo- 
present blanket of the agency com-| tion for Studio Films, has been named to fill the same post for NBC 
mission, we use them, but do we. Television Films, New York. He succeeds Jay Smolin, who recently 


|actually need them? Only by thor-| resigned to join Associated Artists Productions. Mr. Ginsburg was 


ough study and evaluation will ad manager of the now defunct Dumont Television Network until 1954. 


we be able to find out.” 


Many agency services, he said,|of our total appropriation without | within the agency to provide the 
are extremely important to Bris-| knowing more about what we are 


tol-Myers, but others are question- 
able. “I am frank to admit we) 
have not carefully examined all 
phases of the operation of our 
agencies on our account as recent- 
ly as we should have because of 
the stress and pressure of the day- 
to-day operation.” 


® Mr. Frost said the agency sys- 
tem itself is not regarded as up for 
review, merely the method of 
compensation. 

“Our company needs strong, in- 
dependent advertising agencies,” 
he declared. “We need their reser- 
voir of creative talent which we 
alone could never attract. We need 
their specialists in the varied fields 
of advertising. We need their 
savvy and know-how. We need 
their exposure to all media.” 


a Mr. Frost said a review of Bris- 
tol-Myers’ agencies’ compensation | 
might “require new cost and ac- 
counting procedures” by agencies 
in some cases, but “such informa- 
tion is necessary in a proper con- 
sideration of the particular serv- 
ice involved.” 

Then he asserted: “In other 
words, I do not believe we can af-| 
ford to continue on the basis of 
what amounts to giving the agen- 


getting in return for this expendi- 
ture than we do today. 

“Or putting it another way—I 
am in complete agreement with an 
advertiser who put it this way: 
Our particular interest is not so 
much what we pay for what we 
get as it is what we get for what 
we pay.” -« 

Calling for agencies to provide 
“better costing,” Mr. Frost said 
current practices lump a compa- 
ny’s products on an over-all basis. 
“It does not give us the true pic- 
ture of our actual costs on each in- 
dividual brand. 


s “For example, Brand A, with 
a sizable budget, enables the agen- 
cy to do a lot of additional work 
on Brand B, which may be a prob- 
lem child with a very small budget 
—and with commissions hardly 
worth the agency’s effort... This 
is particularly true when working 


on the development of new prod- 


ucts—and our agencies will tell us 
that this is one of the advantages 
of the present blanket commission. 

“I don’t go along with this. I 
think it introduces phony figures, 
because we don’t actually know 
what the costs are against Brand 
B. And it also means that 
funds which we have appropriated 
against Brand A are being diverted 


/mnecessary manpower and out-of- 
|pocket expense for the agency to 
do the job they are doing on 
Brand B. 


® Mr. Frost said that the agencies 
| would be expected to justify con- 
| tinuation of the present system of 
compensation, if they believe that 
is the best arrangement, but “not 
on the grounds of precedent.” 

If a change in compensation is 
decided on, said Mr. Frost, “our 
primary source of guidance” in ex- 
amining other means will be the 
Assn. of National Advertisers. 

Whatever compensation system 
evolves, he said, it must accom- 
plish three things: 

“1. That we will maintain the 
standard of agency participation 
and performance on our account 
which has become such an impor- 
tant part of our advertising func- 
tion. 

“2. That we will retain the basis 
of mutual respect, confidence and 
understanding between our com- 
|pany and our agencies that has 
| been the foundation of our present 
relationship. 

“3. That Bristol-Myers will be 
, obtaining the most effective use of 
all our advertising dollars, of 
which the compensation of our 
agencies is an important and siz- 
able element.” 


Several large corporations in this 
area have rules against too many 
top executives flying together. 
However, most companies either do 
not strictly enforce such regula- 
tions, or, like Crane, have no re- 
strictions. 


s Killed in the crash were George 
L. Erwin Jr., 60, Palatine, Ill., vp 
in charge of heating sales division; 
J. A. Dwyer, 59, Chicago, vp of in- 
dustrial sales division; J. A. Mc- 
|Murry, 59, Chicago, director of 
branches; Charles E. Towner, 42, 
Palos Township (Cook County, 
Ill.), assistant to Mr. Erwin; 
George G. Lindholm, 54, Chicago, 
manager of valve and fitting de- 
partment; F. J. Wilkey, 47, Chica- 
go, special representative, indus- 
trial sales division; and the two 
pilots. 


e Mr. Erwin, a former adman, 
joined Crane in 1936 as assistant to 
the vp in charge of sales. After 
serving in several executive posi- 
tions, he was promoted to vp in 
charge of the heating sales division 
four years ago. 

A graduate of Cornell Univer- 
sity, Mr. Erwin was a bomber 
pilot in the Royal Air Force in 
World War I. He joined Kearney 
& Trecker Corp., Milwaukee, man- 
ufaeturer of milling machines, in 
1923 as advertising manager. He 
| was promoted to general sales 
|} manager in 1927 and left the com- 
pany nine years later to join Crane. 

In 1925, Kearney & Trecker won 
the Class cup award for the best 
| exhibit of industrial advertising at 
|the annual convention of the Na- 
tional Industrial Advertisers’ Assn. 
| Mr. Erwin created the advertising. 
| Class was the predecessor to In- 
‘dustrial Marketing. 
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ARKET P 


ACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with 
lines (maximum—two) 30 letters and spaces per line; 
line. Add two lines for box number. Copy deadline, 


order. Figure all cap 
upper & lower case 40 per 
Chicago office, Wednesday 


noon 5 days preceding publication date. Display classified takes card rate of 
$15.50 per column inch, and card discounts, size and frequency apply. 


ABIL EST ASO ON ETRE OST COR ETE TE EI 


HELP WANTED | 


HELP WANTED 


THREE EXECUTIVE SALESMEN 
One each for New York, Detroit and Chi- 
cago areas. The men we want are prob- 
ably (not necessarily) in their thirties, 
with both the inner compulsion and the 
proven capacities to break out now to 
higher ground and greater elbow room. 
After briefing, you will have full respon- 
sibility in your area for national Outdoor | 
Advertising sales, reporting direct to the 
president—who is also cuntrolling stock- 
holder, and ready to make room all the 
way to the top for true ceiling bumpers. 
Media experience helpful, but not essen- 
tial. Company is young (8 years). strong, 
with excellent reputation, growing very 
fast-—and loaded with prime opportunities 
for Grade A manpower. Specializes ex- 
clusively in the top cream of highest-cir- | 
culation Outdoor (Paints, Posters, Spec-| 
taculars) on the heaviest traffic arteries | 
in major cities coast to coast. Works un- 
der long term contracts only with first 
line national advertisers and their agen- 
cies. These are sales posts of first im- 
portance, leading as high and as fast as | 
caliber will merit, and requiring maturc-| 
minded, PRINCIPLED men of solid back-| 
ground, QUIET drive, superior judgment | 
and complete self-respect. We want no 
fast talkers or pressure artists, and there 
will be no pressure for quick initial re- 
sults. Although starting salary will be | 
conservative—-medium to high four fig-| 
ures—compensation (including profit par-| 
ticipation) and recognition will jump both | 
promptly and sizably in full keeping with | 
performance. Interviews will be arranged; | 
by kindly be as informative as possible by | 
letter—using a cover name and address if) 
you prefer. 

Box 8390, ADVERTISING AGE 


BRAND MANAGER 

The Toni Company, Chicago, has a vacan- 
cy in its Brand Promotion Department for 
an Advertising Executive. 

Ideally, this person would be between 27 
and 35; have had broad agency or nation- 
al advertiser (5 to 10 years) experience 
surrounding the advertising of consumer 
items sold in food or drug stores. Furnish 
resume of experience and salary required 
in first letter. All replies held in strictest 
confidence. 

Write N. E. Willging, The Toni Company, 
440 Merchandise Mart, Chicago 54, Illinois. 


Nationally minded Poultry Organization 


needs publicity minded individual to as- | 


sist or head Public Relations and Adver- 
tising Department. Unusual opportunity. 
State full particulars. P. x 276, 
Thompsonville, Conn. 
JOB MARKET 
for 


CREATIVE TALENT 
ADMINISTRATIVE PERSONNEL 
MOLENE An 3 4424 
Bankers Bidg. Chicago 3. 
ADVERTISING SPACE SALESMAN 
New York, New England territory open 
for experienced space rep. Knowledge of 
graphic arts and non-media advertising 
service desirable though not essential. 
Drawing against commission. Excellent 
potential. Write to Vincent Shallow, Ad- 
vertising Requirements, 480 Lexington 

Ave., New York 17, N.Y. 

RETAIL ADVERTISING SALESMAN, 
newspaper experience and contacts essen- 
tial. Liberal salary plus commission. Write 
New York Enquirer, 47 West 63rd St., 


New York 23, N.Y. or call TRafalger 3 0500. 


480 Lexington Ave., New York 17, N.Y. 
Applications from prospective trainees 
with some agency, advertiser, media or | 
other sales experience will also be con- 
sidered for New York, Detroit, Chicago 
and Cleveland. 


Fine, Fast, Fairly Priced Photography 


pics 


ARE YOU THIS TOP 
PRINTING SALESMAN? 

You are now a printing broker 
who is tired of being a “fish out of 
water” and would like to associate 
with one aggressive printer—OR— 
ou are a top notch salesman lost 
n the shuffle of a large printing 
plant with little or no chance to 
display your talents. 

Tr you are this man and presently 
control some business, the spot you 
want is with this expanding medium 
size Chicago letterpress and — 
color 


house, fully equipped for Food exp., 
photographers work. We've an outstanding 30 year || (2) MARE <* ARALYSTS er 
DEARBORN 2-1062 ye —] quality —~ pate me (4) COPY WRITERS 2 eee $6-12,000 
iberal drawing account agains | A nsumer & mir 
107 MW. LASALLE, CHICAGO = HLLINOIS || Commission, plus a close personal || SPACE SALES. $6-10,000 
PUBL |] relationship. Box 4 fT | Industrial Ne 
ICITY COMMERCIAL || Age, 200 E. Illinois St., Chicago 11, ; 
| 1 is. 220 S. State St Chicago HA 17-8600 [| 
CONVENTION INDUSTRIAL Titnete 


HELP WANTED 


HELP WANTED 


Advertising Age, May 21, 1956 


POSITIONS WANTED 


Space salesman for magazine with public 
relations & advertising executives prin- 
cipal audience. Suppliers to field main 
advertisers. HQ NYC. Media contacts de- 
sirable. Self-starter. Opportunity. Send re- 
sume with salary & commission desired. 
Box 8391, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


WANTED—RETIRED SPACE SALESMEN! 
- « « We're in a top-rated graphic arts 
business in Chicago where your age will 
help you! There’s no pressure at all. You'll 
capitalize on your years of effort, strive 
for no quotas, keep no definite hours, stay 
thoroughly relaxed, work when you wish 
calling on advertising or publication peo- 
ple, earn substantial income! 
- . » We know what we're talking about. 
We've got men 60 to 70 years of age doing 
this now. (Some advertising agency back- 
ground helpful but not necessary.) 
| Drop us a line so we can get in touch with 
you to talk it over. 
Box 8388, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
Adv. Agency account executive to handle 
established industrial accounts is offered 


opportunity to grow and prosper with one 
of Texas oldest and strongest agencies do- 
|ing diversified consumer and industrial 
business. This job has a present and a 
future for a solid guy under 40 who has a 
minimum of 5 years agency experience 
and a flair for imaginative, selling copy. 
| Please write fully and send resume. Our 
staff knows of this ad 

Box 8392, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
WANTED ADVERTISING MANAGER 

| Young man quick, hard worker, familiar 
with preparing catalogs and able to lay 
| out display ads. Experience in department 
store advertising and promotions desirable. 
An excellent opportunity. State all facts, 
age, experience, references in first letter. 
Will not contact present employer. ; 
We are largest manufacturer in our field 
and have national sales to retail stores. 
Crawford Mfg. Co., Richmond, Va. 

ADVERTISING M.O. COPY WRITER 

Book publisher wants advertising writer 
who can show actual samples (at inter- 
view) of effective mail order writing. This 
is not a beginner's spot. Solid experience 
essential. Knowledge of religious book 
field very helpful. Excellent future for) 
right person. Give age, experience, salary, 
etc. in first letter. 
| Box 8393 ADVERTISING AGE 
New York 17, N.Y. 


| 480 Lexington Ave., k 
i ADVERTISING & PUBLISHING 
| FOR ALL TYPES OF PLACEMENTS 

| GEORGE WILLIAMS - PLACEMENTS 
| 209 S. State St. Ha 7-1991 Chicago 
| 


DRAKE PERSONNEL, INC. — 
Confidential Nation-W ide 


ACCOUNT EXECUTIVE 
to nF ey Supv 


IF YOU CAN WRITE 


OUTSTANDING, 


HARD-SELLING 


RADIO 
Came y... 


an advertising man's ‘dream job" with substantial 
salary and security is waiting for you. You must 
know how to write commercials. You should know 
how to sell such things as beer, automobiles, food. 


If you know print and merchandising so much the 


better. . . . . but, primaril 
copy-writing. 


The Chicago offices of 


y, you must know radio 


this national multi-city 


agency needs a top man. Don’t answer unless 


you are an experienced 


agency copy-writer al- 


ready earning a five figure salary. 


This job isn't easy. It's difficult and there's plenty 
of pressure. But, if you're the right man. . . it's 
interesting and it's rewarding. Write all details. 
Our personnel knows of this ad. Your reply will be 
treated with strictest confidence. 


Write Box 652, ADVERTISING AGE 
200 E. Illinois St. 


Chicago 11, Ill. 


TOP QUALITY 
TV PRODUCTION 

| Personal supervision of 
|! your Chicago TV commer- 
cials is now possible by an || 
on-the-spot network pro- 
duction company. 

CNC Productions, Inc. 


21 West Ontario, Chicago 
Michigan 2-1833 


SECRETARIES | 
TYPISTS 
TRAINEES 


Now is the time to go after the “high 


| er. 


Copywriter for 4A Agency 
Must be exceptional on ideas and copy 
for publication advertising. Agricultural- 
chemical background desirable. Send 
summary of qualifications and salary re- 
quirements. 

GREENHAW & RUSH, INC. 
STERICK BLDG., MEMPHIS 3, TENN. 
Assistant Advertising Manager. 
Young man with comprehensive back- 
ground in feed advertising and sales pro- 

motion. New York City location. 
Box 8374, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


DO YOU NOW CONTACT AD & SALES 
MGRS? Extra earnings for sales and leads 
as side-line rep for able producer of sales 
training aids & programs, shows, films, 
ete. Could become full-time. 

Rob’t E. Taylor Organization 

331 Madison Avenue, NYC 17 


POSITIONS WANTED 
Adv. Agency Office Manager 

Admin. exp. service clients. Office staff 
& procedure supervision. FC bkpr. Own 
correspondence. Responsible. Personable. 
NYC. Call La 8-1992 or Or 5-0349 Eves. 
MDSE. MAN AVAILABLE for Ad Agen- 
cy. 8 yrs Mdse exp. Also, new business 
contacts. Creative ability & active imagi- 
nation. Box 8401, ADVERTISING AGE. 

200 E. Illinois St., Chicago 11, Illinois 

EXPERIENCED PRODUCTION MGR. 
Good Pianner. Agency, Ad Dept. or Print- 


Box 8398, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

ADVERTISING EXECUTIVE 
More than 8 years of advertising experi- 
ence on variety of blue chip products are 
offered to an organization needing an ex- 
ecutive with imagination, enthusiasm and 
mature ability and judgment in all phas- 
es of marketing. 

Box 8395, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
IDEA-PROMOTION DIRECTOR 

Many years creating, directing promotions 
and merchandising displays for National 
products. Inexhaustible backlog of fresh 
ideas. Have finest nation wide department 
store acceptance. An interview will con- 
vince you. 

Box 8396, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


“Our 45th Year” 


MEDIA DIRECTOR $18,000 


Multi-city top national ry spot 

for top media director. All negotia- 

tions in strictest confidence. 
ASS’'T MEDIA DIRECTOR $9,000. 


GLADER CORPORATION 
“The Agency's Agency” 
Stanley D. Koch, Dir. Adv. Div. 
110S. Dearborn CE 6-5353 Chicago 


dollar” in the Ad Agency and Company 
Advertising Field: 
SECY.-TV PRODUCTION HSE., To. .$500 
PUB. REL. SECY. Some creative 

work necessary ............. 
RESEARCH LIBRARIAN $350-UP 
SECY. to Agency Pres. .......... $350 


SECY. to Creative Director ...... $350 
SECY. to PR Director ...°....... $350 
SECY. to Aeet. Enec. ........... $335 
ASS'T. to ADV. or MKT. DIR. ....$325 
STAFF ASS'T. PR DIR. .......... $325 
TRAFFIC ASSISTANT ............ $325 
GIRL FRIDAY, MAGAZINE ........ $325 
Perec CONTMOL ............. $325 
EDITORIAL TRAINEES ...... $275-$325 
RECEPT.LIGHT STENO. ......... $325 
MEDIA TRAINEES .............. $300 
PR 300 
30 Ad Agency Typists ...... $260-$300 
BEGINNING ARTIST ............ $280 
ED Fs Soci ca due ener $275 
FILM LIBRARIAN .............. $265 
RECEPT.-Type TV Scripts ........ $260 
BEGINNING STENOS ............ $260 
2 CLERICAL—No typing ......... 255 
BEGINNING CLERK TYPISTS ...... $240 
IESE. « cas ene ds navbiod $215 


Come in today! If you are working, 
interviews may be arranged by tele- 
phone for lunch hour or after 


Free at 
BIRCH SUITE 1417 
59 E. MADISON CEntral 6-5670 
CHICAGO 


CHICAGO 
ADVERTISING AGENCY 
PERSONNEL 


% Whether you are the head 
of an agency or one of the men 
behind the d we may be 
able to help you — and it won't 
cost you a cent! 

*% Our PROFESSIONAL 
DIVISION serves many of Chi- 
=> leading advertising and 
publicity agencies, newspapers, 
magazines, radio and TV sta- 
tions. 

% Our files contain applica- 
tions from graduates of 106 col- 
leges and universities. We have 
copy writers, artists, media peo- 
ple, editors, free lance writers. 

% No fees charged applicants 
or employers. 

Professional, Sales & Clerical Office 
Illinois State Employment Service 
73 West Washington Street 
Financial 6-3960 


MY WIFE SAYS | NEED A NEW JOB 


Seven years experience in communicating 
medical information to physicians, tech- 
nical information to consumers. og 
employed as copy-contact man in small 
New York Agency. Would like work as 
sst. A. E. or Ad Manager. , Drug, 
allied fields. Will relocate. Salary desired 
commensurate with future opportunities 
and working conditions. Now earning 
$10,000. 


Box 956, Advertising Age 


480 Lexington Ave.. New York 17. N. Y. 


The Midwest's 
outstanding placement 
service for Adv. - Art & 

allied fields. 


By appointment only 
59 E. MADISON + SUITE 1417 
CEntral 6-5670 


BIRCH 
* 


Executive 


Placement 
Counselors 


MEDIA BUYER, shirt-sleeved gal, seeks 
position in agency or allied fields. Heavy 
print, liquor, cosmetics, drugs on Natl 
accts, analysis, research. Some Radio/TV. 
N.Y.C. Top references. 
Box 8397, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
ADVERTISING DIRECTOR 
Seeks permanent position in progressive 
company in food or allied field where he 
can fully utilize 20 years experience in 
all phases adv., prom., merch., mktg. All 
media. For complete resume write: 
Box 8394, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
4A VICE PRESIDENT, GEN. MGR. 
CREATIVE DIRECTOR AVAILABLE 
Broad experience account supervision, 
planning, new business; agency manage- 
ment and operation. Outstanding idea— 
and copythinker. Merchandiser. 
Box 8399, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


REPRESENTATIVES WANTED 
MANUFACTURER'S REPRESENTATIVE 
WANTED Point of Sales displays made to 
order Pulp or expanded Polystyrene 

Box 8400, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
Can you add another trade magazine to 
your string? Long established monthly is 
looking for a reliable represenative to 
give part of his time covering Chicago 
irea. Box 8042, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


BUSINESS OPPORTUNITIES 
PARTNER WANTED 
Small recog. Adv. Agcy. or Acct. Exec. 
with accts. seeking opportunity to grow 
into partnership. Write giving us facts to 
consider. 
Box 8387, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Milline rate is for the pigeons. Get cardi- 
nals. Buy by the inch in Sanders ABC 
Three, Geneseo, N. Y. 
MISCELLANEOUS 
SILVERED TIP REFILLS. For Papermate, 
most standard ball pens. Writes better, 
longer. *Bankers’ Approved*. BLUE-RED- 
GREEN-BLACK inks. Reg. 49¢ ea. Buy 
direct. 12 for $2.00 ppd. $20.00/gross. 100% 
 . mes Crayden Co. Box 85, Jamaica, 


Stock color illustrations for advertising. 
200,000 varied subjects by top photog- 
raphers. Also one million black and 
whites. Selection on request, FPG, 62 W. 
45 St., N.Y.C. 


MARKET RESEARCH 
PROJECT MANAGER 


Responsible for planning, super- 
vision, analysis and report writ- 
ing of consumer surveys, test 
markets, new products surveys, 
and sales operations studies. Will 
work closely with brand man- 
agers and advertising agency 
personnel. Should be college 
graduate with 2-5 years experi- 
ence in consumer market research 
work. Company growth, pro- 
motion opportunities and re- 
muneration policy make this an 
outstanding opportunity for the 
right man. Please send complete 
resumé to W. H. O’Shaughnessy, 
Johnson's Wax, Racine, Wise 


DIRECT MAIL PLANNER 


Large Mid-West publisher has 
9 for man between 25 and 
(or woman) with a direct mail 
and business greeting flair. Will 
be responsible for developing a 
new line each year and admin- 
istering its needs. An excellent 
— opportunity for a pro- 
ucer. 
Write fully about yourself, out- 
lining education, business experi- 
ence and salary needs in first 
letter. Replies handled in strict 
confidence. 


Box 960, Advertising Age 
200 E. Illinois St., Chicago 


1, Il. 


Marketing-Merchdsing 
Advertising-Prom. 


executive experience with 4A 
agency, top toiletry mfrs., dept. 
Stores. Importantly involved in 
marketing and promotion (16 
years) soft and pkgd. goods thru 
mass and class drug, dept. stores, 
chains, supers. Created, adminis- 
tered small and large ad budgets 
plans, campaigns; client contact; 
wrote copy, presentations, plans 
articles. College trained, 36, mar- 
ried. Box 964, Advertising Age, 480 


Lexington Ave., New York (7, N. Y. 


um size Chicago Advertising 


COPY DIRECTOR 
Excellent opportunity for copywriter with well known, medi- 


accounts primarily in Automotive, Commercial and Industrial 
fields. This man must be prolific, imaginative and versatile 
and must be able to provide group leadership. Wonderful 
opportunity for writer to achieve recognition and status 
perhaps not obtainable in present position. Age 32 to 40 
preferred. Full employee benefits including bonus and profit 
sharing plan. Write giving personal data, full details of 
experience and earning record. 

Replies confidential, of course. 

Box 965 Advertising Age 
200 E. Illinois St., Chicago 11, Illinois 


Agency which has diversified 
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Advertising Age, May 21, 1956 


AGENCY CONTROLLER 
$15,000 — UP 


A well-known client seeks a 
man with solid history in Sys- 
tems and Procedure. Heavy 
travel required. Salary, ex- 
penses and liberal incentives 
program. Client absorbs place- 
ment fee. Phone, wire or write 
me in full confidence. 

PETER E. SCHWARTZ 
Executive Personnel Consultant 
WABASH AGENCY 
WAbash 2-5020 
202 S. State St. Chicago 4, Il. 


SUBURBIA'S NOT FOR WORKING! 
Not for this Advertising Manager— 
tried for two of eleven years with 
same company. Energetic, young-ish 
female needs stimulation of noise, 
hustle and bustle .. . and opportu- 
nity to dine outside of company 
cafeteria? Talents? Country air 
couldn't stifle them, but they meed 
city adulation. Have created and 
executed award wining trade and 
consumer campaigns; produced cat- 
alogs, brochures, mailing pieces; 
planned dealer promotions; conven- 
tions and trade shows. Modestly ad- 
mit to top-flight copy, production, 
merchandising, marketing. No prob- 
lem overwhelms, but inertia might 
if new challenge isn't offered. Chi- 
cago only. Box 959 Advertising Age, 
200 E. Illinois St., Chicago 11, Ill. 


TV 


COPY 
SUPERVISOR 


Radio-Television Creative Group 
Midwestern regional office, large 
national agency. 


Must have strong, top agency 
commercial television creative 
experience. 

Must be skilled TV idea man, 
able writer, able editor. We have 
the right job for the man who 
can produce more imaginative, 
visually provocative TV sales 
copy than anyone else! 

Salary open. 


Send detailed background résumé 
and salary expectation to: 


BOX 955 
Advertising Age 
200 E. Illinois St., Chicago 11, til. 


ARTIST 
Kansas City Agency wants 


experienced creative layout 
and finished art man. Write 
age, qualifications, experience 
and salary desired. 


Bob Holloway 
Carter Advertising Agency, Inc. 
912 Baltimore 
Kansas City 5, Missouri 


TECHNICAL WRITER 


A large and expanding Eastern 
meg og oe ye firm offers a posi- 
ion with lots of Lg ty A variety. 
Excellent opportunity for ambitious 
man with several years’ writing ex- 

rience, commercial or otherwise. 
Sob involves working with physi- 
cians and scientists to prepare re- 
ports on new and established drugs. 
Some travel. Comprehensive bene- 
fit program. Send complete résumé 
and salary requirements. 


BOX 966 ADVERTISING AGE 
480 Lexington Ave. New York 17, N.Y. 


ADVERTISING EXECUTIVE 
Seeks NEW Challenge 


Twelve years of excellent, well rounded 
experience with leading firms in adver- 
tising, sales, and Oe relations, serve 
to equip this qualified advertising man to 
deal sensibly with planning, budgets, and 
sales coordination as well as with the 
mechanics of copy, production, layout, and 
direct mail. 


At 34, he is presently advertising director 
of a medium sized, well established con- 
sumer manufacturer but desires, after 
s€ven years, to make a change. He seeks 
a stimulating as well as rewarding - 
tion of responsibility, preferably with a 
top-flight advertising agency or manufac- 
turer handling consumer ¢ +.» where 
creativity and bold thinking are gen- 
uinely respected. 


If the particular combination of his skills 
and managerial! talents sound interesting 
and if your headquarters are in New York, 
Chicago, or San Francisco, he would wel- 
come your candid and confidential thoughts. 
Box 916 Advertising Age 480 

Ave., New York 17, N. Y. 


Lexington 


PUBLICATION REPS 
WANTED IMMEDIATELY 


in Boston, New York, Philadelphia, Balti- 
more and Pittsburgh. Exciting, new, 
monthly magazine (New Yorker Type) 
now in its 3rd issue with reader and 
advertiser acceptance in the class market, 
seeks adequate publishers rep organiza- 
tion to cover territorial accounts. 25¢ on 
newsstands in 850 cities. 

Advertising rates based on 250,000 guar- 
anteed circulation with 500,000 guaranteed 
distribution. Will attract the better class 
advertisers in your vicinity. Adequate 
promotion and sales helps. 

Box 957, Advertising Age 
480 Lexington Ave., New York 17. N. Y. 


Do YOU Want To Become 

An Advertising Space Salesman? 
Progressive publishing firm with 
several outstanding business papers 
has opening for young man who 
would like to sell advertising space. 
Background might include sales ex- 

rience, creative advertising copy. 
ayout or production experience. We 
want a man who knows he can be- 
come a good salesman. Background 
and personality must be of such cal- 
iber as to allow him to contact top 
executives of industrial firms and 
advertising agencies. We offer ex- 
tensive training, and a real oppor- 
tunity for the future. Salary, com- 
mission, expense account. Send 
complete resume. 

Box 962, Advertising Age 

200 E. Illinois St. Chicago 11, Ill. 


NOTE: 


If you have position open for am- 
bitious young man who could (1) 
successfully act as assistant to the 
Pres. of medium sized company (2) 
efficiently operate as employment 
manager of a very large concern, 
(3) has intimate knowledge of ad- 
vertising and yyy poops and 
techniques and (4) has innate lead- 
ership qualities, you will be inter- 
ested in this man’s résumé. 


Box 961, Advertising Age 
200 E. Illinois St., Chicago 11, Ill. 


OPPORTUNITIES 


ACCOUNT EXECUTIVE ...... $20,000 
Position with 4A agency—appliance 
background required. 

COPYWRITER ........... To $15,000 
Must have heavy exp. in all types of 
farm machinery. 
ADV. MANAGER—Food or Meat 


Positions for editors, market research 
men, media, adv. production. 

ART SNYDER 
CADILLAC EMPLOYMENT AGENCY 
220 S. State St. Chicago WA 2-4800 


you are interested in in- 
creasing your advertising 
lineage in the Midwest, and 
you publish a magazine or 
magazines that are impor- 
tant in their field—we are 
interested in talking with 
you. 

We can furnish the very 
best of references but more 
important we feel is the fact 
that we can assure you top 
notch sales performance. 


O. A. Feldon & Associates 


185 N. Wabash Ave. 
Chicago 1, Illinois 
Phone Franklin 2-4842 


YOUR CLASSIFIED 
ADVERTISEMENTS HERE 
WILL GET RESULTS 


AD MGR. OR A.E. 
Geooney products or Mechanical 
field. Heavy administrative ex- 
perience as Brand Mgr. and all 
types of sales and consumer pro- 
motion. 12 yrs. with same na- 
tional package foods advertiser. 
In mid-30’s. $12,000. 

For resume—call, write, wire. 
Wm. Lowe, Vocational Place- 
ment Bureau, 631 Marquette 
Ave., Minneapolis, Minn. 


Walter Lowen 


PLACEMENT AGENCY 


Headquarters cates 1920 for 
ADVERTISING AND 
MARKETING PERSONNEL 


Executives @ Sony. @ Art @ Office 
Please on GH ce 
specific experi o pore 7 ents, 
420 LEXINGTON AVENUE 
NEW YORK 17, N. Y. 
MU 9-2630 


AD MAN WANTED 


Leading women’s apparel man- 
ufacturer with extensive na- 
tional ad program offers op- 
portunity to right man, 25-35. 
Should have some creative abil- 
ity and be familiar with graph- 
ic arts production and day-to- 
day routine of ad department. 
Experience in handling details 
of dealer’s cooperative pro- 
gram would be very valuable. 
Permanent; good future. Chi- 
cago location. Write in com- 
plete detail, including age, ed- 
ucational background, business 
experience, salary desired, to: 
Box 968 ADVERTISING AGE 


200 East Illinois Street 
Chicago 11, Illinois 


ADVERTISERS! 


If you are in the market for advertising 
or related manpower. a brief note out- 
lining your specific needs will bring you 
complete work-histories of carefully 
screened candidates of unusual caliber 
No obligation, of cour 
EORGE E. PYLKAS 
Executive Advertising Consultant 
WABASH AGENCY 
202 S. State Chicago 4 WAbash 2- 
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SCOTCHLITE 


REFLECTIVE 


get 


SHEETING 


SALES ACTION! 


How to make prospects “take-off” after your product: Sell it with 
the 24-hour IMPACT of ScoTcHuTe Reflective Sheeting. Ic 
never hides in the dark. It’s over 200 times as bright as white 
paint. And it gives you high readership—at the /owest cost-per- 
thousand known! Find out how durable, easily-maintained SCOTCH- 
LITE Sheeting can actually give your outdoor displays the look 
of spectaculars. For a free demonstration write Minnesota Mining 
& Mfg. Co., Dept. AA-5216, St. Paul 6, Minnesota. 


a a gistered trademark of Mi 


ta Mining & Mfg. Co. 


trols. 


sumer products. 


strict confidence. 


Administrative 
Sales Manager 


We are seeking a top marketing executive with ex- 
perience at the policy making level in a large con- 
sumer goods company. He must be a specialist on 
the problems of sales operation, distribution, pro- 
duction scheduling, inventory control, customer 
service efficiency, warehousing, expenses and con- 


Preferred age 40 to 50 years. We are 

prepared to offer a base salary of 

about $25,000 plus a sizeable bonus 

and a good stock option. 
This is an unusual opening for a well qualified 
marketing specialist who desires to become associ- 
ated in a staff capacity with a very large, nationally 
known and highly regarded manufacturer of con- 


Replies may be brief, should include present con- 
nection, age, home address and will be kept in 


Box 958 Advertising Age 
480 Lexington Ave., New York 17, N. Y. 


Selling to Business and Industry? 


“IM’s case-history approach to 
current advertising and marketing 
problems produces an interesting 
and informative magazine in every 
respect. I probably spend as much 
time with IM as with all other 
advertising trade papers combined.” 


IM is a very special help to anyone who must 
keep posted on the latest techniques, methods 
and developments of advertising and selling 
to business and industry. No other service 


says B. M. Reiss 
Partner & General Manager 
Friend-Reiss Advertising 


like it! 


June 25th. 


To: INDUSTRIAL MARKETING, 200 E. lilinois St., Chicago 11, Illinois 


MAIL TODAY FOR TRIAL—MONEY BACK IF NOT SATISFIED 


A year’s trial (only $3) includes 
monthly copy of IM plus the 556-page Annual 
Market Data & Directory Number, published 
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ADVERTISING AGE 


No extra postage Canada or Pan America; Add $2 a year foreign. 
REQUIREMENTS 


AND ADVERTISING 
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